, in fourth place last year, came in 


Advertising Age 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ul., under the act of March 3, 1879. Copyright, 1958, by Advertising Publications, Inc. 


‘Commerce Secretary 


Eversharp Inc. — 
Given Key Role as 
. 

Shifts to Compton Outdoor Bill Passes 
Wasuincton, April 3—The lead- 
From C&W Shop rollered today as homeward-bound 
congressmen defied predictions and 
gave their approval to legislation 
Activities of $1,400,000 vertising on new sections of the 
\interstate highway system. 
Spender on West Coast The Democratic and Republican 
New York, April 4—Eversharp 


ership of both parties was steam- 
Frawley Relocates Ad which seeks to control outdoor ad- 
top command in the House had 


Inc. has transferred its account,| warned that legislation increasing | 


billing about $1,400,000 in 1957,| highway funds by $5.5 billion for 
from Cunningham & Walsh to the the next three years could not be 
Los Angeles office of Compton Ad- | Passed before the Easter recess un- 
vertising, effective immediately. |less the controversial billboard 
At the same time the company |@mendment was eliminated. 
is moving its advertising activity| But over the weekend a House- 
to the West Coast where it will| Senate conference committee sur- 
be under’the direct supervision of |Prised the leadership by leaving 
Patrick J. Frawley Jr., who joined |the billboard section in the com- 
Eversharp as president in Janu-|promise version of the highway 
ary. bill. This afternoon, despite active 
Mr. Frawley will work with|Politicking by leaders of both par- 
Thomas R. Santacroce, West Coast |ties, only 109 House votes were 
Compton vp. In the East, Olin A.|registered against the billboard 
Saunders will supervise activities, control on the decisive roll-call. 
working with Thomas J. Welsh, | 
exec vp in charge of Eversharp’s|® As approved by Congress the bill 
New York headquarters. | gives the Secretary of Commerce 
'vast authority to work out agree- 
s Dismissed from the company|ments with individual states to 
within the past week or so were| keep outdoor advertising off large 
E. E. Felton, vp and advertising|sections of the new highways. 
director and a 23-year veteran,|States are not required to impose 
and John Buffum, advertising| any billboard controls, but the 
manager, with the company ten|Secretary of Commerce is in a po- 
years. Arthur Penn, former assist- | sition to increase the federal high- 
ant ad manager, is in charge of way contributions to states which 
the department at present, though enter into satisfactory agreements. 
his future status has not been Actually the Secretary has a 
clarified. double-barreled financial incen- 
Mr. Felton and Mr. Buffum have 
(Continued on Page 98) 


(Continued on Page 98) 


GE Is Top ‘57 Business Paper Spender; 
24 Companies Topped $1,000,000: ABP 


New York, April 3—24 compa- | 100, compared with $2,146,300 in 
nies invested over $1,000,000 each | 1956. 
in business paper advertising last} e US. Steel Co: 
4 : ; S. rp. moved from 
oe ee eg og vedi ee | seventh to sixth place with an ex- 
" on dy of Leading Adver.|Pediture of $2,021,800 in 1957, 
sl b por A jal Shaan 8 compared with $1,744,000 in 1956. 
The ABP study shows that 348| ¢ Allied Chemical Corp. took sev- 
advertisers, 74 more than in 1956,|enth place in 1957, dropping from 
invested $175,000 or more in busi- | sixth which it held in 1956. It spent 
ness publications in 1957. Collec- | $2,000,000 in 1957 compared with 
tively, they invested $148,982,800 $1,875,100 in 1956. 
or roughly 30.5% of the estimated| 4)) of the other advertisers list- 
$489,000,000 invested in business|.q in the study spent less than $2,- 


paper advertising in 1957. 000,000 in business papers in 1957. 
e General Electric Co. led the list, | 
as it has in the six previous studies, |" For purposes of the ABP study, 
with $4,090,000. But this was $476,- business publications are defined 
000 less than the company spent in | 4S those listed exclusively in the 
business papers in 1956. |business publication section of 
| Standard Rate & Data Service, and 
e American Cyanamid Co. took) -ecpondents were specifically asked 
second place in 1957 with $2,955,-| +. exclude advertising in the busi- 
000. In ’56 it was in fifth place ness-news type of publications, 
with an expenditure of $1,973,500.| wich as Business Week, Fortune, 
e General Motors Corp. was in| Wall Street Journal, etc. 
third place with $2,919,700. In 1956; ABP will have the complete re- 
GM held second place with $2,- |sults of its study available by the 
510,500. ;end of April in a booklet listing 
1,599 companies alphabetically and 
e E. 1. du Pont de Nemours & Co., their investments in business paper 
advertising. These 1,599 companies, 
i S ’ | ABP estimates, invested $242,455,- 
800,000, and in °56 $2,117,400 in| 999 which is 49.6% of the total es- 
business paper advertising. timated 1957 investment in busi- 
e Allis Chalmers Mfg. Co. dropped|ness publications. 
from third place in 1956 to fifth| (List of top 100 spenders is on 
place in 1957 when it spent $2,496,- | Page 98.) 


fourth again. In 1957 it spent $2,- 
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Dial doee so rauch more! GF cme. ime mane pee 


eed 


or ARF Drops 


Trot Seng: cele: emetic eee tet ie Cat earns pcre ese elle ome ye 
Kanepe posts temas bemor efter Marner ftir eens Wenticetia! Lead 


Could Have Financed 

It, Wulfeck Says; Still 
Need Better Data: West 
(Where does the ARF go from 


here? See separate story on Page 
59.) 
| 


New York, April 2—The maga- 
zine audience study of the Ad- 
vertising Research Foundation, 
conceived in idealism, birthed in 
controversy, kept alive by a late 
financial transfusion, last week 
was the victim of a mercy killing. 

Its demise had a sacrificial note: 
The $800,000 study was to be of- 


REALLY WET—Dominant photography 
and short copy are features of Ar- 
mour & Co.’s new Dial campaign. 
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Study; Cites ‘Unity’ 


|bornly explained their position in 
a variety of locales, ranging from 
bars to board rooms. 


s At the same time, ARF was at 
some pains to establish that it cer- 
tainly could have done the study if 
it had cared to force the issue. Dr. 
Wulfeck’s announcement made it 
clear that the directors who aban- 
doned the project “recognized that 
it was very likely the project could 
be successfully underwritten,” and 
went on to say the ARF had 
| “pledges totaling $560,000, which 
\is about 85% of the actual total 
needed to finance the study.” 

The study was to have measured 


tive for the states. Under the bill, | 


Armour Schedules 
April-to-October 
Dial Print Drive 


Cuicaco, April 3—Dial soeap’s 


fered on the altar of industry unity./the audiences of the 34 consumer 
“In view of the desirability of| magazines with circulations of 
avoiding divisiveness within the|more than 900,000. These books 
industry, the study should be dis- carry 75% of all magazine adver- 


|continued,” said the announcement tising revenue. 


by Wallace H. Wulfeck, ARF board 


Dr. Wulfeck repeated to Apver- 
chairman. | TISING AcE again this week, “We 


largest magazine campaign—a to- 
| tal of 89 pages, both b&w and color | 
'—has been set for April through| 
October, according to Armour & 
Co. 

With dominant photography and 
short copy, the ads will stress (1) 
the feeling a Dial shower gives and 
| (2) the complexion advantages of | 
| Dial, Armour says. 
| The 89 insertions represent 
| “probably the most intensive sat- 
| uration campaign of its kind ever 
| attempted by a soap manufactur-. 
er,” according to David L. Duens-| 
|ing, marketing manager of Ar- 
|mour’s household soap division. 

The magazines on the schedule 
are Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, Look, McCall’s, Modern 


Romances, Reader’s Digest, The | Chicago. 


| Saturday Evening Post, Seventeen 
|and True Story. In addition to the 
magazine ads, Dial co-sponsors the 
“Perry Mason Show” (CBS-TV). 

Foote, Cone & Belding, Chicago, 
is the agency. + 


Since its announcement last | could easily have financed” the 
summer, the ARF study had con- | study “had we wanted to”; on the 
sumed more time and temperature | other hand, he considered its aban- 
than any previous project. It had|donment “the only thing to do 
provoked severe controversy, and|under the circumstances.” The 
its defeat was an unheralded tri-| choice was made, he said, as to 
umph for a grim group of magazine | whether to face opposition and a 
advertising directors who stub- divided industry or to scuttle the 


project and have a united industry, 
Lanolin Plus \auniey better to have a tight in- 
Moves $2,000,000 
Account to EWRR 


Cuicaco, April 4—Lanolin Plus 
Inc. switched quartets this week, 
moving its $2,000,000 cosmetics 
account from Kastor, Farrell, 
| Chesley & Clifford, New York, to 
Erwin Wasey, Ruthrauff & Ryan, 


® Paul West, president of the Assn. 
of National Advertisers and an 
ARF director, echoed Dr. Wulfeck’s 
position: “All things considered— 
and it’s a complex situation—it was 
the right decision in the circum- 
stances.” 

Mr. West went on to say he felt 
a “sense of disappointment,” be- 
cause of “a long existent need— 
manifest ten years ago among users 
(our members)—for better statis- 
tics on magazines generally for 

(Continued on Page 58) 


Waring Products 


The switch, climaxing several 
weeks of presentations by about 
six Chicago based agencies, will 
become effective July 1. Desire for 
a local agency was given as the 

(Continued on Page 98) 


Last Minute News Flashes Names F&S&R 
C&W, McCann, NC&K Reported Vel Powder Finalists 


| New Yor«, April 4—Selection of an agency to succeed Lennen & 
Newell on Colgate-Palmolive Co.’s Vel powder (AA, Feb. 24) appears 
near. The choice séems to have narrowed to Cunningham & Walsh,| namics Corp. o 


New York, April 3—Waring 
Products Corp., subsidiary of Dy- 
f America, has ap- 


|McCann-Erickson or Norman, Craig & Kummel. Others soliciting the) pointed Fuller & Smith & R 
$1,900,000 account were D'Arcy, Charles W. Hoyt, Street & Finney and | its new agency. Anderson & onan 
| Paris & Peart. Still pending agency assignments are for a combination) which has handled the account 


|cold cream-detergent bar which has been market tested. 


‘Chesebrough Names Esty for Vaseline Jelly 


|since May, 1955, resigned 
month ago, effective June 30. 
Waring produces the Blendor 


it a 


| New York, April 4—A reassignment of product responsibilities has | and drink mixer of that name, as 
added a fourth agency, igilliam Esty Co., to the Chesebrough-Pond’s | well as Durabilt irons, Waring food 
roster. Esty will handle: v,peline petroleum jelly, now at McCann-/| mixer, Shavex, Karshave, Ice Jet 
| Erickson, effective July ‘1. ygeCann continues with all other Vaseline | and coffee mill. 
products, Pertussin cough syrup and several “prospective new prod- | 
|ucts.” Pond’s Angel Skin has been shifted from J. Walter Thompson 
to Compton, now handling Valcream. JWT retains the rest of the 
| Pond’s line and also gets several new product assignments. 


‘Ciba Seeks New Agency for Portion of “Account 


Sumit, N. J., April 4—Ciba Pharmaceutical Products Inc. is locking 
for a new agency to handle part of its account. Questionnaires have 
been sent to Burdick, Becker & Fitzsimmons; Doherty, Clifford, Steers 
| & Shenfield; Paul Klemtner & Co.; Noyes & Sproul and Sudler & Hen- | 
|nessey. Albert J. Weisbrodt, advertising manager of Ciba, said the 
questionnaire asked what products the agency could handle on “an ex- 
clusive basis.” Ciba currently bills a little over $1,000,000 at William 
| Douglas McAdams Inc. 


(Additional News Flashes on Page 99) 


William J. Newman Jr., mana- 
ger of marketing, told ApverTIsine 
Ace that he and J. P. MclIlhenny, 
vp of sales, interviewed six agen- 
cies before selecting F&S&R. He 
refused to name the agencies, but 
he said the decision was difficult 
because all of the agencies made 
excellent presentations. 

Ads by F&S&R will not start un- 
til fall, Mr. Newman said. At that 
time, he said, it is anticipated that 
the company’s advertising budget 
| will be stepped up in anticipation 
‘of better year-end sales. + 
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Chevvy Dealers Buy 
KM4G Ad Package 


Some Local Agencies 
Beef as Ketchum Plan 
Rolls into U. S. Capital 
WASHINGTON, April 3—Chevrolet 


dealer advertising in the Atlantic 
Coast sales zone is being put on a 


|chum’s newly organized Washing- 
ton branch has moved in on the 
nation’s capital in the past winter 
|by offering its centralized service 
|involving control of the 14 individ- 
ual Chevvy dealer advertising ac- 


| 


of the dealer association. 


package basis, with Ketchum, Mac- | 


Leod & Grove, Pittsburgh, doing ® Ketchum’s chief stock in trade) 


the packaging and more than 500 
dealers in the Pittsburgh-Harris- 
burg-Baltimore-Washington-Rich- 
mond area buying the package. 
With strong backing from Chev- 
vy’s regional representatives, Ket- 


Ketchum, MacLeod _ 
Clients Boost Ads 
During Recession 


PittsspurGH, April 2—Ketchum, 
MacLeod & Grove, which billed 
$24,200,000 last year, expects to add 
$2,000,000 in billings during 1958, 
according to George Ketchum, 
president, in a first quarter review. 

According to Mr. Ketchum, al- 
though some clients have reduced 
their budgets because of recession, 
this has been offset substantially 
by the increased marketing activi- 
ties of other accounts. 

“Perhaps the most encouraging 
barometers we have been watching 


is experience, for it has been work- 
ing closely with Chevrolet dealer 
groups in some of these markets 
|since 1948. 

In addition, however, its proposi- 
tion includes (1) provision for 
group advertising on such occasions 
'as the introduction of new models; 
|(2) big-agency service for small 
|dealers which formerly operated 
| without an agency or didn’t adver- 
jtise at all; (3) an arrangement 
which enables.active advertisers to 
jbuy a very large percentage of 
\their advertising on a non-commis- 
sionable basis. 

Under the plan, Ketchum gets 
$10 for each Chevyvy retailed by 
the 14 dealers. It pockets $1.50 per 
car as its fee for servicing the ac- 
}count. It earmarks another $2 per 
car as association advertising and 
|promotion and places the remain- 
|der on a commissionable basis, as- 
|suring the dealer a minimum of 
$5.55 net per car in advertising. 


- In return for the $1.50 fee, Ket- 


counts as well as the advertising | 


are the first quarter sales records | hum is obligated to provide all the 
of two of our clients—one in the| ysual services, including the use of 


consumer appliance field and the|jqgeas and materials which have 
other a manufacturer selling to all|peen successfully tested by Ket- 
industry. ‘chum in other markets. Individ- 
ualized production is billed to the 
dealer, but advertising above $10 
per car is handled for the dealer 


® “Both are showing sales gains of 
more than 20% over the same peri- 
Slits tailor os tha teemperemnant without fee or commission by Ket- 
a. ney in-money out 
in their sales positions to great-| Posi” = y 
ly ve peg aig ate ys erste There are conflicting versions of 
re ” = ay annels of distribU~ | the events which led to the vote to 
on, nes ° 
The agency, Mr. Ketchum said, 
has encouraged some industrial 


(Continied on Page 58) 


Copy Theme: Steel 
‘Lightens Work, Widens 
World, Brightens Leisure’ 


New York, April 1—U. S. Steel 
Corp. is launching a new adver- 


paign in April to increase sales in 
| the total steel market and for U. S. 
Steel in particular. The campaign 
is based on research findings con- 
|ducted nationally for the corpora- 
tion by Alfred Politz Research Inc. 
The copy theme in the consumer 
advertising will be, “Today’s USS 
steels .. . lighten your work... 
brighten your leisure ... widen 
your world .. .”” Business paper ads 
|will stress “plus” advantages that 
| U.S. Steel offers customers. 
Advertising will break April 19 
in The Saturday Evening Post and 
April 21 in Time. Monthly an- 
nouncements on the “U. S. Steel 


lretain Ketchum in Washington, but}Hour” over the CBS-TV network | 


will also be used, plus four-page 


clients to adapt certain consumer 


merchandising techniques to dis- 
tribution channels with very favor- 
able results. 

“Every promotional dollar spent 
is being worked harder than ever 
before. Gone for good, I hope, is the 
philosophy that just running an ad- 
vertisement is enough,” he said. + 


McGraw-Hill Book Elects Two 

Basil G. Dandison, vp of Mc- 
Graw-Hill Book Co., and Dexter 
M. Keezer, wp and director of the 
economics department, McGraw- 
Hill Publishing Co., have been 
elected to the board of the book 
company. 


WHY WONDER WHAT YOUR CAR IS WORTH? 
REACH FOR THE PHONE AND —> 


DIAL A DEAL 


ON A BRAND-NEW 1958 PLYMOUTH 


YOUR GREATER KANSAS CITY PLYMOUTH DEALERS 
DIAL A DEAL—Tv and newspapers 
were used to test an auto sales 
plan—quoting trade-in prices over 
the phone—for Chevrolet dealers 
in Kansas City. N. W. Ayer & Son|the loss graph reversed direction | filiates “has quadrupled” over the |L-Chips. Maxon Inc., Detroit, is the 


is the agency. 


Curve Is Going Up, 


New York, April 2 
of optimism about network radio 
have been voiced by Robert W. 
Sarnoff, president of the National 
Broadcasting Co. 

In his monthly letter to radio- 
itv editors, Mr. Sarnoff termed the 
current “crisis” talk about network 
| radio “strangely outdated.” He 
added: 

“If it were three to five years 
ago, I could better relate it to our 
own experience. Then many net- 


away point. Most of our major 
sponsors had pulled out; radio 
salesmen couldn’t get a foot in the 
idoors of the bigger agencies; the 
inetwork’s annual dollar volume 
|was melting away to nothing. 
“But today all this is changed, 
not only with NBC but with net- 
work radio as an entity and as a 
concept. Radio salesmen walk 
about Madison Ave. today like men 
reprieved. They can discuss $1,- 
000,000 deals with key executives 
without apology for star gazing.” 


s Mr. Sarnoff insisted that the em- 
\phasis should be on the upbeat 
despite the fact that all the major 
radio networks are on record as 
having lost money last year. 
“The important consideration, at 
least as it relates to NBC, is that 
our loss was substantially less than 
that of the previous year,” the net- 
work president said. 
“For the first time 


since 1953, 


‘and the reversal continues at an 


Some words | 


What Crisis? Network Radio Sales 


Sarnoff Asserts 


accelerated pace this year. We are 
now talking about a break-even 
point without rubbing a rabbit's 
foot when we do. I believe we will 
reach it and soon,” he continued. 

Mr. Sarnoff said NBC has lost 
$9,000,000 on network radio since 
1953, with $3,000,000 lost in a sin- 
gle “particularly grim year.” 


e Mr. Sarnoff attributed the re- 
| versal in NBC Radio’s fortunes to 
these factors: 


work affiliates were at the break- | 


|e Matthew J. Culligan took over 
'as head of a new management team 
and filled it with enthusiasm for 
\the product. 


|e The product itself was revamped 
| by freshening up “Monitor,” add- 


|ing new morning shows and luring | 


| big stars back to nighttime radio. 


\@ Flexible sales patterns were in-| 
| troduced to 


“let radio pick up the 
nickeis amd dimes left over from 
television, plus fresh money.” 


e The living room was conceded 
j\to tv and radio concentrated on 
the kitchen, the beach, the car, etc. 


e A tough clearance policy was 
'introduced. Stations were told that 
| they would have to carry more net- 

work programs in option time and 

on a more systematic basis if they 
wanted a network. As a result 
|clearances went up 15% and the 
|amount of money paid to radio af- 


‘figure for two years ago. # 


STEEL CAMPAIGN—U.S. Steel Corp. will break a new advertising cam- 

paign to promote the sale of steel products to consumers with spreads 

in The Saturday Evening Post April 19 and in Time April 21. Month- 

ly announcements on the “U.S. Steel Hour” (CBS-TV) will also 

be used, plus four-page inserts in about a dozen management and 
business publications. 


U.S. Steel Push Promotes Virtues of 
Metal Itself as Well as USS Label 


|inserts in 12 to 15 management and 
business publications. 

| Bennett S. Chapple, administra- 
|tive vp-commercial, told a press 
conference here today that the cor- 
poration’s new merchandising pro- 
gram “will herald all steel, not just 


tising and merchandising cam-|U. S. Steel products.” In addition | 


to the advertising program, he said, 
the corporation will offer manufac- 
turers of consumer products a new 
label program to identify clearly all 


(Continued on Page 97) 


Colt Firearm Sales 
‘Soar, Thanks to 
Deadeye TV Cowboys 


| Hartrorp, April 2—Television 
westerns, plus improved sales tech- 
niques, are boosting sales figures 
‘for Colt’s Patent Fire Arms Mfg. 
| Co. of Hartford. 

Colt’s domestic sales are run-| 
ning 35% ahead of last year, and} 
the foreign market for the inter-| 
nationally-famed Colt guns is some 
25% ahead of 1957, according to 
|Lawrence R. Knauer, director of 
development and plans. 

Mr. Knauer said that the Bunt- 
line Special and the storied .45 
single action Colt, used by Wyatt 
Earp on tv—and by cowboys on 
other Westerns such as “Colt .45” 


surgence of interest in the weap- 
ons, and orders are pouring in. 

A change in sales policy has 
eliminated jobbers and middlemen, 
with all Colt guns now sold direct- 
ly to registered Colt dealers. For- 
merly, 


jobbers, who, in turn, sold the guns 
to the trade. Now, Colt’s has a sales 
force of 15 and the jobbers are 
out. + 


. - 
*19 pickle fork FREE with this label 


... just for trying new 
- Heinz Krink-L-Chips 


sa 


SPECIAL—This color page in Life, 
|May 5, features H. J. Heinz Co.’s 


|premium offer for its new Krink- 


agency. 


—have created a tremendous re-| 


five salesmen contacted | 


Advertising Age, April 7, 1958 
‘Tired Decimals’ 
Stifle Marketing 


Research: Wiehe 


Cuicaco, April 13—The running 
controversy over motivation re- 
search flares up again in the April 
| Journal of Marketing, with a Roper 
|partner taking dead aim at a Politz 
executive. 
| Robert J. Williams, who left a 
|full professorship of psychology at 
| Columbia University last year to 
|join Alfred Politz Research, au- 
|thored an article in the October 
Journal, “Is it True What They Say 
about Motivation Research?” 

G. D. Wiebe, a psychologist who 
, became a partner in Elmo Roper & 
Associates last February, has now 
countered with: “Is it True What 
Williams Says about Motivation 
Research?” 

The Williams piece reiterated 
some of the standard Politz objec- 
tions to motivation research: Un- 
|derlying consumer motives may be 
jinteresting but marketers are 
mainly interested in factors they 
can control; small-sample research 
is highly susceptible to interviewer 
bias; the “whats” and “hows” of a 
marketing situation are the crucial 
points, not the “whys.” 


# Mr. Wiebe, his dander up, char- 
acterizes Mr. Williams as an “arbi- 
trary exclusionist,”’ alleges that his 
position is “stultifying” and, in an 
implied crack at Politz quantitative 
orientation, states that market re- 
search “is suffering from tired de- 
cimal points.” 

Charging that the Williams- 
Politz philosophy would stifle mar- 
ket research, he says: “The need is 
for breadth, not narrowness.” 

Mr. Wiebe concedes caustically 
that Mr. Williams “is at least can- 

(Continued on Page 97) 


Hoyt Agency Joins 
Contimart European 
‘Marketing Combine 


Zuricu, April 1—An American 
advertising agency has joined with 
a group of European agencies in 
establishing a new international 
marketing and research company, 
Contimart A. G., with headquar- 
ters in Zurich. All seven share- 
holding companies are branches or 
associates of the British agency, 
WS. Crawford Ltd. 

The American agency is Charles 
|W. Hoyt Co. Inc. The other six 
shareholders are W. S. Crawford 
Ltd., Britain; William Wilkens, 
Wirtschaftswerbung GMBH, Ger- 
many; AB Svenska Telegramby- 
ran, Sweden; and the Crawford 
service agencies in France, Bel- 
gium and the Netherlands. 

In addition to these sharehold- 
ing companies, there are six other 
associate agencies subscribing to 
Contimart. These are I.M.A., 
Italy; Wahl Asmussen A/S, Den- 
mark; Hager Gesellschaft KG, 
Austria; H. G. Morrison Ltda., Por- 
tugal; Adolf Wirz Reklameberater, 
Switzerland; and Crawfords Ad- 
vertising Service, Canada. 


® While advertising agencies have 
previously linked up to handle 
each other’s advertising business 
(Continued on Page 47) 


‘Two Join Friend-Reiss 
| Friend-Reiss Advertising, New 
York, has appointed John P. J. Fin- 


_} |nie an account executive and Ber- 


jnard H. Merems an account ex- 
ecutive and director of public 
relations activities. Mr. Finnie for- 
merly was with Wilson, Haight, 
Welch & Grover. Mr. Merems pre- 
viously was with Public Relations 
| Board. 
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CBS, ‘Life’ Win 


Most in N. Y. Art 
Directors’ Show 


Stress on Ad Research 
Scares Artist, Limits 
New Ideas: Bellinger 


New York, April 1—Life and 
CBS art directors and illustrators 
walked off with the most honors 
today at the 37th annual exhibition 
of the New York Art Directors 
Club. Not far behind were agency 
men from Sudler & Hennessey, 
Doyle Dane Bernbach, Young & 
Rubicam and Foote, Cone & Beld- 
ing. 

Three awards and a certificate 
were won by people from Life. 


GALLG 


ON ICE 


DR NKABLE—This E & J Gallo Winery poster won in its category (other 
than 24-sheet) in the Art Directors Club contest. 


One award and two certificates 
will be decorating the offices at 


Meet Charles T. Lipscomb Jr.... 


CBS Radio, while at CBS Televi- 
sion, there will be one new award 
and five new certificates. Esquire 
art directors won an award and 
two certificates. 

Sudler & Hennessey people 
shared in an award and two cer- 
tificates, while people from Doyle 
Dane, Y&R and Foote, Cone won 
an award and a certificate for each 
shop. 

This year there was an increased 
amount of art and design in pro- 
portion to the amount of photog- 
raphy in the show, according to 


Raymond A. Ballinger, of the Phil- groups. 


adelphia Museum of Art. 


There is nothing wrong with the 
newspaper advertising business 
that organization, re- 


e Mr. Ballinger, who was the one smatetead 

aaa subir ‘wed oo |search and hard, intelligent selling 
“ sn bine cman) Ome eK. 

nee Se ee That’s the firm belief of Charles 

dencies—I almost gathered the im- | si nee ee ‘the ‘ob. is Sa yore 

pression that the research organi- | *)* s job, 


zations have the art director and 


tling down to the long haul as pres- 


jident of advertising’s biggest me- 
dia promotion organization—the 
Bureau of Advertising of the 
American Newspaper Publishers 
Assn. 


the artist a little frigntened on 
new things.” 

Mr. Ballinger also pointed out 
that the categories classified as| 
“design of complete unit” seemed | 
“surprisingly weak.” Artwork or|s Mr. Lipscomb, who was a man- 
photography may have been good,|agement consultant organization’s 
but the design quality was surpris-| choice to reorganize and re-orient 
ingly uninspired—“despite today’s|the Bureau of Advertising, and 


emphasis upon typography,” he 
said. 


® Small-space ads, on the other 
hand, were excellent, even exciting, 
he said, adding: “Continuing im- 
pression—America’s posters are 
unusually poor.” 

Medals and certificates are pre- 
sented to the art directors, except 
in the advertising or editorial art 
classifications, in which the awards 

(Continued on Page 97) 


f 


SECRET WEAPON—Leo Burnett Co. is 
using a stiletto gimmick in Vogue 
and New Yorker ads introducing 
National Associated Mills’ Appoint- 
ment hosiery. The weapon can be 
used in display devices and for 
small pins worn by sales girls. 


|who came into the job from the 
| peeceeeney of J. B. Williams Co. 
and a similar post at Pepsodent di- 
vision of Lever Bros., admits read- 
ily that he is no expert on the 
newspaper business or on newspa- 
per advertising. 


“The board of the directors of 


the BofA knew that when they 


New Head of BofA Tells Its Goals: 
No. 1 Nationally, Third of Ad Pie 


Newspapers, which once were the largest national advertising 
medium, are out to regain the position. Their immediate and 
long-term plans were set forth in the following ADVERTISING 
AGE interview with a man who has become an important spokes- 
man for newspapers—Charles T. Lipscomb Jr., head of the Bu- 
reau of Advertising of the American Newspaper Publishers’ 
Assn. This is the first of a series covering media promotion 


| 


“I took this job because it is obvi- 


ous to me that newspapers have not | ineligible to belong, our associa-| tions Audit of Circulations, but not 
done anywhere near as good a job tion would just fall apart for lack | members of the National Business 


of getting their story across as they 
might have.” 


hired me,” he says. “But I figured 
—and they agreed—that they 
|needed management and person- 
nel ability, which are my strong 


| (Continued on Page 68) 


Ideas Stifled in 
Department Store 
Ads, Yunich Says 


Boston, April 2—A plea for the 


preservation of originality and cre- | 


ativity in department store pro- 
motional ideas has been made by 
David L. Yunich, president of 
Bamberger’s. 

In an address before the Harvard 
Graduate School of Business Ad- 
ministration—one of the Tobe lec- 
ture series on retail distribution— 
Mr. Yunich charged that “self- 


imprisonment” is retail manage-| 


ment’s toughest competitor. 
Discussing department store pro- 
motional efiorts, he commented: 
“This matter of idea suppression is 
of such dimension that it often sug- 
gests to me the possibility that 
much store promotional effort is 


not conceived for the public at all, | 


but only for ourselves.” 

The personnel structure of 
stores, divided between sales-pro- 
ducing and sales-supporting per- 
sonnel, is responsible for the situa- 
tion, he explained. 

“Many merchants have a tend- 
ency to be literal. They picture 


,themselves as being not at all 
literal, but by orientation, training, 
disposition and experience, they 
often are. They live a life of things 
and immerse themselves in a sea 
of figures. For the most part, their 
days are spent with mark-on, 
mark-down, stocks, gross margin, 
turnover, and a Joseph’s coat of 
analyses. 


a “It is not easy for merchants to 
cross the threshold into the tum- 
bling dramatic world of creative- 
ness, nor is this to be expected. 
They look upon the creative people 
in our business as colorful—but 
doubt, often unwittingly, their 
ability to be hard-hitting prac- 
titioners. 

| “On the other hand, the idea 
people think of the merchants as 
dull and unimaginative fellows 
who are habitually looking back 
_over their shoulders to last year.” 
| Somewhere between these two 
| perspectives retailing must find 
“a solid middle ground” if it is to 
| free itself from self-restraint. Mer- 
|chants, the department store head 
| acknowledged, exercise formidable 
veto powers by their attitudes and 
\their performances generally mir- 
(Continued on Page 96) 


ISIM Plan Not for 


St. Thomas Outlines Setup of ISIM 


to Be Presented to NIAA Membership 


: al broad areas of further study 
| Resistance to Plan exist. It recommends establishment 
Results from Lack of of committees after the June vote 

. to be staffed by management peo- 
Understanding, He Says ple from all functions of industrial 
New York, April 2—Steps to be| marketing. These would be com- 
taken to convert National Indus- mittees on finance, membership, 
trial Advertisers Assn. into an In-| public relations, chapter and head- 
ternational Society for Industrial| quarters activities, and constitu- 
| Marketing were outlined yesterday | tion and by-laws. 
|by Charles St. Thomas, specialist, y 
marketing services, General Elec-| ® These committees would recom- 
tric Co., chairman of the NIAA| Mend (1) methods of financing 
implementation committee. pewee ped membership by a fee 
; based on gross annual sales; (2) 
e By May 1 a complete constitu-| gevelopment of a formal presenta- 
tion for ISIM will be submitted to tion to prospective member com- 
NIAA members. panies; (3) continuing exposure of 
e On June 3, in St. Louis, at the plans via the business press; (4) 
annual NIAA convention, a vote | location of chapters, chapter oper- 
will be taken to place a one-year | (Continued on Page 100) 
limit on NIAA as now constituted. 
In effect this means that if the P 
members vote to set up ISIM,) t t H ds 
NIAA would cease to exist as of erro e ea 
June 30, 1959, and that ISIM with| . 
its new constitution, members, o- |B Dd 
\ficers and purposes would become | usiness aper 
| operative July 1, 1959. 
e The implementation 


« Advertising Unit 
te 
tee’s report emphasizes eh eee ver 1SINg nh 


| | 

_ Gage VP Succeeds 

_ Hubbard on Committee 
Working with ANA Group 


New York, April 2—Louis J. 


Smaller Cities, Says 
Buffalo NIAA Unit 


BurraLo, April 1—The Niagara 
Frontier Advertisers Assn., for- 
merly known as the Niagara Fron- 
tier chapter of National Industrial 
Advertisers Assn., has expressed 
strong opposition to the suggested 
reorganization plan of the parent 
association. 

Clayton Stahlka, vp in charge of 
sales of Harry Hoffman & Sons, 
Buffalo, and president of the Ni- 


Perrottet, vp, Gage Publishing Co., 


|has been elected chairman of the 


Business Paper Publishers Com- 
mittee working with the Assn. of 
National Advertisers to increase 
the effectiveness of business paper 
advertising. He succeeds Philip 
Hubbard, president of Reinhold 
Publishing Co., who has served 
since the organization of the group 
last year (AA, July 29, ’57). 


lagara Frontier association, told 


The Business Paper Publishers 
ADVERTISING AGE such a program 


Committee has been expanded to 
| would probably spell the end of the include six new members, three 
local chapter. | that are members of the Audit Bu- 

“There are only about nine or reau of Circulations, but not mem- 
ten advertising managers in our| bers of Associated Business Pub- 
association,” said Mr. Stahlka,|lications, and three that are 
“With suppliers and agency people| members of the Business Publica- 


| 


| of members.” 
Mr. Stahlka said he believes 
(Continued on Page 100) 


| 
| 
| 
| 


| Publications. 


The original committee consisted 
(Continued on Page 62) 


Accepting Peabody Award, Power Calls 


New York, April 3—A sponsor 
who accepted an award for his star 
and a comedian who appeared only 
on a recording sparked yester- 
day’s George Foster Peabody 
jawards luncheon. 
| The annual awards for distin- 
guished achievement in radio and 
tv during 1957 were presented to 15 
winners at a meeting of the Radio 
|\& Television Executives Society. 

The pinch-hitting sponsor was 
William Power, advertising man- 
ager of Chevrolet, who accepted 
the tv musical entertainment award 
for the absent Dinah Shore with 
a speech that got enough laughs to 
make a comedian jealous. On the 
serious side he praised Miss Shore 


as Chevrolet's “No. 1 salesman” | 


Dinah Shore ‘No. 1 Chevrolet Salesman’ 


range. Such shows as “Face the Nation,” 
“See It Now,” “20th Century” and “This 
Is New York” were mentioned in the 
citation. 

Television news—American Broadcast- 
ing Co. for ‘‘Prologue '58” and other news 
coverage by John Daly and his associates. 

Local radie-tvy news—Louis M. Lyons, 
WGBH, Boston. 

Non-musical tv entertainment—‘Hall- 
mark Hall of Fame” (NBC). 


Tv Education—‘The Heritage Series” 
on WQED, Pittsburgh. 
Local radio education—“You Are the 


Jury,” on WKAR, East Lansing, Mich. 
Tv youth and children’s programs— 
“Captain Kangaroo” (CBS). 
Local tv youth and children’s programs 
~—“Wunda Wunda,” on KING-TV, Seattle. 
Tv public service—“The Last Word” 


(CBS). 


Local tv public service—‘Panorama,” 


|KLZ-TV, Denver, Colo. 


Local radio public servicee—KPFA-FM, 
Berkeley, Cal. 


Special radio-tv award—National Broad- 


and said the company never has to | casting Co., for its contribution to educa- 


worry about her shows offending 
anyone. 

Bob Hope, who cracked his re- 
corded jokes off of everybody in- 
cluding Timex, the watch which 
almost sponsored him last year, 
was honored for tv contribution to 
international understanding during 
the past 10 years. Both Mr. Hope 
and Miss Shore are National 
Broadcasting attractions. 


® Other winners: 
Radice and tv news—Columbia Broad- 
|casting System for its general depth and 


tion through its series of educational pro- 
grams fed to educational tv stations across 
the country and for the “Know Your 
Schools” project on NBC-owned stations. 

| Special radic-tv award—Westinghouse 
| Broadcasting Co. for its Boston Confer- 
ence on Public Service Broadcasting. 


|@ In accepting his award, Frank 
Stanton, president of CBS, said the 
news and public affairs operation 
| was budgeted at $21,000,000 in 1957 
and since this kind of broadcast 
fare is “toughest to sell,” CBS 
ended with a “net loss or cost of 
|$11,000,000.” # 
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Ad Council Outlines 
Ad Campaign for 


}an effort to uncover more optimis-| picture. 
tic data. Charles G. Mortimer, president 
of General Foods and co-chairman 
® Typical of the positive ap-|of the industries’ advisory commit- 
7 : proaches to be suggested in the Ad|tee for the Advertising Council, 
i Fighting Recession Council’s guide is the bell ringing | will address the press meeting and 
New York, April 4—A _ new/| campaign originated for his radio| introduce the campaign which has 
approach in print and broadcast | and tv outlets by Joe Floyd, presi-| been designed to develop “a better 
media will accentuate the positive | dent of Midcontinent Broadcasting understanding of America’s eco- 
in business news if the Advertising|Co., Sioux City, S. D. Station | nomic strength.” Advertisers will 
Council’s anti-recession campaign| announcers in the Midcontinent|be asked to support this effort to 
ef plans achieve the desired results.|group have been ringing a bell|“allay the unfounded notions of 
: At a press meeting April 10 to!|similar to those used by the Boy | the country’s economic future.” 
disclose details of the three-month | Scouts and interrupting broadcast | : 
project, the council will place em-|schedules on the hour to bring|" AS previously announced, the 
phasis on the importance of stres-| listeners new optimistic economic | Campaign will be prepared by 
‘. sing the upbeat in newspaper and| reports. The audience is invited to| McCann-Erickson, with Robert M. 
ue broadcast coverage of business|send in any other positive business|G™@Y, ad and sales promotion 
Ws trends. Participants in the anti-| reports which it has read or heard, ™@Mager of Esso Standard Oil Co., 
ee recession campaign will be asked |As many as 400 upbeat news items | 5 Volunteer coordinator. # 
to send in their own positive news| have been received by individual | 
stories covering such developments! Midcontinent stations. 
as new ad drives, production in-| 
creases, expansion of research and|® The National Assn. of Broad- 
manufacturing facilities and intro- casters has sent out a bulletin to 
duction of new products. its 2,106 member radio, tv stations 
The council will circulate them | and networks suggesting the use of 
in its campaign mailings. Agencies a bellringer campaign and hailing 
in government and commerce also | it as a favorable method for giving 
will be canvassed by the council in | impetus to improving the economic 


Massengill Names Blackburn 

Frederick W. Blackburn has 
been named to the new post of di- 
rector of sales and advertising of 
S. E. Massengill Co., Bristol, Tenn., 
pharmaceutical manufacturer. He 
most recently has been director of 
sales and advertising of Lily Tulip 
Co. 


\% 


WHIEREWIND... 


“Gibraltar’s mobile Wire-Wonder-Basket 
display whipped up an Oasis whirlwind. 
In one Detroit outlet, sales soared a hefty 
750%; in another, 500%. In Philadel- 
phia, 400%. In Washington, 700%... 
and more figures to come!” Unquofe! 


You, too, can whistle up a sales-gale. Just 
call The Man From Gibraltar. 


CORRUGATED PAPER COMPANY, INC. 


350 Warren St., Jersey City 2, N. J. * 737 N. Michigan Ave., Chicago 11, Hl. 
N. J.: HEnderson 2-6000 * Chicago: Michigan 2-1602 * N. Y.: Digby 4-0580 
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Highlights of This Week's Issue 


Advertising Research Foundation maga- 
zine audience study is dropped to 
avoid “divisiveness within the in- 
dustry”... Page 1 


Congressmen give approval to legislation 
to control outdoor ads on new high- 
ways, despite campaigning of leaders of 
both parties Page 1 


Ketchum, MacLeod & Grove offers At- 
lantic Coast Chevrolet dealers a pack- 
age ad program affording more than 
500 dealers big-agency service and 
group advertising benefits on occa- 
sion 


U. 8S. Steel’s new advertising and mer- 
chandising drive aims to sell steel 
products in general and U. S. Steel 
brands in particular, with copy theme 
based on Politz research results ..Page 2 


Roper-partner Wiebe takes aim at anti- 
motivation research article by Politz- 
executive Williams with answering ar- 
ticle in Journal of Marketing ...... Page 2 


Life and CBS art directors walked off 
with most of the honors at the 37th an- 
nual exhibition of the New York Art 
SND GD sinicicantecicennann age & 


Steps to convert the National Industrial 
Advertisers Assn. to the International 
Society for Industrial Marketing are 
outlined by Charles St. Thomas ....Page 3 


Census Bureau plans to bring its standard 
metropolitan areas list up to date Page 6 


Adman and twe newspaper people tell 
Chicago admen their “peeves” and 
“hurts” about advertising ............Page 11 


Chesebrough-Pond's gives public its first 
glimpse into company’s financial stat- 
us ’ 


Wexton Co. has climbed from a 10x10’ 
coal bin 11 years ago to a Madison Ave. 
address today, billings have risen com- 
parably from $65 a month to $1,716,230 
I senisintininariiniaeieinnitimisicinectinecnocienias Page 24 


Macfadden Publications’ ‘57 net profit 
was $737,689, $100,000 higher than in 
ID casescasescesesvasesnsccensseeramnvenecossecenvananees Page 26 


KLM Royal Dutch Airlines is more than 
“a subway in the skies,"" new ad cam- 
er Page 28 


“| Direct Mail Advertising 


Farmers are exposed to mass media most 
on weekdays, University of Wiscon- 
sin study shows .. Page 34 

Agency licensing is an invitation to gov- 
ernment control, Adman Ross Roy tells 
Advertising Club of Los Angeles Page 36 


Don't cut ad budgets now, Edward Engle, 
sales 


promotion division manager 
of the National Retail Merchants Assn., 
a . Wage 42 


Hazel Bishop is negotiating for sale of 
62% of ownership to “one of the most 
important financial groups in the coun- 
try,”” Raymond Spector tells stockhold- 
GO ccissnarennanticinsvesininanes —— FT 


“Luxuries cost money,’’ Dry Dock Savings 
Bank ads tell potential savers ....Page 56 


Tax break for companies boosting ad and 
sales promotion is proposed by Houston 
adman as anti-recession measure Page 61 


National Assn. of Broadcasters will 
vote to add anti-subliminal projection 
amendment to its tv code .. Page 70 


12 more researchers take E. B. Weiss to 
task for his championship of intuitive 
marketing judgments .................... Page 75 


British car sales in U. S. 
1957 . 


rose 250% in 
Page 86 


The best ads strike like lightning, Alfred 
Seaman, exec vp of Compton Advertis- 
es SD nncisnstciincttetidbidintinnidindl Page 93 
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Advertising Market Place 
Coming Conventions 

Creative Man's Corner ........ 
Department Store Sales .. 


| Drawthinks ............ 
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Looking at Retail Ads 
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Growing 


is the size we use in the 
Greensboro Market!" 


GREENSBORO 


THE SUPERMARKET 


£, $6 ¢=* 
—a 


Set off a chain reaction! End up with carloads of sales by cashing 
in on one of the South’s real big super-markets—the Growing 
Greensboro Market. It’s a top shopping-and spending area, where 
one-sixth of North Carolina’s population accounts for one-fifth of 
the state’s $4 billion in total retail sales annually. This makes the 
Growing Greensboro market the second best in the South and 


fourth best in the Nation in per 
pile those carts full with your 
matically 


family retail sales. If you want to 
particular product you will auto- 


select the Greensboro News and Record as your ae 


advertising medium. Over 100,000 circulation daily. Over 400, 


readers daily. 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 


greensboro fase 


News aad Record 


* GREENSBORO, NORTH CAROLINA 
© Represented by Jann & Kelley, Inc. 
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“What's disdain, Pop?” 


“Well, son, it’s sort of what sails feel 
about gasoline.” 


And vice versa. These two boatmen may 
be pals or partners in everything else, but 
when it comes to the bounding main, 
they’re Spanish Armadas and proud of it. 


That's the grand tradition of true sports- 
men; they take sides, they argue, they 
make cracks, they abhor or adore— 
whether it’s boats or basketball, pitchers 
or putters, fly-fishing or flyweights. 


THIS IS ONE BUNCH 
WHO'LL TAKE SIDES 


They line up, too, for the car they like 
best, the resort they yearn for, the foods 
and fabrics and smokes and drinks they 
favor. And they let the whole world hear 
about it. 

Which makes them one of the liveliest 
bunch of prospects that ever read any- 
body’s ad in anybody’s magazine. 

For if SPORTS ILLUSTRATED's crowd 
of 800,000 families should get lined up for 
the thing you sell— 

“What's a sudden sales-spurt, Pop?” 


SPORTS ILLUSTRATED 
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This Week in Washington... 


Census Bureau Revamps Standard 
Metropolitan Areas After Decade 


By Stanley E. Cohen 
Washington Editor 


WasuHIncTon, April 3—The gov- 
ernment’s list of standard metro- 
politan areas, which is the back- 
bone of most national market 
planning, is up for overhaul. 

Most of the 178 existing areas 
have never been reviewed since 
the system was introduced in 1948. 

So in the coming months, many 
will be enlarged to reflect subse- 
quent growth, some which overlap 
will be consolidated, and a substan- 
tial number of new ones which 
have recently achieved “metropol- 
itan” density will be added. 

Marketers have profited im- 
mensely from the metropolitan 
area concept. Since government 


have tried to smooth out some of 
the kinks which turned up in the 
past. One shortcoming that seems 
insurmountable stems from the fact 
that metropolitan areas (outside 
of New England) consist of central 
cities plus the densely populated 
‘counties which surround them. For 
|the sake of simplicity, counties are 


Sometimesa 
‘MASA Letter trade association 
‘Backtires executive forgets 

that his member- 
|ship bulletins can get into un- 
friendly hands. Maybe that’s what 
happened to Max T. Lloyd, execu- 
‘tive secretary of Mail Advertising 
Service Assn., when he distributed 


\agencies use the list in publishing|reported as a whole; so sparsely a newsletter recently reporting that 


all their detailed statistics, the 
| breakdowns for standard metropol- 
itan areas give marketers good in- 
sight into thickly populated centers 
which house a large percentage of 
the national population. Moreover, 
the list has such universal accept- 
ance that everyone knows what you 
are talking about when you use it. 


s According to Budget Bureau of- 
ficials, much of the work will be 
completed by August. In any event, 
modernized boundaries will be 
ready well in advance of the new 
censuses of business and manu- 
factures which are to be taken 
next year. 

In the course of review, experts 


settled rural sections are lumped 
into the metropolitan figures along 
with highly urbanized portions. 


® Some of the most important 
|changes will be in New England. 
New England’s metropolitan areas 
consist of a patch work of dense- 
ly populated townships. Now 
density standards for areas sur- 
rounding central cities are being 
reduced so New England metropol- 
itan areas will pick up additional 
townships. Experts say this is only 
simple justice because population 
density of existing New England 
metropolitan areas runs much 
higher than areas in other parts of 
the country. 


MASA and Associated Third Class 
Mail Users were contributing to 
the cost of ads which the Assn. of 
|First Class Mail Users has been 
|running here in an effort to defeat 
the proposal for a 5¢ letter. 

Mr. Lloyd’s intent, obviously, 
was to raise more money. But in 
the hands of Sen. Richard Neuber- 
ger (D., Ore.), the newsletter took 
|on the dimensions of an intercepted 
espionage message. 

Stalking onto the Senate floor, 
|he professed to be puzzled over the 
fact that third class mailers might 
wish to finance the fight against 
a 5¢ stamp. Then he quoted MASA: 

“The 5¢ rate is crucial to every 
other rate in the bill. There has 
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A MESSAGE TO ADVERTISERS WITH TIGHT BUDGETS AND NO BUDGETS 


Think of being able to saturate 4/5ths of American 
industry for only $165 to $175 a month... 


To influence the specifications and purchases of more than 


70,000 product selectors 
in all 452 industries . . . 


in the top 40,000 establishments 


To back-stop and amplify your coverage in all other 


industrial media . . . 


To cover all new markets while re-selling present 


customers... 


To receive Inquiries from numerous prospects not now on 
your books, many of whom will specify why they are 


interested and state their problems ...an 1EN exclusive... 


All for only $165 to $175 a month, in these days of the 


inflated ad dollar! 


Can you match this for advertising economy? Surely your 
firm can find $165 a month to blanket 80% of U. S. industry. 


Details? Send for 26-piece complete Media Data File 
Folder and 20-page brochure: “Your Markets Are Changing.” 
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Advertising Age, April 7, 1958 


been strong argument on the 2-to-1 
ratio for first and third class. If the 
4¢ first class rate is voted in confer- 
ence, it might be possible to bolster 
the defense of a 2¢ minimum bulk 
third class. 

“Perhaps third class users are 
justified in using whatever means 
are at hand to protect what they 
believe to be their best economic 
interests,” Sen. Neuberger pontifi- 
cated. “But the Senate should 
know, I believe, that some of the 
big users of third class mail are 
wrapping themselves in first class 
stamps.” 


It looks as if the 
How Dry Are’ Senate committee 
200 Magazines?" interstate and 

foreign commerce 
is in for a gay time when hearings 
get under way later this month on 
another try to put over legislation 
outlawing advertising for alcoholic 
beverages. 

Dry forces are circularizing the 
magazine industry, and have come 
up with a report that at least 200 
national magazines, with circula- 
tions of more than 99,000,000, car- 
ry no alcohol advertising. Top ones 
are This Week, circulation 11,972,- 
920; and Reader’s Digest (U.S. edi- 
tion) 11,502,322. Drys also draw 
the battle line, reporting their bill 
is supported by “outstanding 
church men, national youth and 
|/women’s organizations, university 
|presidents, national farm organi- 
|zations and other groups which 
won’t make one nickel if the bill 
becomes a law.” The other side, 
| they say, consists of “the alcoholic 
| beverage industry, advertising rep- 
|resentatives, publishers accepting 
| liquor ads, brewery workers, the 
broadcasting industry and other 
groups and individuals who have 
a definite financial stake in the 
success or failure of the control 
bill.” 

Needless to say, the drys do not 
have the field to themselves. After 
a decade of debate on this issue, the 
opposition is equally well organ- 
ized. In fact, arrangements are al- 
ready under way, for example, for 
a luncheon on the opening day of 
the hearing by the national coordi- 
nating committee of the beverage 
industry, with Andrew J. Biemil- 
ler, director of the legislative de- 
partment of the AFL-CIO, as 
speaker. Cocktails will be served. 


Rep. Oren Harris 
(D., Ark.), chair- 
man of the House 
committee on 
legislative oversight, is telling the 
press that he expects his commit- 
tee to issue a report criticizing Fed- 
eral Communications Commission 
members for doing so much travel- 
ing at the expense of the broadcast- 
ing industry. 

Apparently that’s about all the 
remaining six members of the com- 
mission have to fear from the in- 
vestigation unless there are unex- 
pected developments. Questioning 
of commission members lacked 
spirit this week, and there was no 
indication that committee investi- 
gators have done any homework 
since the eagle eye of Bernard 
Schwartz has been removed from 
the scene. + 


FCC Probe 
Cools Off 


Filon Boosts Perry 


Sylvin Z. Perry has been ap- 
pointed advertising and planning 
director of Filon Plastics Corp., 
El Segundo, Cal. Mr. Perry, who 
joined the company in May 1957, 
will coordinate Filon’s public re- 
lations, advertising, market re- 
search, technical sales and sales 
promotion departments. Harold 
Zimmer will continue as ad man- 
ager. 


Taylor-Chalmers Adds One 

Taylor-Chalmers Advertising, 
Michigan City, Ind., has been ap- 
pointed to handie advertising for 
Abesto Mfg. Corp., Michigan City, 
maker of asphaltic adhesives, coat- 
ings and damp proofings. 
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The Saturday Evening 


Sell the Ty} 


H . He doesn’t shop around at 
Dedication. the newsstand ... makes a 
point of asking for The Saturday Evening Post 
(81.3% of Post newsstand buyers say so). Fact is, 
the Post outsells the other big magazine, Life, at 


; P 4: . ik yhat hi ts in the Post. 
the newsstand—by a wide margin. Satisfaction. pathy Pesevergy” doy Bo age“ 


on right track. Even goes for the advertisements 
(9 out of 10 Post readers say so) . . . has faith in 
them because he has faith in the Post. 


Conversation. 


They listen when the Post reader talks. Influential. 
Downright outspoken in recommending, talking 
about things he reads in the Post — pulls out all stops. 
Politz study and advertising results prove it. 


d Vieuts on gous tooay 


BS ot 
‘ \ 


An d ti Post — mr fastest because it moves sideways—on every spending level. This influence sells products fast. Sells magazines fast, 
reaction. too. Proof —Post circulation is now at an all-time high of over 5,700,0000—a bonus for you of a whopping 500,000 copies every week. 
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Pittsburgh NIAA | 
Board 0.K-s Plan — 
for Reorganization 


Big Unit’s Members 
to Vote on ISIM Setup 
at April 10 Meeting 


PirTsBuRGH, April 3—Directors of 
the big Pittsburgh chapter of the 
National Industrial Advertisers 
Assn. have voted 14 to 2 in favor 
of a proposed reorganization plan 
which would convert the associa- 
tion into an “International Society 
of Industrial Marketing.” 

The next step will be to submit 
the issue to all chapter members 
April 10. 

The Pittsburgh chapter has 237 
active members and 164 associates, 
plus a few affiliated and honorary 
members. This means the chapter 
will have at least 10% of the 
voting strength at the association’s 
annual convention in St. Louis 
June 3, when the reorganization 


action. 

If the majority of Pittsburgh 
chapter members favor the pro- 
posal, Pittsburgh’s entire voting 
strength will be cast for it at St. 
Louis. 


® Harold Hoffman, assistant 
director of advertising for U. S. 
Steel Corp. and chapter president, 
commented to ADVERTISING AGE: 
“T have no idea whatever how the 
voting will go.” 

He added that a full-dress re- 
port on the issue would be made to 
the whole membership at the 
chapter meeting before the vote is 
taken. 


The recommendation for the! 
proposed change has been made| 


by a task force headed by Robert 
Myers, of U.S. Steel. This task force 
reached the conclusion that the 
organization should have much 
broader objectives and should be 
upgraded into a more effective in- 
strument. 


® The Colorado chapter of NIAA 
has put its stamp of approval on 
the ISIM as a good idea, but turned 
thumbs down on sacrificing the 
present organization to form it. 

As one member succinctly put 
it: “We are not opposed to the 
ISIM—rather we are for the 
NIAA.” 

Directors of the Southern Cali- 
fornia chapter have sent a wire to 
NIAA headquarters opposing the 
proposed reorganization plan. They 
also have wired the Milwaukee 
chapter pledging support of its op- 
position (AA, March 31). 

The chapter will take no further 
action until the June convention 
when it will oppose the new plan. 
If the plan goes through, the chap- 
ter may then make a decision to 
go independent. As late as five 
months ago, there had been some 
discussion of San Francisco and 
Los Angeles joining in an inde- 
pendent organization which might 
add other western cities as a part 
of it. + 


BBDO Names Four 

Batten, Barton, Durstine & Os- 
born, New York, has appointed 
Peter M. Soutter supervisor on the 
Penick & Ford Ltd. account, Wil- 
liam E. Torpey an executive on the 
E. I. du Pont de Nemours account, 
and Sherman Hoyt an executive 
on the tv, radio and hi-fi appliance 
lines of the Philco Corp. account. 
Mr. Soutter formerly was with 
Lever Bros. Mr. Torpey previously 
was with General Electric Co. In- 
ternational, and Mr. Hoyt was with 
Young & Rubicam. In addition, 


BBDO has elected Elliott W. Plowe, | 


an account group head, a vp of the 
agency. 


| 
} 
| 
| 
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“At 60 miles an hour the loudest nevise 


in this new Rolls-Royce cx 
xk” 


Bia 


$s from 


1 ' 
the clectric oF 


19 REASONS WHY—Ogilvy, Benson 


& Mather, New York, came up 

with this b&w and four-color spread for its new Rolls-Royce ac- 

count, appearing in a late April New Yorker and the June Sunset. 

The same ad, in vertical format, ran in the April 3 New York Times 

and also is set for the April 14 Wall Street Journal. Twentieth, but 

unnumbered, point in copy is price of the Rolls: “$13,550 f.o.b. prin- 
cipal port of entry.” 


| New York, April 2—The battle 
over control of the Mutual Broad- 
casting System, which underwent 
an abrupt management change 
several weeks ago, has spread to 
the courts. 

Legal action was started by ex- 
MBS President Paul Roberts, a key 
|figure in the purchase of Mutual 
|by the present owners. His com- 
|plaint asked that two members of 
{the Roberts group be restored to 
the network’s board of directors. 

The legal struggle came to light 
this week when attorneys for Mu- 
tual filed a motion in New York 
supreme court to dismiss the com- 
plaint brought against it by Paul 
Roberts. Dismissal was sought on 
the ground that the court has no 
jurisdiction. 

Armand Hammer, now president 
as well as chairman since Paul 
Roberts was replaced as head of 
the network, is included among 
the defendants along with H. Roy 
Roberts, MBS treasurer. 


s When Mr. Hammer, president of 
Occidental Petroleum Corp., and 


| one of the principal owners of Mu- 
| 


Mueller Moves 
Macaroni Account 
to Doherty, Clifford 


New York, April 3—C. F. Muel- 
ler Co., which decided in February 
to move its account—worth from 
$500,000 to $600,000—out of Cal- 
kins & Holden, has selected Do- 

herty, Clifford, Steers & Shenfield 
as the successor agency. The move 
is effective May 1. 

Eugene Hulshizer, who has been 
account executive on Mueller mac- 
aroni for some years (at the Duane 
\Jones Co.; Scheideler, Beck & 
| Werner and Calkins), said today 
|he did not yet know if he would 
|move to Doherty, Clifford. Mean- 
while, Doherty has assigned Rob- 
ert Hayes, a vp, as account super- 
visor on Mueller. Mr. Hayes and 
Mr. Hulshizer both worked at the 
Jones agency, where Mr. Hayes 
was president briefly. 

Appointment of Doherty, Clif- 
ford by Mueller came as something 
of a surprise, since it had been 
rumored the account would move 
to Reach, McClinton, whose presi- 
dent, H. L. (Hay) McClinton, re- 
signed as president of Calkins & 
Holden a year ago (AA, Feb. 3). 

Mueller said it named Doherty 
because it wanted “primarily an 
agency with deep experience in 
grocery products and one whose 
record of growth indicated that it 
|had contributed sound marketing 
knowledge to its present clients.” # 


MBS Board Control Battle Lands in Court: 
Roberts Sues for Return of Two Members 


plan will be presented for official | 


tual, took over the presidency of 
Mutual, he explained the move by 


| saying that the majority stockhold- 
jers were assuming active man- 


agement of the network. Later, 
sources within the network said 
the break with Paul Roberts came 
partly because of his alleged cut- 
rate sales. 

A copy of the Paul Roberts com- 
plaint was attached to the dismis- 
sal petition. The complaint spells 
out the terms under which the 
present owners of Mutual acquired 
the network from RKO Teleradio 
Pictures. 

In his complaint, Paul Roberts 
said he entered into an option 
agreement with the owners (RKO 
Teleradio) of all outstanding stock 
of Mutual for the purchase of 
all its stock—‘“consisting of 54% 
shares of preferred stock at a pur- 
chase price of $5,450 and 1,100 
shares of common stock at a pur- 
chase price of $7,500 and the in- 
debtedness of Mutual to the seller 
(RKO) aggregating in excess of 
$1,250,000 for a purchase price of 
$537,050.” 


® The complaint said Paul Rob- 
erts associated himself with A. A. 
Schechter, B. J. Hauser, Frieda B. 
Hennock, Harold P. Seligson and 
Edward G. McLaughlin for the 
“purpose of securing assistance in 
carrying through .. . [the] option 
agreement.” 

The complaint charged that the 
defendants, Mr. Hammer, H. Roy 
Roberts et al “without notice or 
knowledge of plaintiff or any other 
member of the [Paul] Roberts 
group, purported to hold a stock- 
holders meeting of Mutual” on or 
about Feb. 27, 1958, and named an 
entirely new board, including no 
members or representatives of the 
Paul Roberts group. 

This election, the complaint al- 
leged, “was in violation of the... 
agreement by the Hammer group 
that for a three-year term there 
would be at least two members or 
nominees of the [Paul] Roberts 
group on the board of directors of 
Mutual.” 

The plaintiff asked for a judg- 
ment which would hold the “pur- 
ported election” of a board last 
February to be invalid and grant 
“an injunction requiring an elec- 
tion forthwith of two nominees of 
the Paul Roberts group to the Mu- 
tual board of directors .. .” # 


Plough Names Millenson 
Byron Millenson has been named 
vp of Plough Broadcasting Corp. 


|and general manager of its Balti- 
|more station, WCOP. Mr. Millen- 


son, formerly sales manager of the 
station, replaces the late Harold 
Burke. 


American Tobacco 
Plans to Market 
New Filter Cigaret 


New York, April 3—American 
Tobacco Co. will place a radically 
new filter cigaret on the market 
soon, Paul M. Hahn, president, told 
stockholders at the annual meet- 
ing yesterday. 

Mr. Hahn did not name the 
brand that will carry the new filter 
and asked stockholders 
press for more information.” 

The company refused to release 


any information on the subject.| 
Reports in the trade indicate that | 


American is going to convert an 
old brand, Johnnie Walker, which 
it acquired from Tobacco Products 
Co. in 1923, and introduce it with 
a double-barreled filter, half char- 
coal and half composed of a new 


type of chemically treated sub-| 


stance. Other reports are that 
American will come out with a 
new type of filter on its Lucky 
Strike brand. 


s On the subject of advertising, 
the company is equally reticent. 
Mr. Hahn told his stockholders 
that American spent more money 
on advertising in 1957 than it did 
in 1956, but he declined to give 
figures “for competitive reasons.” 

Asked about reports that the 
company intends to discontinue its 
Hit Parade tv show on NBC-TV, 
Mr. Hahn said the company makes 
no decision on a program until it 


is time for renewal. Sales of Hit| 


Parade, he said, have been “rea- 
sonably satisfactory.” 

Mr. Hahn disclosed that Amer 
ican has disposed of its chewing 
tobacco operation “within the past 
few days.” The company’s 11 
chewing tobacco brands were sold 
to a subsidiary of American Snuff 
Co., for an undisclosed price. The 
chewing tobaccos reportedly made 
up less than 1/50 of 1% of Ameri- 
can’s sales last year. + 


Booth Newspapers 
Acquires ‘Grand 
Rapids Herald’ 


GRAND RapPips, April 1—Booth 
Newspapers Inc., which owns the 
evening Grand Rapids Press, has 
bought the morning and Sunday 
Grand Rapids Herald from Fed- 
erated Publications for a reported 
$2,000,000. 

The Herald will continue in op- 
eration as at present, according to 
Ralph H. Bastien, Booth president. 
Ralph E. Schweitzer, formerly of 
the Bay City Times, becomes the 
new manager of the Herald; John 
F. Wurz, with the Herald for 42 
years, will continue as editor. 


® Louis A. Weil Jr., Herald pub- 


by Booth, will continue as exec vp 
of the Federated group and as pub- 
lisher of its Journal & Courier, La- 
fayette, Ind. The other two Fed- 
erated newspapers are the Lan- 


sing State Journal and the Battle) 


Creek Enquirer & News. Harold B. 
Burtt, general manager of the Her- 
ald since 1952, has been appointed 
assistant general manager of the 
Federated newspapers and William 
F. Harmeyer, Herald ad director, 
also will remain with Federated. 

The purchase brings to nine the 
newspapers owned by Booth. The 
others are the Flint Journal, Sagi- 
naw News, Kalamazoo Gazette, 
Muskegon Chronicle, Bay City 
Times, Jackson Citizen-Patriot and 
the Ann Arbor News. # 


Y&R Names 3 VPs 


“not to 


PUSHBUTTON WAX—S. C. Johnson & 

Son is now distributing its new 

pressurized Instant J-Wazx for 
autos. 


Miller Beer Sets 
26-Week Saturation 
Radio Spot Push 


MILWAUKEE, April 3—The Mil- 
ler Brewing Co. will initiate a 


| spring and summer campaign of 50 


10-second spots per week over the 
American Broadcasting Network 
on April 7, launching what it be- 
lieves is a new concept in radio ad- 
vertising. 

Double saturation and double 
continuity are the features of the 
new campaign. 

The Miller program will extend 
for 26 weeks, twice the length of 
the normal saturation program, 
and has more than twice the usual 
number of weekly spots. 

Ten seconds is admittedly a short 
time, but Miller’s ad manager, Ed 
Ball, and the company’s agency, 
Mathisson & Associates, decided 
the spots would be the best buy— 
IF. The big IF was development of 
suitable commercials. 

Obviously the commercials had 
to have certain basic requirements 
—mention of the name of the prod- 
uct and of the company. Unless 
the announcer was a lingual speed- 
ster, that alone would take half 
the allotted time. 


8 William S. Walker, head of his 
own musical productions company 
in Chicago, developed a library 
of about 20 transcriptions featur- 
ing a combination of bouncy music, 
whimsical conversations, accented 
dialogues, off-beat interviews and 
a special tag treatment. 

One of the new commercials is 
an interview with Mr. Ball him- 
self, in which the brewery takes 
a friendly poke at itself: 

Question: “Sir, what is your fa- 
vorite beer?” 


Answer: “Why, Miller High 
Life:” 

Question: “Your name and oc- 
cupation?” 


Answer: “Edward G. Ball, ad- 
vertising manager, Miller Brewing 


|Co., Milwaukee!” 
| lisher from 1947 until its purchase | 


The interviewer appends: “Hm- 
mmmm.” 

British, German and French are 
merely a few of the dialects em- 
ployed in the other conversation- 
type commercials. 

It is expected that some 225 
stations will carry the Miller com- 
mercials. Based on 50 spots each 
week, it adds up to 11,250 an- 
nouncements per week or a total of 
292,500 in the period from April 7 
through Oct. 3. # 


King Kone Introduces Pizza 

Pizza-rino, a new kind of bite 
size pizza, will be introduced the 
week of April 7 in four markets 
with a series of 20-second tv spots 
by King Kone Corp., New York, 
baker of the Old London line of 
Melba toast products. 

The markets include New York, 


Young & Rubicam, New York, | Philadelphia, Columbus and Cleve- 
has named three vps. They are|land. National distribution of the 


Robert Stark, manager of the re- 
search department; William E. 
Matthews, executive assistant to 


product, which will retail for 19¢ 
in supermarkets, chains and inde- 


\pendent grocery stores, is expected 


the media director, and Everett by Sept. 1. Richard K. Manoff Inc. 


| Erlick, associate media director. 


is the agency. 
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ESQUIRE’S 
MILLION 


DOLLAR 
SILVER 
ANNIVERSARY 
ISSUE 


Esquire’s Silver Anniversary tssue — Octobe: 1958 — will be, literally, a “Million Dollar Special” 


1,000,000 copies will be printed — as opposed to our normal circulation of around 830,000. 


The issue will sell for $1.00 instead of the regular 60¢ a copy. 


There will be no increase in advertising rates — extraordinary for a momentous issue that may well become a col- 
lectors item. in fact, to encourage ativertise:s to take adequate space to tell their progress plans and recount their 


growth story, Esquire is offering as an inducement 


Special anniversary rates for spread advertisers 


For black and white, two-color or four-color spreads, a 50% discount wili be given for the second page of the spread. 


In graphic treatment and editorial conten: ‘his issue 
may well be the highlight of the magazine oublishing 
year. 


Fcr, Esquire’s Silver Anniversary Issue wil! «. ‘omize the 
enormous growth in ali the arts of leisure | = past 25 
years. Z 


ba 


The content will reflect how many ways there are today 
to get more out of living and how virtually everybody in 
America can do what was once the prerogative of only 
@ smali leisure class — that is, think of living as an art 
rather than a business. What more fitting format should 
surround your product than the Silver Anniversary Issue 
of Esquire... 


RE-DEDICATED TO THE 1h \.JOYMENT OF THE NEW ARTS OF LEISURE 
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Few trends have wrought so marked @fane Bon the pat 
tern of living in America as the Ghetemeconcepts of 
leisure. a 


Within a compressed quarter centiiryyameanm in achieve 
ments have expanded the horizOmmaamumme itself, and 
leisure — the enrichment of (Wing ==iigmummeome reality. 


This new concept of leisure as the Ariuger Riving — ac- 
cepted by everyone today, was TirSt Brommmmated twenty- 
five years ago by @ new magazin@ @memme very day, 
ironically, that the banks closed — peop Were borrowe 
ing nickels and dimes for carfare, (coneelmetic, daring in 
scope and brimming with vinegar andewitality, this new 


idve 


VUE ART OF LIVING AS) THE NEWSGRISO RE 


THE ART OF Uy ew AND THE NEW LEISURE ’ ‘ 


“Men have had leisure thrust upon thom... the five- 
day week has become not merely every man's right d 
but virtually every man’s duty. ‘ 


“More time to read, more time to indulge in hobbies, 
to play, to get out of tov —snSre time, in short, to < 
think of Living as an art as well as @ business, .. Me 


“What more opportune occasion for the appearance 
of a new magazine — a new kind of magazine — one . 
that will answer the questi¢n of what. to-do? What % 
to eat, what to drink, what to Wear, how to play, what . 
to read — in short, a magazine dedicated to the im- 


luxury magazine, priced at 50¢, had the audacity to pre- 

dict the coming of a new age Of feisurevat the dark : provement of the: (it Paani: | Tet Cen oe ; 
moment whose theme song was “Brother Can You Spare . pet's ¢ 
a Dime?” 4 ; 3 
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Here is the original prospectus of Esquire printed in 


March of 1933 before the first issue appeared: How prophetic was Esquire? 


; Well, leisure has become a whopping business: a 32 billion dollars annual market! 


Take any figures you want — take cargs—take swimming pools — take the number of boats registered — fishing 
licenses. Take any index, any figure, and thie new icisure today is @ fact. 


in 1957, Americans spent $1,625 ,000,000 for travel abroad, $1,578,608,000 more than in 1933. 


Detroit produced 6,119,307 passenger cars valued at $13,500,000,000 compared with 1,560,599 cars 
costing $773,424,963 in 1933. 


18,000,000 Americans held fishing licenses in 1956 as opposed to 4,800,000 in 1933. 
$400,000,000 worth of phonograph records passed over the counter in 1957. 1933 volume? $5,500,000. 
The high-fidelity industry whith didn’t exist in 1933 sold 1,175,000 units last year. 


Motion picture theater admissions totaled $1,298,000,000 in 1957 against a comparabie figure of 
$482,000,000 25 years age, 


People are reading more, beliéve it or not. As a nation, we spent $592,000,000 on books and maps in "56. 
Expenditures in 1933 were émly $152,000,000. 


Boating is on the verge of becoming a national craze. 642,000 outboard motors ($217,000,000 worth) 
were purchased last year. A quarter of a century ago, the number was infinitesimal: 15,000 units. 


ober 


a 
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And for an eye-opening statistic, top this: Photographic equipment sales reached $1,000,000,000 in 
1957, or twenty times the market of 1933, $53,660,000. 


POTENTIAL UNLIMITED 


More families will have moré money to spend. The work week will continue to dip. 


The suburbs will continue i grow. And this is as Esquire predicted it would be. 


THE GROWTH OF THI LEISURE MARKET TN AMERICA 


Tomorrow's market for leisure time products and services looms even more portentous. The future promises that: 


Now Esquire re-dedicates itself to the M@wW leisure in a 
magnificent Silver Anniversary Issue, Epitomizing all the 
many facets of leisure’s arts: travel, fashion, literature, 
hi-fi, art, photography, sports ... this Miliigm Doliar issue 
will culminate to date one quarter century OF trai! blazing 


and new departures, continuous innovations into previ- 
ously uncharted fields of magazine making. 


Thorstein Vebien theorized the Leisure Class; the Amer- 
ican people epitomizes it; and Esquire was the first 
magazine to motivate it. 


The high point of your fall advertising schedule— THE SILVER ANNIVERSARY ISSUE OF ESQUIRE...OCTOBER 1958 
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Fuub 
SERVICE 
GARAGE 
INDOORS 


SHELTERED 
PARKING 
OUTDOORS 


WASHINGTON 
SQUARE 
VILLAGE 


Fall 1958 - 2%) Rims from $136 + 


Another of the 51 exciting reasons 
to apoly now for an apartment at 


a information Center: Through the Arch «1 Block South 
- of Washington Square Park « Tel. OR 7.9900 - Occupancy 


3% Res from $183+4 Rms trom $233+5 Rms trom $268 


3 Rms from $178 


ray il 

28:2 = Bee! 

opt: & (iii; 

¥ 3 252 £8 
dig: 2 f:t?: z5 
fei g iF 
“373 ¢ Po 
acag s 25 
taf “ a: 
2883 f YOUR LIVING ROOM IS ONLY 10 MINUTES FROM YOUR THEATRE SEAT §* 
3358 > Bs 
SEf2 o 2§ 
See ™ = 


12 MINUTES FROM WALL STREET 


12 ACRES OF LIGHT AND AiR 


until you visit 


WASHINGTON 
SQUARE | 
VILLAGE 


Another of the 51 exciting 
to apply now for an apartment at 


WASHINGTON SQUARE VILLAGE 


information Center : Through the Arch +1 Block South 
of Washington Square Park + Tel. OR 7.5900 - Occupancy 
2¥%_ Rms trom $131 + 


Fall 1958 + 
3% Rms trom $183 +4 Rms trom $2 


EFFECTIVE—Small-space, highly stylized ads in New York newspapers, 
Playbill and The New Yorker are credited with playing a major 
role in advance rentals in the three-building apartment house pro- | 


nto: Center: Through the Arch | 
| Block South of Washington Square Park 


reasens Tel, ORegon 7 5900 + Occupancy Fall 1958 


3 Rms trom $178 
33+5 Rms trom $268 


ject under construction in Greenwich Village by Washington Seuare| 


Village Corp. Monroe Greenthal Co. 


, New York, is the agency ad 


the $45,000,000 project. 


Adman Baxter 
Confesses Ad 
World's Imperfect 


Cuicaco, April 2—Members 
of the Chicago Federated Ad- 
vertising Club gathered last 
week to hear a trio of panel- 
ists light into advertising with 
a discussion of “My pets and 
peeves,” in which “peeves” got 
top billing. 

The panel consisted of two 
newspaper columnists—Janet 
Kern, of the Chicago American, 
and Jack Mabley, of the Chi- 
cago Daily News—plus adman 
Jack Baxter, creative vp of 
Earle Ludgin & Co. The moder- 
ator was S. R. Bernstein, edito- 
rial director of ADVERTISING AGE. 


e Broadest condemnation of 
advertising came from Mr. Ma- 
bley—following opening re- 
marks deploring the sensitivity 
of the ad business to criticism. 


Mr. Mabley doesn’t like radio} 


ads: 
been an abomination for years 
. ’'ve abandoned tv complete- 
ly ... I don’t like billboards 
—any kind.” He had no com- 
ment about newspaper adver- 
tising. 
e Miss Kern, former agency 
woman (Grant Advertising), 
mourned the passing of the 
“good old days” when “we 
bought shows for sales results 
rather than ratings .. . Ad cam- 
paigns had cohesion . . We had | 
no glamor, we were just plain 
salesmen.” 


e “Hurts” rather than “peeves 
bothered Jack Baxter, who (1) 
sorrowfully admitted that in| 
some cases “we have not yet 


learned how to communicate 
(2) asked, “Why 


with people”; 


“Singing commercials have | 


truth.” 

The meeting was the first of- 
ficial evening session in CFAC’s | 
new clubrooms which were ded- 
icated last month (AA, Feb. 10). # 


‘Parts Jobber’ Names Klusack 
A.M.; Gilbert Handles East 

William L. Klusack has joined 
Parks Publishing Co., Chicago, as 
advertising manager of Parts Job- 
| ber & Electronics Distribution. He 
previously was with Radio & Tele- 
vision News. 

Paul Gilbert has opened his own 
office at 101 W. 55th St., New York, 
and will handle eastern territory 
sales for Parts Jobber & Electron- 
ics Distribution. Mr. Gilbert for- 
merly was with Seymour A. Rob- 
bins & Associates, New York. 


McCattrey Retires as 

|Harvester Head; Jenks Named 
| John L. McCaffrey, chairman of 
the board and chief executive of- | 
ficer of International Harvester 
Co., Chicago, will retire in May 
jafter 49 years with the company. 


| Frank W. Jenks, president, will be | 
| chief executive officer in his capa- | 


city as president. The board chair- | 
manship will not be filled. 

Mr. McCaffrey, 65, will continue | 
as board member and a member of | 


the executive committee. 


John E. Hartlein, formerly new 
products manager of Helene Cur- 
\tis Industries, has been named 
manager of market development 
planning of Mead Johnson & Co., 
|\maker of pharmaceutical and nu- 


| 
Hartlein Joins Mead Johnson | 


‘a | tritional products. 


| 
Hussey Joins Whitney | 
William E. Hussey, meted 


with Oklahoma Tire & Supply Co. 
| and Cc. L. Miller Co., New York, | 


do admen have to be such copy- | | has been named art and production | 


cats?” . 


.and (3) owned that| director and account executive of 


admen “don’t always tell the | Whitney Advertising, Tulsa. 


Hospital 


keep sales up with 


The Modern 
Hospital 


keep sales up with 
The Nation’s 
Schools 


buying is going UP 


In the last decade hospital beds have increased from 
1.4 million to 1.6 million and occupancy has increased 
from 79.5% to 84.3% of capacity. Number of people 
served annually has grown from 15.6 million to 22 mil- 
lion. Hospital operating expenditures have increased in 
ten years from $1.9 billion to $6 billion. Since the war, 
nearly $8 billion has been spent for new hospital facili- 
ties, with nearly $870 million spent in 1957—and an in- 
crease forecast for 1958. Over 800,000 new beds are 
needed to meet today’s need for more and better hospi- 
tals...In this market THe Mopern Hosprtat has been 
the undisputed leader for forty-four years: the only 
inducement-free circulation, 80% inducement-free sub- 
scription renewals, 43% more advertising than the sec- 
ond magazine. About one-fourth of all hospital market 
advertisers use THe Mopern Hospitar exclusively. 


Ask for free fact book: “The Hospital Market’ 


» School buying is going UP 


School enrollment, now 33 million, will rise to 36 mil- 
lion pupils next year, to be educated at a cost of $400+ 
per pupil per year. Postwar construction expenditure 
for educational facilities of $22 billion still leaves seri- 
ous classroom shortage. 1958 construction of $3 billion 
will be exceeded in 1959. Classrooms now planned or 
under construction total 512,000 at a cost of $30- 
$35,000 per classroom....In the vast public school 
market, THe Nation’s ScHoots has been the leader in 
paid school administrator circulation for 22 years (now 
at all-time high of 9280), the leader in advertising vol- 
ume for 15 years with 1957 volume the highest ever 
attained by a comparable magazine and representing 
the largest margin over the second magazine. Here is 
the top coverage and the greatest impact on the top 
management group in the public school market. 


> College buying is going UP 


keep sales up with 


College and University 
Business 


College enrollment rose from a prewar total of 1.5 mil- 
lion to a 1957 record of 3.4 million and will reach 3.9 
million by 1960. To meet this need, colleges spent $1.8 
billion for new facilities from 1951-1955, plan to spend 
another $3.6 billion by 1960. A third 6f college popula- 
tion is now housed in college-owned facilities; half the 
students are fed in college dining halls and snack bars 
—at a raw food cost of $241 million annually. This fall 
3.6 million students will be admitted to colleges and 
universities. ... COLLEGE AND University Business is the 
only magazine serving the decision-making non-aca- 
demic administrators—business managers, purchasing 
agents, directors of food service, housing, student cen- 
ters. COLLEGE AND University Business serves this im- 
portant group thoroughly and exclusively—the direct 
channel of communication with the total buying influ- 
ence in the market of higher education. Ask for “The 
College Market” or “College Feeding?’ two new, fact 
packed booklets. 


The Modern Hospital Publishing Co., Inc. 


919 N. MICHIGAN AVENUE., CHICAGO 11 


, ILLINOIS 
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COMPARATIVE COST PER MENTION 


House Beautiful $1.41| 
Better Homes & Gardens 2.53] 
House & Garden 2.59] 
Living 3.96 § 


American Home 
Good Housekeeping 
Ladies Home Journal 


2,800 customers in 10 department 
and furniture stores 


across the country were asked: McCall's 
| Life 
“From what magazines do you — Saturday Evening Post 


get the most helpful ideas in 


ie of Most Economical 
general on home furnishings? 2 Here’s the payoff. It costs less to reach more customers in 


House Beautiful. As this survey shows, the cost-per-mention of 
magazines most helpful to customers is less in House Beautiful 
than in any other magazine. 


Business is good—where business is! Today perceptive advertisers are 
concentrating on proved, selective markets—on active-buying, heavy- 
buying customers —to get extra sell out of their advertising budgets. 


This survey proves that House Beautiful reaches these known 
customers in depth—and reaches them more effectively and more 
economically than any other magazine. Here is conclusive proof of 
House Beautiful’s power to generate immediate sales among its 
700,000 Pace Setter Families ...and beyond. With over 5 readers 
per copy —it’s an audience of more than 3’: million men and women 
— active customers of taste and means for your advertised products. 
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FOR IMMEDIATE SALES! 


more Home Furnishings customers 
per advertising dollar! 


MENTIONS PER 100,000 CIRCULATION 


House Beautiful 418 
House & Garden 243 
Living 
Better Homes & Gardens 141 . 
American Home 
Good Housekeeping 
Ladies Home Journal 39 4 
McCall's 32 
Life 4| 
Saturday Evening Post 2| 


Most Influential 


See how House Beautiful delivers customers to the point of sale. 
See how House Beautiful carries more sales influence copy-for- 
copy at store counters than any other magazine. 


The one magazine that sells both sides of the counter 


... with over 60,000 trade subscribers. 


House beauliful 


A HEARST KEY MAGAZINE 


Better Homes & Gardens 94] | 362] 92! 13/1,408 
House Beautiful 
Good Housekeeping 
American Home 
Ladies’ Home Journal 115} 182 }103| 22 
House & Garden 
McCall's 


Living 
Life 


| NotI TOTAL 


483| 274) 91)16| 864 
276} 194} 82/11 
231|222| 87|16 


183 | 158} 61) 11 
71 {119 |103 | 14 
126} 86) 60) 6 
14| 22) 2011 


Saturday Evening Post 2} 8| 8| 2] 20] 


Actual Customers 


572 Madison Avenue, New York 22, New York 


Customers were interviewed in department and furniture stores 
in 10 different areas throughout the U. S. Customers were 
approached as they were leaving a specific department or 
after they had made a purchase. 


Write to House Beautiful for a copy of this study. 


A COMPARATIVE RANKING OF NATIONAL MAGAZINES 


s 
Thee survey was giaoned conducted and reported by FACT FINDERS ASSOCIATES INC without direction @ instrecton 
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The Editorial Viewpoini . . ; 


Who Owns Those Airways, Anyhow? 


You can put it down to biliousness or just plain orneriness, if you 
like. But the fact is we are getting tired of all the people who think 
that advertisers and advertising agencies make the best possible whip- 
ping boys for all the world’s ills. 

In particular at this moment, we are sick up to here with that vast 
horde of writers, producers and actors who can’t stand the restraints 
placed on them by the horrible commercial necessities of making tel- 
evision pay off for the sponsors who pay for it. 

If it is pertinent (and oh, so popular) to insist endlessly that tele- 
vision is not the private preserve of sellers of toothpaste and waving 
lotion, is it not equally pertinent to insist that television is not the 
private preserve of writers, actors or directors, either? 

Most advertisers we know are at least willing to admit that they 
use the airwaves by sufferance, so to speak; but the constant wails of 
anguish from frustrated writers, producers, directors and actors in- 
clude no such concession. Their theme is, or seems to be, that tele- 
vision exists for them—that if they want to write and produce noth- 
ing but problem plays, or to ring in pictures of the Chrysler building 
in programs sponsored by General Motors, or tell the kind of jokes 
that get embarrassed snickers in night clubs, these things are their 
business. Anyone who interferes with them in any way is not only a 
dastardly soanso for circumscribing the compass of their art, but he is 
imposing a horrible restriction on the right of the American people 
and their right to the enjoyment of Art. 

It’s silly, of course, to get worked up over this, and probably our 
annoyance will subside as the gentle air of spring warms our creaky 
bones. The questions of What is Art? and Who’s to Judge? are as old 
as yonder hills, and they are in no danger of being answered defin- 
itively within any foreseeable span of years. 

Artists in all fields have always been an irascible lot, unwilling to 
concede that the patron or the sponsor who pays their frequently out- 
landish bills has any right to judge their work. And it will probably 
always be that way. 

We are not sure we would have it otherwise—if only the poor 
downtrodden souls would stop exposing their gaping wounds to pub- 
lic sympathy with such monotonous regularity. 


Slump Remedy Is in the Mind 


Mr. Truman thinks a few grass roots practical politicians with savvy 
are to be preferred to a whole bevy of Madison Ave. denisons when 
there is a political fight to be won. In somewhat similar fashion, it is 
our strong belief that an economic recession or slump is remedied by 
what ultimately takes place inside the minds of millions of people, 
rather than by Dandy Little Remedies cooked up in legislative or ex- 
ecutive halls. 

The Dandy Little Remedies may help—by starting the wheels go- 
ing in the right direction (or stopping them from continuing in the 
wrong direction) within those millions of minds, but it is the mental 
outlook, and not the substance of the action, that really counts. 

With public confidence, we can have high level business activity 
even though all the economic soothsayers are uncovering symptoms of 
grave concern (to them); without it, the patient can be in the best of 
potential health and still be dying from malnutrition. And all this is 


—John K. Mortland, Olmsted & Foley Inc., Minneapolis. 


“Ill trade you two tranquilizers for a Benzedrine today.” 


particularly true in a high level society like ours, where people can 
simply go out of the marketplace for many items when the psycholog- 
ical climate is bad. 

As Charles H. Brower, president of BBDO, said the other day: “It 
looks to me as if the consumer ... has merely decided to sit out a cou- 
ple of dances. He has plenty of tickets, but his feet are tired; he wants 
a little rest ...The danger, of course, is that he will dream too long.” 

So we say, with complete confidence: Change the general psychol- 
ogy and you have whipped the depression! The only problem remain- 
ing is that no one seems to know precisely how to accomplish this 
desirable result easily and quickly...and when it is accomplished 
there will be the usual endless debates about which remedy, if any, 
deserves most of the credit. 


What They're Saying... 


Fierce Pride, Broad Vision 


. P “oa 
who has achieved success in his 
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Rough Proofs 


“Knowledgeable people buy Im- 
perial,” the ad says, “because they 
have an educated taste.” 

What are they supposed to drink 
while they’re getting educated? 


The NIAA may be leading with 
its chin in suggesting a new name 
like “International Society for In- 
dustrial Marketing,” whose initials 
add up to “isim.” 


Someone should ask E. B. Weiss, 
that skilful monkey-wrench throw- 
er, if the storm of brickbats at- 
tracted by his article on research 
was anticipated by his disciplined 
intuition. 

. 


The New York Yankees haven't 
been doing too well in the Grape- 
fruit League, but American League 
rivals know only too well that 
those games don’t count in the of- 
ficial standings. 


Gordon Best says you can’t in- 
crease beer consumption by talk- 
ing about calories. 

Maybe it’s the calories in the 
snacks the customer eats while im- 
bibing his favorite brew that make 
him a stout fellow. 


Radio is coming back, all right, 
as the record-breaking audience for 
the Basilio-Robinson fight demon- 
strated. Of course the blackout of 
tv, piped into theaters only, may 
have helped just a little. 


Mae West made such a hit in her 


times immediate economic pres-|act with Rock Hudson on the Acad- 

A leader of a business must be sure, we remain silent. We say to|emy Awards show that movie and 
more than a creative craftsman | ourselves, “What difference does it|tv producers may already be think- 
make to me”; “Why should I take|ing about coming up to see her 
business. Every type of business|on some antagonists, because it will|some time. 
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has its fair quota of such persons. 
They are not necessarily its lead- 


means they must look up, over and 
beyond the confines of their par- 
ticular enterprise. The leaders of a 
business must be citizens of that 
business. This means they must be 
concerned with the affairs, prob- 
lems and opportunities in their 
chosen field. Concern alone, how- 
ever, is not enough; they must de- 
velop specific suggestions for 
meeting problems and exploiting 
opportunities, and finally, and 
more important, they must have 
the courage to present these sug- 
gestions, the energy and convic- 
tion to work for their adoption, and 
the mature capacity to revise or 
indeed reverse their position in the 
face of better argument and fact. 
There is no business in America 
without weakness, complacency 
and compromise in it. These quali- 
ties are found in an individual en- 
terprise. There we generally have 
the energy and ability to combat 
them. In the broader area of our 
chosen field, however, many of us 
do not even recognize the existence 
of weakness, complacency and 
compromise because we are not 
concerned with what goes on out- 
side our own enterprise. More of- 
ten, where we do recognize evi- 
dence of these natural enemies, we 
may feel slightly uncomfortable 
about their presence, but fearing 


social pressure and indeed some- 


ers, for leaders must lead and this} 


not necessarily raise the total bill- . 
ings in my office?” A man must ; : 
have a fierce pride in and broad| Susie the sociable secretary onys 
vision of his business to dare to there are now so many satellites 
criticize its weaknesses ... | whirling around our planet that 

—Charles Wellman, exec vp, Glen-|Perhaps the next one sent up 


dale Federal Savings & Loan Assn.,|should be manned by a traffic cop. 
in introducing Henry Mayers at West- 


ern States Advertising Agencies Assn. 


award presentation. e 


Definitions “The leading air conditioning 
: : manufacturer” ran an ad saying he 
Madison Ave., #., 8 sinister cor~|,, looking for a copywriter “with 
porate conspiracy against state and erentive flere.” 
public (cf. archaic “Wall Street”); ’ . 
a defenseless abstraction that can Pages ese me combina- 
be safely blamed for whatever you _— 
think is wrong with modern life, e 
overnment, philosophy, the mis- 
te program, aa ae ong oy An industrial publisher wants a 
An important announcement salesman “who can handle one of 
(advertising phrase), euphemism | the most competitive situations 
for a sales talk read inte 40,000,000 | ™4ginable. 
deserted living rooms while folks Right now it’s hard to find one 
out in Televisionland put fresh |*hat isn’t. 
heads on beer. ° 


“Lexicon of Gobbledygook- 
ese,” by Russell Baker, New York 
Times Magazine, Jan. 26, 1958. 

paign. 


“Welcome Relief’ The best way to do it is to refuse 
Martin Mayer’s “Madison Ave-/to use in the copy any word that 

nue, U.S.A.” (Harper, $4.95) is a|sounds like “recession.” 

survey of major advertising agen- 

cies and the very real, often highly ad 

talented, people who inhabit) «4 whole new city of 194,700 

them. It is a welcome relief from| population gained since 1950,” re- 

the irresponsible fiction that S0| ports the Milwaukee Journal. 

often portrays the adman as mad-| No wender the Braves continue 


man. to break attendance records. 
—Van Allen Bradley, amy A raanen 
March 1 Copy Cus. 


The Advertising Council is go- 
ing to back an anti-recession cam- 


Chicago Daily News, 
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philco popular with chicago american families hit parade cigarettes sell the american way 


Philco’s new Slender Seventeener portable television set, as well 

as many other fine Philco products, rates high with Chicago American 
families. Helping to create sales for these modern-styled, That’s one reason why The American Tobacco Co., maker of 
quality-made appliances is Philco’s consistent advertising in Hit Parade cigarettes, advertises consistently in The American 
The American thru B. B. D. & O. With better-than-average incomes, through B. B. D. & O. They tell half-a-million Chicago American 


Chicago American families can live better—by buying what they families that Hit Parades have the tobacco, tip and taste they want 
see advertised in their American. .. and sales keep climbing! 


Cigarettes are a high-volume, daily-purchased item, and it takes ; 
continuous advertising to keep and strengthen share of market. ; , 


iS 
ae 


ten high rates high with chicago american readers santa fe speeds american readers westward 


Hiram Walker knows full well the value of consistent advertising in 
building brand recognition and acceptance. And their regular advertising of the passengers who use our popular El Capitan coach service,” ‘ 
of Ten High bourbon in The American, thru Maxon Agency, is says A. A. Dailey, General Adv. Mgr. of the Santa Fe Railway. ; 
creating consumer demand among the 500,000 families who read The To be sure of their share of this ‘‘on the move’’ market, Santa Fe 

American daily. Remember, too, that nearly half of The American’s advertises in The American thru Leo Burnett Co. Reaching over ' 
Chicago and suburban circulation is carrier-delivered to the door. half-a-million families a day, The Chicago American carries 

their story to a travel-minded audience. 


“Chicago is an important travel market from which we draw many ; 


advertisers on the go— 


quaresee ms Oream | SES THE CHICAGO AMERICAN fimat 


in the chicago american ae: =i ==s=5 is eet inte 
As competition for sales becomes stiffer, STRITCH T0 ROME POST . 
advertising must work harder. It’s not ‘ 
enough to produce a good ad—it must be _ Diver Hunts Lewmeter. 7° he fully §=s st American 
placed in hard-selling media. Today a School Bas vey MOOR, Appointed to 
wide variety of advertisers are finding in Tragedy Doctors Find High 
The Chicago American an effective and eT SS ee 


economical medium for selling the mass TS 
middle market in Chicago. Over 
half-a-million families read The 
American every day. Are they getting 
your sales message? 


the chicago american has, by far, the largest evening 
home-delivered circulation in chicago and suburbs 


THE CHICAGO AMERICAN 


represented nationally by 
hearst advertising service inc. 
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VARIETY: “... One of the zaniest and 
funniest radio shows heard in a long 
time.” LOS ANGELES TIMES: “,,, One 
of the brightest half-hours in Sunday 
listening.” N. ¥. MIRROR: “There’s a 
brand new smash hit in radio... The 
name of the show is ‘Sez Who!’ and 
the gimmick is the resurrection. of 
famous voices and sounds from the 
past for the purpose of befuddling a 
panel of wits... judged by the critics 
as the best radio quiz show of 1957.” 
PITTSBURGH POST-GAZETTE: “Some- 
how or other the panel managed to 
get more than they missed. Consider- 
ing all the banter... this wasn’t bad. 
It was, in fact, quite remarkable. So 
was the entertainment level achieved.” 


The attraction of opposites... 
PRL LIT IT TON PL a ETE 


Here are two programs at opposite poles. A weekly 
comedy quiz. A headline-making special broadcast on 
international affairs. Yet they have a vital ingredient 
in common. / Both require attention. They are meant 
to! The entire CBS Radio Network program schedule 
is designed that way — drama, comedy, personality 
shows, news in depth. You listen to these programs, 
or you don’t tune in. / And, as reviews attest, there’s 
an excitement about them, an unmistakable sense 
of things happening. It occurs, uniquely, in one place 
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in all radio today: CBS Radio. / This excitement and 
importance—this requiring of attention—has a real 
value for advertisers. It spells the difference between 
just “being in radio” and selling. And today, when 
your advertising dollar must work harder to make 
sales, that’s a most meaningful value. / So it’s not 
surprising that in 1957, of the 50 advertisers who use 
national advertising most, and know it best, more 
bought the CBS Radio Network and more bought 
CBS Radio exclusively than any other radio network. 


The CBS Radio Network 


Where you reach 50 per cent more listeners 
in the average commercial minute 


“RADIO BEAT” 


N.Y. TIMES (JACK GOULD): “Radio was 
the platform last night for an im- 
mensely civilized and fruitful discus- 
sion of international affairs, a trans- 
Atlantic conversation among the 
leaders of the loyal opposition in the 
United States, Great Britain and 
France ... Adlai Stevenson... Hugh 
Gaitskell...and Pierre Mendes-France 
. . on the Columbia Broadcasting 
System’s program called ‘Radio Beat’ 
.. + In all respects the program was 
most remarkable and heartening .. . 
It was as if an international confer- 
ence were humanized and brought to 
the perspective necessary for easy and 
relaxed comprehension in the living 
room ... CBS News once again has 
acquitted itself most handsomely.” 
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Anderson & Cairns Adds Tape) them. Eureka-Williams Corp., Blooming- 
Recorder: Names Robertson M. James Robertson, advertising| ton, Ill., which sold it in January. 

Anderson & Cairns, New York,|™#"28er of the retail division of|The account has been inactive for 
has been named to handle advertis- | F'@mk H. Lee Co. for the past six|some time and new advertising 
ing for the Italian Geloso tape Ye"; has joined Anderson &| plans have not yet been set. 


recorder, accessories and other! Cairns as assistant account execu- 
electronic produets now being in-| tive on the Lee account. He also Williams Joins Wesley Aves 


troduced in the U. S. by American | Will work on the C. H. Masland &| P- G. Williams Jr. has resigned 


Geloso Electronics Inc., North) 50S account. as an account supervisor at N. W. 
American sales division of Society | age “" ona a h = 
a Per Azioni Geloso, Milan, elec- Mumm, Mullay Adds One ee oo ow 


Aves & Associates as marketing 


tronics manufacturer. Anderson &| Mumm, Mullay & Nichols, Co- manager. 


Cairns also has been named volun-|jumbus, has been appointed to 
teer public relations counsel for handle advertising for Williams| KWWL-TV Names Esau 
New Eyes for the Needy Inc., Short Oj]-O-Matic Heating Co., Colum-| John Esau has been named gen- 
His, N. J., non-profit service) bus, a division of National Union eral manager of KWWL-TV, Wa- 
organization which provides eye-| Electric Corp. The heating com- terloo, la. He formerly was general 
glasses for those who cannot afford| pany was formerly a division of, manager of KTUL, Tulsa. 


You reach radio-electronics engineers here—all year! 
IRE DIRECTORY 


Read and referred to all year long because this DIREC- 
TORY gives the only complete picture of the radio-elec- 
“UN eMaeNe com : tronics industry. Its contents make it a must reference 
; 17; work on the desk of your best prospects—gives a long 

: : life to your sales message. 


PROCEEDINGS OF THE IRE 


This month-by-month record of progress towards the 
world of tomorrow via radio-electronics gets thoughtful 
readership from men who are dependent upon product 
and service information. If you want to sell the radio 
industry you've got to tell the radio engineer! 


bo | 54,257 CIRCULATION ABC) 


THE INSTITUTE OF RADIO ENGINEERS 
R E Adv. Dept. 72 West 45th St., New York 36, N.Y. + MU 2-6606 


® Chicago + Cleveland + tLosAngeles + San Francisco 


YOU'RE ONLY 


HALF-COVERED 


IN NEBRASKA 


IF YOU DON’T USE KOLN-TV! 


Have you noticed how much 
the Nielsen NCS No. 2 has 
expanded Lincoln-Land? 


ARB SURVEY — METROPOLITAN LINCOLN Nebraska has only two big television markets — and 
Jan. 12-18, 1958 it takes TWO stati h bo 
KOLN.TV is TOPS on the 10 P.M. NEWS. Sunday through » ““*®* Gatiene Sp-qurey theme Seth 
Saturday, the picture is as follows: 


KOLN-TV is your only satisfactory outlet for Lincoln- 
Sun. | Mon. | Tues. | Wed. |Thurs.| Fri. | Sat. 


Land — 232,397 sets in 69 counties. All surveys prove 


KOLN-TV 

10:00 News) | 44.1 | 46.4 | 47.6 | 42.4 | 43.8 | 45.8 | 39.5 that KOLN.-TV is essential in this area, 

i000 Bowe) se| 37] s2l o3) sel 23!) 43 Ask Avery-Knodel for complete market and coverage 
Omaha Sta. ¢ data on KOLN.TV, the Official Basic CBS Outlet for 


10:00 News) 6.1 46 40} 46] 49) 61 8.6 


Omohe Ste. D 
Movie) 6.6 5.51 4.0 091 401 43 6.3 


She Selyer Salions CHANNEL 10 * 316,000 WATTS * 1000-FT. TOWER 


WKZO-TV — GRAND RAPIDS KALAMAZOO 

WKZO RADIO — KALAMAZOO BATTLE CREEK 

'WIJEF RADIO — GRAND RAPIDS 

'WJEF-FM — GRAND RAPIDS KALAMAZOO 

KOLN.TV — LINCOLN, NEBRASKA bond 
Associated with 

WMBD RADIO — PEORIA, ILLINOIS 

WMBO-TV — PEORIA, ILLINOIS 


Avery-Knodel, Inc. , 
Exclusive National Representatives COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 


South Central Nebraska and Northern Kansas. 


0" ty 


Advertising Age, April 7, 1958 


Getting Personal 


Sydney G. Walton, vp of Kenyon & Eckhardt, San Francisco, has 
been elected president of that city’s Light Opera Assn., which will 
begin its 1958 season April 21 with a production of the Broadway 
musical, “Most Happy Fella,” with the same cast that appeared in 
New York... 

Robert E. Mangan, San Francisco vp with Batten, Barton, Dur- 
stine & Osborn Inc., has been named 1958 chairman of the United 
Crusade volunteer p.r. committee for the San Francisco Bay Area... 

William S. Honneus, advertising director of the international edi- 
tions of Time, has left for Japan, where he will be a member of the 
U. S. Trade Mission at the Osaka International Trade Fair, which 
runs to May 4... 

Homer J. Buckley, board chairman of Robertson, Buckley & 
Gotsch, was awarded the first Tuberculosis Institute Medal for his 
outstanding work in the field of tuberculosis control in Chicago and 
Cook County. The award was made at a luncheon of the 9th annual 
Conference on Tuberculosis on March 20. “Mr. Direct Mail,” as he’s 
known, directed the institute’s Christmas Seal campaign during the 
depression years, and it was under his leadership that the program 
of mass chest X-rays in Chicago, with the Municipal Tuberculosis 
Sanitarium, was organized... 


REUNION IN FLORIDA—The first advertising class to be graduated from 

the University of Wisconsin and the instructor, Prof. Ned Gardner 

(right), of Gaylordsville, Conn., got together for some fishing in 

Bonita Beach, Fla., early last month. Left to right are Bill Comstock, 

publisher of the Register, Portage, Wis.; Walter O’Meara, author and 

consultant to Sullivan, Stauffer, Colwell & Bayles; Bob Herz, edi- 
tor of Sales Power, Dallas; and Mr. Gardner. 


John Schambow, promotion director of KVTV, Channel 9, Sioux 
City, Ia., says his wife is promotion-minded, too. She presented him a 
son on March 9, weighing almost 9 lbs. The baby has been named 
James Lee... 

R. J. Scott, president of R. J. Scott Inc., and his staff celebrated the 
25th anniversary of the Chicago agency with a banquet March 4. It’s 
the former Schwimmer & Scott—the name having been changed 
when Walter Schwimmer withdrew from the agency in 1951 to start 
his own radio and tv package organization... 

Robert DiToro, of the production department at Arndt, Preston, 
Chapin, Lamb & Keen, Philadelphia, received a surprise on a recent 
evening. First, he was visited by “Roland” (real name, John Zach- 
erle), host on WCAU-TV’s popular “Shock Theater.” Second, Roland 
presented Mr. DiToro with a $75 check, courtesy of Cameo Record 
Co., for a morbid little jingle about having dinner with Dracula, 
which has been made into a smash-hit novelty record, “Dinner with 
Drac.”.. 

Burt Richards, enterprising young sales representative of Station 
WIP, Philadelphia, believes in service to advertisers. When the 
Matarese Shooting Preserve, Burlington, N. J., wanted a duck call to 
lead off their commercial spots, WIP found it had no stock duck calls 
in its library. So Burt bought a duck call instrument, and after some 
coaching from sports announcer Gene Kelly, was able to come up 
with a few the client accepted... 

Maurice E. Cox, editor and publisher of Chilton Co.’s Optical Jour- 
nal and Review of Optometry, has been granted full membership in 
the American Academy of Optometry, under a special membership 
provision used occasionally for outstanding service to the profes- 
sion... 

Donald Smith, an account exec at Leo Burnett Co., Chicago, and 
Mrs. Smith are on a holiday cruise to Bermuda. . . J. M. Blalock, 
president and general manager of the Record and State, Columbia, 
S.C., is general chairman of a campaign to raise $1,250,000 for an 
addition to Providence Hospital in Columbia. . . 

The Women’s Advertising Club of Detroit, headed by Mary Georg- 
alis Ball, recently celebrated its 35th anniversary with a champagne 
dinner at the Sheraton-Cadillac. One of the guests was Detroit’s 
Mayor Miriani, and speaker of the evening was George Romney, 
president of American Motors. The door prize was a Rambler Amer- 
ican car... 

Willard S. Burt, on the advertising staff, and Edith Macrun, sales 
research, at Phoenix Mutual Life Insurance Co., Hartford, played 
leading roles in the company’s dramatic group presentation of “Sa- 
brina Fair” at the Avery Memorial Auditorium, March 27-29... 

Julian Portman, co-director of Portman-Killen & Associates, Chi- 
cago pr organization, has been named a vp of District 3, Illinois Jun- 
ior Chamber of Commerce. He now serves on the pr committee, and 
will be in charge of promoting the “Miss Illinois” pageant .. . 

Jim Schwenck, president of Grant, Schwenck & Baker, Chicago, 
and Mrs. Schwenck spent a few days at Vero Beach, Fla., visiting 
former Chicagoans Frank Chaffee and his wife. Before retiring to 
the southern scene, Mr. Chaffee was Chicago manager of Good 

Housekeeping . .. 
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Experience Speaks...a noport by Chilton 


“We are certain that it would be impossible for anyone 


to establish and maintain a position of leadership : 
in today’s market without the help of trade advertising” 


HERMAN C TEETOR V P A native of Hagerstown, Ind., Herman C. Teetor started his business career with Perfect Circle 
. y Wels , oa haat, ee 

Corporation, a home-town concern, even before graduating from college (University of Illinois) . 

Director of Advertising Each summer vacation found him working as an inspector on one of the plant production lines. 


Then, in 1927, he joined the Sales Department on a full-time basis. Special assignments followed, 
PERFECT CIRCLE CORPORATION including membership on the Advertising Committee. Following a 3-year wartime leave of 

HAGERSTOWN, IND. absence, during which he saw service with the Civil Air Patrol and later as a lieutenant commander 
in the Navy, Mr. Teetor became Advertising Manager of Perfect Circle. Today, as Director of 
Advertising, he has full responsibility for all of the corporation’s advertising, publicity and public 
relations activities. Mr. Teetor has long been an active member of the Automotive Advertisers 
Council and a member of its Board. Also, for many years, he has served on the Marketing Re- 
search Committee of National Standard Parts Association. 


aE To explore the experience with trade and industrial publications of Perfect Circle, one of the 
world’s largest manufacturers of piston rings, we recently spent a very pleasant and worth-while 
morning discussing these subjects with Mr. Teetor. We believe his views will be of interest to you. 


Please turn the page for highlights ... 
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Q Just how would you describe Perfect 
Circle Corporation? 


A Perfect Circle’s main product is piston rings, 
sold to the engine manufacturers and to the re- 
placement trade. Sealing rings are another PC 
product. They are used in jet aircraft engines, 
automatic transmissions, and in power steering 
and power brake units. We also produce centrif- 
ugal cast cylinder sleeves and other products 
allied to the proper installation and functioning 
of piston rings. 


Q How long has your organization been in 
existence? 


A it was organized right here in Hagerstown, in 
February 1895, as the Railway Cycle Manufac- 
turing Company. The firm manufactured an 
original and unique product—a lightweight rail- 
way pedal car for use by track inspectors, linemen 
and lamp tenders. Shortly thereafter, experi- 
mental work was started on gasoline engines, and 
by 1902 a model was perfected to propel railway 
inspection cars. Then, still later, under the name 
Teetor Engines, multicylinder power plants were 
perfected and used extensively in such early 
motor cars as Auburn, American Underslung, 
McFarlan and Wescott. It was common practice in 
those days for engine manufacturers to purchase 
parts from outside sources and merely assemble 
them. But almost every part that went into a 
Teetor engine was made right in our own plant. 


Q Was it this policy of "don’t buy it—make 
it’’ that led you into the piston ring business? 


A Yes, you might say that it was. From the very 
beginning, piston rings received special attention, 
because so many recognized their importance to 
over-all engine performance. Research in ring 
design and production methods was started and 
has never ended—the reason why Perfect Circle 
is responsible for many of the major advances in 
piston ring design and performance. 


Q At what point did the company discon- 
tinue the production of gasoline engines? 


A In 1918 the engine division was sold outright. 
The piston ring department, however, was kept 
and operated by the original founders under the 
name of the Indiana Piston Ring Company. 


Q When was the name “Perfect Circle” 
adopted? 


A it became our corporate name in 1926, but it 
was adopted as our product name in 1921. You 
see, in the years following the formation of the 
Indiana Piston Ring Company, we built up a very 
considerable business among engine manufactur- 
ing concerns all over the country. However, they 
represented only a part of the piston ring market. 
Garages throughout the country were using thou- 
sands for replacement purposes each day. To 
reach this vast market, we needed not only an ag- 
gressive sales force and nation-wide distribution, 


but also a well-known and respected brand name. 


what it is were it not for the 


The name selected, ‘Perfect Circle,” first ap- 
peared in advertising on October 3, 1921. At the 
time, it was generally believed that the more nearly 
round you could make a piston ring, the better it 
would work, and we had a process whereby we 
could make it more round than anyone else. Then, 
by 1926, Perfect Circle piston rings had become so 
well known and so favorably accepted that the 
company was renamed after the trademarked name 
of its product. 


Q Are we right in assuming that trade ad- 
vertising contributed substantially to the 
favorable acceptance of the trademarked 
name during this period? 


A Yes indeed. Once the decision was made to 
break into the replacement field, we started to ad- 
vertise regularly in the trade press, and we have 
done so ever since. We are certain that it would be 
impossible for anyone to establish and maintain a 
position of leadership in today’s market without 
the help of trade advertising. It’s simply impos- 


sible to call on and sell so many people in person. 


Q Would you say that you have had a co- 
ordinated advertising program in trade pub- 
lications from 1921 on? 


A Yes, we have. 


Q How many trade and industrial publica- 
tions do you now use? 


A Close to 30—and we use them on a regular 
and frequent basis. 


Q In general terms, what is your advertising 
philosophy? 


A We believe advertising to be a basic sales tool 
—an indispensable part of any coordinated sales 
effort. Further, we believe that advertising, to be 
effective, must be attractive and persuasive; that 
ours must tell the Perfect Circie story clearly and 
convincingly and create acceptance greater than 
our competition, 


Q Just why are trade publications so im- 
portant to your sales effort? 


A We know that the acceptance by the private 
car or fleet owner, great as it may be, is not 
enough. We must also create a preference for 
Perfect Circle on the part of the men who install 
the rings—otherwise we just won’t get the busi- 
ness. There is just one way for us to reach them, 
and that’s through the trade press. They are far 
too numerous to contact in any other way. 
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“We believe advertising to be a basic sales tool—an indispensable 
part of any coordinated sales effort.”’ 


Q Do you feel that today’s responsible 
trade and industrial publications are increas- 
ing in their importance to both the reader and 
the advertiser? 


A There is no doubt about it. From our views 
point, we look upon the trade press more or Jess 
as today’s market place. Only through the trade 
press can we display our products—can anyone in 
the industry see all allied products on display. I 
can go even further than that—only through 
trade papers can we in the industry exchange 
news and views. It is only in this way that we get 
indications of the over-all industry conditions and 
developments which affect us all. And this infor- 
mation comes from both the editorial and adver- 
tising pages. 


Q What is the attitude of your salesmen to- 
ward trade paper advertising? 


A Every once in a while at a sales meeting the 
question is raised, as it is in everybody’s sales 
meetings, whether if we didn’t spend so much 
money on advertising, we couldn’t put on more 
salesmen to actually write orders. But some one of 
our older salesmen always nails this one in a 
hurry. He says, “I remember the time when I 
used to call on the trade and hand in my card, and 
they wouldn’t know me. Today, your customers 
and prospects know you—maybe not personally, 


but as a Perfect Circle salesman. So they see you. 


“Only through the trade press can we display our products—can 
anyone in the industry see all allied products on display.’ 


Now, why do they know you—and see you? It’s 
because the company has invested millions of 
dollars in advertising over the years. It’s this ad- 
vertising that makes it possible for you to get that 


first receptive, favorable audience.” 


Q How do you determine the size of your 
various advertising budgets? 


A i is strictly a case of determining how much 
we must invest to accomplish our objectives. We 
do not base our appropriations on a percentage of 
expected sales, nor do we go on what we have 
spent in years past. For example, if we were to 
introduce a new product, we would allocate 
enough money to make certain that every worth- 
while prospect would know about it. 


Q Is there anything concerning the value of 
the trade and industrial press you would like 
to say in conclusion? 


A Just this. Without trade publications I don’t 
think we would have the market, the mass market. 
We wouldn’t have product intelligence in our in- 
dustry at local levels. Certainly we wouldn't have 
the widespread acceptance for leading products. 
In short, our industry wouldn’t be what it is 
were it not for the mass communications made 


possible through trade papers. 


Trade and industrial magazines are the all-important link between you and the buying influences you want to reach. They provide the 


means for reaching your customers and prospects on common ground—at a time when they are most receptive to your sales messages. 
In this respect, they fill a role unduplicated by any other known selling force. 


Chilton, one of the most diversified publishers of trade and industrial publications in the country, has the resources and experience 


needed to make each of 16 magazines outstanding in its field. Each covers its particular field with an editorial excellence and strict control 


of circulation that assure confidence on the part of both readers and advertisers. With such acceptance goes proportionate selling power. 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


hilton 


Publisher of: Department Store Economist « The Iron Age +» Hardware Age « The Spectator « Automotive Industries « Boot and Shoe Recorder 
Commercial Car Journal - Butane-Propane News + Electronic Industries « Jewelers’ Circular—Keystone « Motor Age « Gas + Hardware World 


Optical Journal & Review of Optometry + Distribution Age + Aircraft and Missiles Manufacturing « Business, Technical and Educational Books 


re ee Oe ee ee Bae es oe ame So aay te eee ees ey gage Ee ce ae ga ee gM ae geal gone gem en) gms 
je ae Ta a ie ea mena ees sales oh A a ei ole ce ee, ong 3 er es : , oes < , : ae ere, ; SA s( ger te 2 nahi 
es OPiS babes ; - ri s ee eaten jee Ti Woe epee Abeer fv gar. a : : f Sue ai, ta! a i sil 
Le : te, ae cape , . ar i iets, Se ie a oo erent el bie a is. a i Lape ‘ “ pec Ieee 
aie Nie oe eo Oe gait gos eile : ae See oe re ee Ba ea 8 Se : BEC ae Hye + ae oe pan ey a 
2. ame els ; FS ee nae ee es ie ees ee es j Fok abe Sab : cs eae reer om artis is ag een ae Fs a . BeeF EGO, So Bh eee. " 7 ¥ 
rae a Se A Ieee gy SOLER Tiel I ee Ss: i ioe immer Mo Sue 42 Ps : 5 ‘is Ete re me eee ay 0 EA Seo ee Ate Coe ee Se eae Re ee 
Pe fers i ee ie rR An NE ah ec Teach re eto, Sara ‘3 ' oe : =e Oa ee eatin la: x aio i eae a oleae De. i Mi a Semen aS TR 
t+ se Stn a on a a ee a ee ee ae i 
7 > — — ee , * * ee 
Fs 
ot 
a 
ahi’ 
a 
° aes 
. oe 7 
sammie! ay = 5 , : 
. ; ot % Be Sette ' : 
Baits ‘4 “a a: a ce 
,° ~ se : eee ; e a 
s 7 -. ‘ een p 
s a " “ renee 2 < ( 
p a ~ Sr 4 ig 
| > ae ‘ Be a % ay 
a t } a ple 
oe ae ee " : Ne ae : sr 
~ ee 5 : woo ae ei | ; i 
os a —. ia eae es is a 
. 4 2 cea ay ce —— tom! 
ae rx eee ¥ Ee is rand ae 
9 <. mi ah on att iin oy 
$m - pas 4 Pate 
3 joiners aul - te = re ae 
se Sido Ses j poe 4 re : 
RR Rik nal Jia =. ‘eit ee oy 2 a 
a en ae oo caer oar = Fama A si 
q ™ nd om , " ih Kei ea 
= an 
4 
Bd sit 
es 
‘age 
Re 
4 ee ee Be a SS Sg, wat 
oy a fe . Sh ee eee wi, ee pee oe By Brey 
i ee ad oe 1 | ae end 
: ae te A ae a 
ad ae” 4 . Ans Pe 
: .. = a = its 
‘a ee PR vie 
Ay ae 2 ie eke 
: Pies ; . 2 eae eae 
% eae i) : a pee oot : 
: eae ~, = é Re re eta hes i 
i) {— a ee ee = 
~~ oe we = gt Ws “ LF q + = cia he was % we Bic 
eer “ oe g = eee Oa on a a thee 
ne i aa 2 aes uae as 
- ee i “in : 
2 Bphar’ =H i ts oe ; i oi 3 iy et 
“ 35 ip: oe Oe a 
7 3 4 » : s 
: c:_ J . ,Y 
* ae ee “Ta — > 2» 
§ Pr 2 ae a i re sae 7 
re : _ Rares x 
. sin aemn ® Sei ae . 
ins is ee "lek on fei = “ 
Ryans ae ee im 
ae a ' ee ere os 
: foe a as Es 2 — 
: ae mee > 4 ap £, oa ie piste - a 
' Pee es geet aa ‘ : Re Ei, cae ~ a vs 
ae ot os oe : i 
‘a 
aes: 
oa: 
ake 
a 
ar 
ee 
ee iN | 
hs is 
selerk 
nr j 
rrr ~ 
ee - 
& 
P 
| 
| 
3S Sas > 
H it Es 
§ aa.) j =. 
= | 3 
; AT} ——— t 
o|_| ae 
a | 
a pi === 
es ry S a == : 
= . == ts 
See, ‘ 
| Po 
i 
' 
- 
: 4 : ae Z 2 : = ie , pa ry ae eatin ta acs cs ion + ‘ ». ieteae 
ed ‘ ae pes - A bee acc sa ‘ i Pe rae ies eed be ; ay 7 
: i *, ‘ : . : ini * r Ae es in ie a i ig As Ry 2s ed ot CEG age Coe Pe %5 tte Pa : 


= 


NOW 100 GRAND 
over 100,000 circulation 
reaching 400,000 readers. 
A new All-Time High for the 
SAME OLD RATE 
33c line buys BOTH. 


The €1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El] Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


TWO Separate Newspapers ...33c Line BUYS BOTH! 


Frito Co., Dallas, manufacturer 
of nationally distributed corn chips, 
is acquiring Nicolay-Dancey Inc., 
Detroit, maker of New Era potato 
ichips, in a $4,000,000 stock ex- 
change deal. E. L. Nicolay and 
R. V. Dancey, majority owners of 
Nicolay-Dancey, are expected to 
|become directors and officers of 
|Frito. Nicolay-Dancey will operate 
under its present management as a 
separate wholly owned subsidiary. 
Frito’s agencies are Tracy-Locke 
|Co., Dallas, and Erwin Wasey, 
|Ruthrauff & Ryan, Los Angeles. 
| Otto & Abbs Advertising, Detroit, 
handles Nicolay-Dancey. 


‘| Bank Opens Drive 
Franklin National Bank of Long 


Frito Acquires Nicolay-Dancey | Island began a six-week campaign | 


March 24 to attract new deposi- 
tors. Daily and weekly newspapers 
on Long Island, the New York 
Times, direct mail and point of 
sale are being used. A gold-fin- 
ished pen is offered as a premium. 
Dean Wolf Inc., New York, is the 
agency. 


Fontaine Rejoins Burlington 

Helene G. Fontaine, formerly 
with Continental Can Co. as mer- 
chandise manager of metallic 
yarns, has rejoined Burlington 
Narrow Fabrics Co., New York, 
as advertising and sales promotion 
manager. Several years ago, she 
was sales promotion manager of 
this member company of Burling- 
ton Industries. 
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| 
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TURNABOUT 


Not long ago the seller was in the driver’s seat 


and nearly everything sold. Today’s market 
is tighter. The buyer has the whip hand, and 


an advertiser has to hitch horse sense to 


right media selection to get full sales power. In 


such a market, TV GUIDE is a logical choice 
for sellers who want to ride their ad dollar for 
all it's worth. They can exploit in TV GUIDE 

a repeated reader reference that gives 


70 million exposures a day, seven days a week. 


Cost per thousand exposures: 2 cents! 


No wonder TV GUIDE'’s an impressive sales 


vehicle for more than 1000 best sellers. 


TV CIRCULATION NOW OVER 6,300,000 


Source: Magazine Reading Trends, Sindlinger & Co. 


Advertising Age, April 7, 1958 


Chesebrough-Pond’s 
Releases Ist Annual 
Report to Public 


New York, April 1—Chese- 
brough-Pond’s Inc. last week 


|joined the ranks of those companies 


furnishing complete financial in- 
formation when it released an an- 
nual report showing its sales vol- 
ume—a record $55,496,385 in 1957 
—for the first time. 

Net income for the year was $3,- 
111,692, equal to $5.60 per share. 
The company also released 1956 
sales figures which showed sales 
at $51,504,158 and a net of $3,- 
038,691, equal to $5.53 per share. 

A joint letter to stockholders by 
Chairman Arthur B. Richardson 
and President Jerome A. Straka 
said that the company’s most im- 
portant domestic accomplishment 
last year was the assumption of 
full distribution on Vaseline brand 
products, a function which had 
been handled by Colgate-Palmol- 
ive Co. for the previous 84 years. 


® Two new products were mar- 
keted nationally: Valcream and 
Pond’s Angel Touch. Pond’s Clean 
& Sweet shampoo was also intro- 
duced. Vaseline hair tonic and 
Pond’s Angel Skin underwent 
packaging changes. Sales of Per- 
'tussin cough syrup, acquired in 
1956, were 50% above that year 
and at an alltime high. 

Foreign sales, though not broken 
,down, were reported 11% ahead 
‘of 1956, “While profits continued 
ts the uptrend.” 

STERLING SALES HIT 
'$200,000,000 IN ‘57 

New York, April 1—Sterling 
| Drug Inc. hit the $200,000,000 sales 
mark for the first time last year, 
and in addition, had record profits 
for the year. 

In 1957, total sales for the drug 
and proprietary company were 
$200,176,648 and net income was 
| $18,814,704, an increase of 11.2% 
over the 1956 high. 1956 sales 
were $179,069,846 with a net of 
$16,918,594. Earnings for 1957 were 
equivalent to $2.38 per share, com- 
pared with $2.15 the previous year. 

Foreign sales accounted for 
34.9% of total sales for the last 
two years in a row. # 


Pepsi-Cola Int'] Names Three 

Pepsi-Cola International has 
made three new appointments. 
John Warner, formerly assistant 
|to the marketing vp, moves to 
Caracas, Venezuela, as director of 
sales and marketing for South 
America; John P. Stanton, former- 
ly a franchise manager and assist- 
ant promotion manager, becomes 
marketing manager of the South 
African division, based in Johan- 
nesburg, and Herbert Brill, for- 
merly assistant to the vp in charge 
of sales administration, has been 
named operations manager of the 
Far East division, with headquar- 
ters in Hong Kong. 


Nemarow Names Soifer: Moves 

Mark Soifer, formerly of Ball 
Associates, Philadelphia, has been 
named copy chief of Nemarow Ad- 
vertising, New York. Nemarow has 
moved its New York office to 35 E. 
28th St. 


it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct... only $7.50 


HABERULE 


BOX AA-245 + WILTON + CONN. 
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...they read 


THE MAN IS AN OPERATING MANAGER. The place is a manufacturing plant. 

The problem is to produce a quality product, on time, at competitive cost. He shares this “quality-time-cost” 
responsibility with other operating managers in his plant. Men who, like himself, may be technical specialists 
(production control, air conditioning, plant maintenance, etc.) . . . but who, more importantly, are 
“professional managers,” who work with each other to run the plant. Often they do this informally. More 

often through planned group action . . . plant committees, task forces and project groups. This is how they 
control the manufacturing process itself, the equipment and buildings involved . . . and the buying 

decisions affected. 

All kinds of magazines serve all kinds of technical specialties. Only one magazine 

specializes in helping to make better “professional managers.” This is FACTORY. 


They run 
the plant 


FACTORY 


FACTORY MANAGEMENT AND MAINTENANCE, A McGRAW-HILL PUBLICATION (ABC-ABP) 330 WEST 42nd STREET, NEW YORK 36, NEW YORK 
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THE WORD’S GETTING AROUND... 


no service comes as close to perfection as 


CENTURY! 


Details—-any and all details—on a job— 
any and all kinds of jobs-- are in safe 
hands at Century. Whether you 
order electros, newspaper mats, R.O.P. 
mats, plastic plates or take advantage of 
our new proofing service, your job is 
detail-supervised with exactness and 
care unmatched anywhere! 


CENTURY 
ELECTROTYPE 
COMPANY 
160 East Illinois Street 
Chicago 11, Hlinois 
DElaware 7-1541 


Advertising Age, April 7, 1958 


'Wexton Co., Born in Converted Coal Bin, Is 


New York, April 2—Wexton 
Co. is an agency that literally 
climbed out of the cellar. It started 
11 years ago in a 10 x 10’ converted 
coal bin in an apartment house 
basement. The agency had one ac- 
count, which billed $65 a month. 

In 11 years, Wexton worked its 
way into the sunlight via 1,000’ of 
space atop a Broadway building, 
then to 1,600’ on 47th St.; now it’s 
going to 6,000’ at 444 Madison. 

Billings have paralleled the 
growing work space. A couple of 
years ago the $1,000,000 circle was 
reached; in 1957 Wexton reported 

| $1,716,230 and in 1958, according 
jto Larry Schwartz, president, 
| Wexton will double last year’s to- 
| tal. 

On March 31, 1947, Howard 
| Wechsler, then 26, and Larry 
| Schwartz, then 25, began operating 
their new agency. That is, after the 


ennsylvania 


Mapping advertising plans for Pennsylvania is a cinch . . 


. if you remember these points: 


* Erie is Pennsylvania’s 3rd city—after Philadelphia and Pittsburgh—in population, retail 
sales and effective buying income*. ® Erie leads all major** Pennsylvania cities in popula- 


tion growth, 1957* vs. 1940*, and in retail sales increase, 1956* vs. 19392. 


® Erie is one 


of the leading test markets in the East. ® The Erie Times & News deliver the whole sales 
area. For Erie, unlike some of its neighbors, is a bona fide market, not an artificial combi- 


nation of adjacent cities, which no single newspaper buy can possibly cover. 
For the latest market and media data, call The Katz Agency, Inc. 


The Erie Times. eveninc 
The Erie News morning 


The Erie Times-News | sunca» 


When 

you 

think 
Pennsylvania 
think 
Philadelphia 
Pittsburgh— 
and Erie. 


*19057 


Sales Management Survey of Buying 


'Now on Madison Ave. with Billing to Match 


ash cans were removed, the coal 
dust swept out and the “office” 
|was washed down with a hose. 
| Sole natural light of the dungeon- 
like shop came through a tiny win- 
dow that had once been the coal 
chute. 
® The agency’s one account was 
j/handled by Mr. Wechsler, while 
Mr. Schwartz, 
who liked fresh 
air, was “on the 
street” most of 
the time, trying 
to land new busi- 
ness. The result 
was a first year’s 
billing of $35,000. 

Not long ago 
Wexton worked 
out its own con- 
cept of a “total 
marketing 
procedure” to give clients “com- 
prehensive service, not just adver- 
tising.” The concept groups all 
forms of advertising and such mar- 
keting activities as pr, sales train- 
ing, packaging and new product 
development as an agency service 
package. 

The agency bills four ways, “ac- 
cording to the advertiser’s needs” 
—a device that allows Wexton to 
straddle the 15% question. Accord- 
ing to Mr. Wechsler, now sec- 
retary-treasurer, these methods 
are (1) straight fee, (2) straight 
commission, (3) a combination, 
and (4) a minimum fee arrange- 
ment for smaller accounts. 


Larry Schwartz 


s Mr. Schwartz credits a combin- 
ation of the agency’s marketing 
concept, billing flexibility, youth 
(average age: 37) and emphasis on 
'hard sell for its record of growth 
and for the addition of a number 
of accounts in recent months. 
These include Transogram Co. 
(toys and games), Amplex Corp. 
lighting equipment), Harman- 
Kardon (hi-fi equipment), Cosmo- 
politan and Rockbar Corp. (hi-fi 
distributor). = 
‘Fisherman’ Names Two; 
| Adds Eastern Edition 

Jules Kase, a former vp and 

media director of Hirshon-Gar- 
field Inc., has joined the Fisher- 
man, Oxford, O., as eastern adver- 
tising manager, succeeding John 
| Whiteman. Mr. Kase will head- 
quarter in New York. Mr. White- 
|man has joined his brother to 
bee a newspaper representative 
company. Thomas J. Crimmins, 
|previously with Capper Publica- 
tions, has joined Fisherman’s New 
York sales staff. 

The Fisherman will begin distri- 
bution of a 12-state eastern edition 
with its April issue. Circulation 
base will be 80,000. Rate for a bkw 
page will be $750. 


Katz Adds KMJ-TV 

McClatchy Broadcasting Co., 
Sacramento, has appointed Katz 
Agency national advertising rep- 
resentative for KMJ-TV, Fresno, 
effective April 1. Paul H. Raymer 
Co. will continue to represent Mc- 
| Clatchy’s Beeline radio stations: 
KFBK, Sacramento; KBEE, Mod- 
esto; KMJ, Fresno; KERN, Bakers- 
field, and KOH, Reno. 


The most 


LOOKED AT 


tv station 
in 
Dallas! 


DALLAS ~— CHANNEL <a) 
® Notomalby By 
THE BRANHAM COMPANY 
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FIRST-QUARTER REPORT, 1958 vs. 1957 


Gained more circulation than 
any other major magazine.” 


Gained more advertising revenue than j 
any other major magazine.” 


This year again—the biggest 
first quarter in LOOK history. 


* Magazines billing over $20,000,000 in advertising revenue in 1957 


Year after year, every year since 1944, Look circulation and advertising revenue have 


increased. In 1958, this growth continues. Look average circulation for first quarter, 
1958: 5,563,000—a gain of 889,000 over first quarter, 1957 (latest-issue circulation: 
5,805,000). Look advertising revenue for first quarter, 1958: $8,053,000—a gain of 
$1,063,000. The Look record of continuing growth—unmatched by any other major 
magazine —is evidence of Look’s vitality ...its impact . . . its ability to sell the prod- 


ucts and services of American industry. LOOK — THE EXCITING STORY OF PEOPLE 
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There's a bushel full of encouragement in looking at 
the things that are happening, and have happaned, in 
South Bend, Indiana. This is a prosperous market, with 
the highest per capita Effective Buying Income in In- 
diana®. It is second in Indiana in Total Retail Sales 
and Total Effective Buying Income. The best part of the 
story is that you can saturate this market with only one 
newspaper—The South Bend Tribune! Write for free 
market data book. 
*South Bend-Mishawaka City Corporate Area 


ae 
Soulh Mend 


Tribune eee 


Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 
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Paul Masson said: There are 


begrudge us a finger or two of my precious amber elixir.” 


PAUL MASSON VINEYARDS, SARATOGA, CALIFORNIA 


\for consideration an anti-bait ad- 


Woolley Leaves Babbitt; 
Company Forms New Division 


John L. Woolley has resigned as 
vp and director of sales for B. T. 
Babbitt Inc., New York, where he | 
has been for the past 21 years. His | 
plans were not announced. 

Babbitt has formed a new divi- | 
sion, the marketing service group, | 
and appointed three executives in| 
charge. Kenneth F. Maisch contin- | 
ues as sales promotion manager,| 
Michael Cerra has been named 
market research manager, and 
Allan Wikman Jr., formerly with | 
Warner-Lambert Pharmaceutical | 
Co., has joined Babbitt as new 
products manager. 


N. Y. Bill Would Ban Bait Ads 
The New York state legislature 
has passed and sent to the governor 


vertising bill. The bill prohibits 
advertising or the offering for sale 
of merchandise, commodities or 
service as part of a plan not to sell 


things to do with my brandy than slosh 
it around in a small goldfish bowl 


Whenever the old gentleman came down from his Vineyard in the Sky to hunt ducks with his 
: club he’d bring a demijohn of fine brandy, just as he had for fifty years. “I brought this along 
¥ to baste the ducks,” he’d tell his cronies, “but I don’t suppose our feathered friends would 


Paul Masson was the last of the bon vivants until you came along; You show promise. As a 
starter you might promise yourself a finger or two of the best, which as we all recall ... 


at the price stated, or not to sell at 
all. 


other 


pte oa eget 


Advertising Age, April 7, 1958 


SPENDING MORE FOR 
ADVERTISING AND FOR 
PROMOTING THE SALE OF 
GOODS HAS HELPED TO 
KILL BUSINESS RECESSIONS 
IN THE PAST. 


COSTS ONLY $9.10 A MONTH 


LOGICAL—The Evening Citizen, 
Winsted, Conn., is specific in this 
plea for more advertising. 


Macfadden Sales, 
Net Grew Despite 
Decline in Late ‘57 


New York, April 2—Macfad- 
den Publications, which says its 
sales began to dip last fall, paral- 
leling the national economy, none- 
theless ended 1957 with a net prof- 
it figure more than $100,000 higher 
than in 1956. 

The publisher’s 1957 net profit 
was $737,689, equal to $1.82 per 
common share, a 16% boost over 
the company’s $635,758 net profit 
in 1956, which was equal to $1.56 
per common share. The 1957 earn- 
ings record was the company’s best 
since 1928, excepting the war years, 
according to Irving S. Manheimer, 
president of Macfadden. 

The company’s sales last year 
totaled $18,782,755 compared with 
$18,260,066 for 1956. 

The company publishes 11 con- 
sumer books. Its Women’s Group 
includes Photoplay, True Experi- 
ence, True Love, True Romance, 
True Story and TV-Radio Mirror. 
The men’s group includes Climaz, 
Master Detective, Saga, Sport and 
True Detective. + 


S. F. Adclub Honors 
Ralph Cahn, Eleanor Lyons 

Ralph Cahn and Eleanor Lyons 
have been named Advertising Man 
and Advertising Woman of the 
Year by the San Francisco Adver- 
tising Club. Mr. Cahn is a partner 
in Frederick Seid-Ralph Cahn Ad- 
vertising Agency. Miss Lyons is 
director of advertising of Roos 
Bros., San Francisco men’s wear 
store. 

Miss Lyons won her award for 
“consistently superior” Roos Bros. 
advertising, which brought the 
store the Seklemian Award of 
Merit for top men’s wear adver- 
tising in 1957. Mr. Cahn, a director 
of the adclub and chairman of the 
club’s civic affairs committee, is 
author of a booklet, “It’s Your 
Life,” designed to instruct the 
public on civil defense. He also 
serves as adviser for the bureau of 
Indian affairs relocation service, 
the federal personnel council and 
the California Historical Society. 


| Sullivan Gets Toy Account 


Toy Distributors Inc., Framing- 
ham, Mass., has named Daniel F. 
Sullivan Co., Boston, to handle its 
advertising. Initial advertising has 
begun on the daily “Romper Room” 
television show over three Massa- 
chusetts stations. 


Tobiah 
does 
at! 


See page 96 
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Poster designed by Leo Burnett Co. Ine. 


OUTDOOR BUILDS 
Brand images-Remembrance 


No filter 
No foolin 


Poater designed by N. W. Ayer & Son Inc. 


“We are using impact of Outdoor’s graphic, full color 
poster techniques to build our brand images. We know 


PY My. Roger Greene how necessary these elements are in getting our sales 
Vice President and Director of Advertising messages remembered. Add Outdoor’s market flexibility, 
Philip Morris, Inc., says: economy of mass consumer traffic and you’ll understand 


why once again, in ’58, Outdoor Advertising plays a major 
role in the Marlboro and Philip Morris media picture.” 


8 out of 10 people remember OUTDOOR Advertising!" 


OUTDOOR ADVERTISING INCORPORATED O A i 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers — Starch Continuing Study of Outdoor Advertising 
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FRIDAY 
ADVERTISING 
IN THE 


BUFFALO 
EVENING 
NEWS 


DOUBLES 
WEEK-END 


What's the 
purchasing agent 
doing with 

a Slide rule? 


May 12 VALUE ANALYSIS IN 
ACTION edition closes April 21 


i Talla ee es ee 


Home gardeners in New York State's second largest market 
throng the nursery and garden supply stores on week-ends since 
these local firms discovered that Friday night advertising in the 
Buffalo Evening News doubles their Saturday and Sunday business.” 


This is one example only; department stores and other mer- 
chants know from experience that NEWS advertising makes 
Saturday the great family shopping day in Buffalo. 

*National Advertisers and Agencies interested in this market 


of over 1,600,000 people are invited to write for the survey 
showing the profitable experience of these advertisers. 


BUFFALO EVENING NEWS 


KELLY-SMITH CO. — National Representatives 
WESTERN NEW YORK’S GREAT NEWSPAPER 


'New KLM Ads Push 
‘Airline as ‘More 
Than Subway in Sky’ 


New York, April 1—KLM Royal 
Dutch Airlines this week broke a 
major campaign in newspapers and 
magazines, using the theme: “Fair- 
est of the fares—KLM thriftair to 
Europe.” 

Erwin Wasey, Ruthrauff & Ryan 
officially takes over the KLM ac- 
count today. 

The new KLM ads, featuring 
some striking artwork, are designed 
to create a new personality for the 
Dutch airline. David Williams, 
president of EWRR, said: 

“With an international carrier, 
we found a need for something 
more than the bare essentials of 
destinations, fares, schedules and 
|equipment. We believe that an in- 
| ternational airline is more than a 
|subway in the skies and hope to 
personalize KLM.” 


® The traditional KLM ball-and- 


He could be using the slide rule to analyze inventory require- 
ments, or to translate findings of a value analysis report to 
improve the competitive position of his company’s products. 


Or he could be using it for any one of a dozen other computa- 


tions required in constructive purchasing for industry. 


That’s the point we want to make— it takes a lot of figuring 
to purchase for industry today—and most of the figuring 
concerns methods, techniques, systems, analyses of company 
operations. That’s why the modern purchasing executive de- 


pends on PURCHASING Magazine every other Monday for 


— methods. 


a Conover-Mast publication 


the latest word on who’s doing what, and how ...in one word 


URCHASING Aépepice wax oo 


205 East 42nd Street, New York 17, New York 


the methods and news magazine for industrial buyers 


Advertising Age, April 7, 1958 
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stripe trademark is being retained 
as background in the new ads. The 
illustration and headline in the 
center will change from ad to ad, 
but the format will remain the 
same throughout the campaign. 

Mr. Williams also announced that 
EWRR account men in London and 
New York have put on more than 
117,000 miles in travel time dur- 
ing the past two months, visiting 
every important KLM market in 
the world. 

John Hayes, vp of the interna- 
tional department in New York, 
covered the Latin American mar- 
kets, while the London team cov- 
ered the rest of the world. 

In the Hague this week for con- 
ferences with KLM top executives 
are Hans Fischer, U. S. ad director, 
and two New York EWRR execu- 
tives, James B. Briggs, exec vp, and 
John M. Keavey, KLM account ex- 
ecutive. 


® KLM will be using 600- and 
1,000-line newspaper ads in New 
York, Philadelphia, Miami, Hous- 
ton, Chicago, Los Angeles, San 
Francisco and Washington, D. C. 
Two-color and b&w pages are 
scheduled for Atlantic Monthly, 
Harper’s Magazine, Holiday, Na- 


tional Geographic, New Yorker, 
Newsweek, Saturday Review, 
Sports Illustrated, Sunset Maga- 


zine and U. S. News & World Re- 
port, = 


2 Canadian Magazines Merge 

Two monthly Canadian maga- 
zines—the Atlantic Guardian and 
the Atlantic Advocate—have been 
merged. The combined publica- 
tions will be called the Atlantic 
Advocate-Guardian and will have 
a monthly circulation of 16,000. The 
/publication will cover the four At- 
lantic provinces—Newfoundland, 
Prince Edward Island, Nova Scotia 
and New Brunswick. 


|Marlo Names Agency, A.M. 

Long Advertising, San Francisco, 
San Jose and Fresno, has been 
appointed to handle advertising for 
Marlo Packing Co., San Francisco. 
Marlo also has named Daryl! Sher- 
fey sales and advertising manager. 
Mr. Sherfey formerly was with 
Heintz & Co., San Francisco. 


‘Elks’ Names Two Reps 

David P. Randell has been ap- 
pointed Florida representative for 
|Elks Magazine with offices at 605 
Congress Bldg., Miami. The maga- 
zine also named Tom McGill & Co. 
New England representative. 


See page 96 
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The New Yorker stirs comment, arouses interest, makes things 
happen*. More than 1600 large and small advertisers proved 


this once again when they used The New Yorker last year, 


*The Setting Makes A Difference 


THE 
New York, Chicage, San Peancis.o, Los Angeles, Atlanta, London 


. iia ae ee) NE Mea a ae I cS gl eee, ali ce are 2 ca oS Fee oe SC oe, Se 4, a ae eae Pog. A i ee as Se” sees Eee) a Oe, ae tre ee ee ee Se ee Fae 
% aes er we ag —— eee Bias Li at see ce ik cas 8 gia yi Lh ee ge ls ems eee, = ae ga pets ~ eae : ‘ pate ai Ne Age oe Sa yee et ts ee ‘Shy = 
ia ha et ae ees Ee ee 18 see are ie. a ee tae sae = ae Ni ise» Sr We ige tee Ye - ae ot oe ay 
Cpe: ; aay ee er ay ead in ois ee sta Die eRe, Pp oe cae. ae j aes SS a SR, hee See po ae 
‘ Ee ce? Ge pe oe ae oe : Re 5 Neelam oy ave Sie. ae ae : Se eee et = a: a ee Pic. : 
Sie ache <c pet 4 ie Ee Ei ae oh. a We tt aa a ek eee ee nme : Vey ae. 
seek 3 os See here dabmiie ee a a i , : es oe oes ad ei calmer ae : * ee Se ee ee Eat a ae 
Lo pa i Gress Se ee a en 5 I ag ae "ees ee a ee = ee a eee ee ee $a lear: ee: 
ee ge ee 2 ene ie mee Sa mee i ees | ee eae See, oe Ey ee Sa ee See ee Se ee ee ee 
a eee ee i ee ae ee ee ee ee me 
ey | arm a gi tl x ‘ £ * re end * ao is ua pee re se iat at 458 + ee ee 9 eer et 
: oe 
ree 
as. 
Sis 
eee 
a 
i ; x 
ee 
‘ a 
ts 
a 
“Seas 
ace 
ae al ee : es 
ap “EG; Tie aio ‘ : 9 
ee ders i Ee “ae Se Re er 2 os 
: a : i Soy ses pea eae ‘ ae 
at , a & ta ag pi 
: : cyt ay a os 
3 5 oes 
ie ge ee et | ee eee ee ce i 3. Teaesanaa es ited 
: . ; : Pe pee 
oe 
Se 
re ; ais 
ee 
iH aise 
gin Dg 
ce 
po) 
os =, eae 
; a ae 
ee" : 
: er" ‘ 4 
“ or 
: 3 sed ‘ % 
Se ap om a 
i a : ‘| a 
. me id : ‘ 
‘ : 
‘ r i d ie 
[ role ee 
- "' Ze 7 ah "s 
wae aoe 
A 36 he KG ate 
" 5 wit 
a" eats 2 
oe 
ae 
: (ee 
(ee 
3 
4 ae 
ct 
i te . - . ; 


SS a ner ene ee ar ee ne ee meme, ES 


Why it pays to advertise 


in a magazine that’s growing 


because readers want it! 


The circulation of “U.S.News & World Report” has tripled in the last 
ten years—the strongest growth in circulation in the news magazine field. 


Knowing how this steady growth has come about is important to 
advertisers because the circulation acquirement methods of “U.S.News 
& World Report” are a direct reflection of its readership vitality. They 
are a direct reflection of how much interest readers have in its news 
pages—how much interest they have in the advertising next to the news. 


Volition is the key to this circulation achievement. 


Its readers waht 
“U.S.NEws & WoRLD 
REpor?T”’ for complete 
news coverage. They 
buy it through com- 
pletely voluntary sales 
channels. There are no 
pressure methods, no 
combination offers, no 
premiums, no door-to-door sales crews. (““U.S.NEws 
& WorLD REporRT’”’ will not accept knowingly any 
subscription sold by any door-to-door salesman.) 
Practically all subscriptions are “‘by mail direct to 
publisher’’—solicited solely by advertising in print. 


The “U.S.News & Wor.LD ReEpor?”’ circulation 


gains are due entirely to an increased reader 
demand rather than to increased circulation sales 
efforts. As a matter of fact, both subscription and 
newsstand demand for “U.S.NEws & WorLpD 
REPORT” are so voluntary that both these circula- 
tion operations are sizable sources of revenue to the 
publisher—not items of expense to the advertiser. 


The voluntary circulation sale of “U.S.News & 
Wor.LpD REporT’’ brings readers to its pages be- 
cause they want the magazine. This is the way to 
get readers of maximum value to advertisers— 
readers who are attracted naturally and directly by 
the magazine itself. Such readers form a market 
where all are of the same kind—a specific class of 
people. This is market selectivity at its best. This is 
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reader interest at its highest. What this means to 
you, as an advertiser, is better readership for your 
advertising messages by the people you want to sell. 


Newsstand Demand Up 50% In Five Years 


Another clear-cut example of the reader demand 
for ““U.S.News & Wor.LpD ReEporT’’ is its strong 
growth in newsstand sales. An average of 139,434 
copies were purchased at newsstands each week 
during the last six months of 1957. This is a gain of 
almost 50% in the last five years—a gain unmatched 
by any other news magazine. 


“U.S.News & WorLD REpoRT’”’ is available only on 
selected magazine counters in downtown business 
districts, in the transportation terminals, and in the 
better residential areas. About 30% of the nation’s 
newsstands qualify for this distribution. This is the 
most selective newsstand distribution in the news 
magazine field. 


These newsstand buyers of “U.S.NEws & WorLD 
REpor?’” are the same kind of people as the sub- 
scribers. They hold the important managerial 
positions in business, industry, finance, government, 
and the professions. 


Here are the important people of America who want 
the complete news of our national life, including 
world affairs— people who want the important news 
for their personal planning and business managing. 


Per-Thousand Costs Lowest Of Any News Magazine 


It is the completeness of the news in “U.S.NEws & 
WorLD Report?” and the way important people 
want it, use it, act on it, that creates such a strong 
voluntary sale for this magazine. Such demand 
makes it one of the most powerful magazines avail- 
able to advertisers with anything to say or sell to 
high-income, managerial people. Voluntary circu- 
lation is also one of the reasons why ““U.S.News & 
Wor Lp REporr’’’ is available to advertisers today at 
the lowest per-thousand cost of any news magazine. 


THE 


COMPLETE 


NEWS MAGALINE 


u.S.News 


eee 


“CLASS A” SUBSCRIPTION SALES 


Percent of subscriptions sold 

— by sed to — 
verage Full Year 1 

86.1% 


12.6% 68.6% 


“USN&WR” TIME NEWSWEEK 
Source: Publishers’ statements to the Audit Bureau of Circulations 


10 YEAR TREND IN NEWSSTAND SALES 


~ 150,000 


139,434 


125,000 


100,000 


75,000 


U.S.NEWS & WORLD REPORT 
50,000 1948-1957 
25,000 


0 


48 “49 ‘50 ‘51 ‘52 ‘53 ‘54 ‘55 ‘56  Ist6 mos. 2nd 6 mos. 


1957 1957 
Source: Publisher's statements to the Audit Bureau of Circulations 


All information in this advertisement, either stated 
or implied, is based on information of public 
record or actual research. The detailed sources are 
always available on request. 


US.NEWS & WORLD REPORT 


America’s Class News Magazine 


Dinititlatiaie petit eels 


U.S.NEWS & WORLD REPORT 


Now more than 1,000,000 net paid circulation 


For full information on how “U.S.News & World Report”’ covers your best 
customers and prospects, contact our advertising offices at 45 Rockefeller 
Plaza, New York 20, N. Y. Other advertising offices in Boston, Phila- 
delphia, Cleveland, Detroit, Chicago, St. Louis, San Francisco, Los Angeles, 
Washington and London. 
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|Weiss & Co. Gains Two 
Edward H. Weiss & Co. has ac- 
quired two new accounts: Brook 


of milk for dairies distributing 


YOUR 

INFLUENCE 
iS BEST 

IN THE 
MOUNTAIN WEST 


465%* greater than Time 


specialty milk and other dairy 
products, and Enzylac, an enzyme- 
fortified milk produced by Medical 
Dairy Specialties Inc., Chicago. 


Rudden Joins Garfield 


appointed vp and an account exec- 
utive of Garfield Advertising As- 


(the great “Mormon County” 
market, more than a million 
strong.) 


*Based on circulation figures for the State of Utah. 


IN THE 


All New 


[mprovement Ere 


Verl F. Scott, Advertising Director, 50 North Main Street, Salt Lake City, Utah 


'sociates, Detroit. Mr. Rudden was 
formerly 
Goebel Brewing Co. 


Hal Trump Will Retire 

Hal G. Trump, a Detroit adver- 
|tising man for 45 years, will re- 
tire April 30 as vp and member of 
the board of directors of Fred M. 
Randall Co., Detroit. 


Skarren Joins Ad Composition 
Edward L. Skarren, formerly 
with the Chartmakers, has been 
named exec vp of Advertising 
Composition Inc., New York. 
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reader interest... 


as studied by Mills Shepard 
in the February 1958° issue of 


SUPER SERVICE 


lelton, 


Advertisers and their agencies recognize that the final deter- 
mination of media value is the interest shown by readers 
in the editorial content. Circulation to the important seg- 
ment of the market is essential; but, without intense reader- 
traffic to assure advertising exposure, “coverage” is of no 
value. 


In Super Service Station, reader interest is measured by Mills 
Shepard. These studies give factual evidence of the extent 
and continuity of reader-traffic. It is an informative service 
provided advertisers at no additional cost. 


The Mills Shepard studies also contribute to a more success- 
ful advertising tormula. By highlighting successful and un- 
successful copy and art approaches, Mills Shepard aids 
advertisers in determining the best appeal to the market 
they want to sell. 


Hill Farms Inc., Chicago, supplier | 


John Preston Rudden has been | 


advertising manager of | 


The May, July and October 1958 issues of Super Service 
Station will also be studied by Mills Shepard. 


*Copies of this significant study are now available through your Super Service 
Station representative: 


P. 3. Philpott and 

G. Horsfall 
122 East 42nd Street 
New York 17, New York 
Oxford 7-3767 


Thomas J. McGill 
856 Leader Bidg. 
Cleveland 14, Ohio 
Prospect 1-7946 


Howard C. Tucker 

18600 San Diego Bivd. 
Lathrup Village, Michigan 
Elgin 6-7297 


Robert H. Deibier & Assoc. 
1800 West 6th Street 

Los Angeles 57, California 
Dunkirk 3-0303 


E. D. Newfield 
2503-07 Broadway 
Oakland 12, California 
Templebar 2-3395 


N. McKay Kneisly, R. W. 
Brown, H. }. Moore and 
Herbert Wertz 

7300 No. Cicero Avenue 

Lincolnwood, Chicago 30, lil. 

juniper 8-7300 


meee ewe 
THE IRVING-CLOUD PUBLISHING CO. 
7308 We. Cicere Ave., acolaweed, Chicage 38, Iilineis 


also publishers of Jobber Topics, Hardware 
& Housewares and Chicago Market News 


Advertising Age, April 7, 1958 


Amoco-Gas powers 
(998 Grand Prix winners 


GUARANTEES MORE GAS FER GALL ON 


DELAY—-The race wasn’t run in a 

fog, Miami booster Howard 

C. Peterson Jr., Grant Advertising. 

The pictures just didn’t get to the 

Daily News on time for this ad. 

Mr. Peterson insists it was a sunny- 
70s day. 


says 


NTA Appoints Four 

National Telefilm Associates, 
New York, has named Phil Cowan 
director of exploitation, a new post, 
Mort Abrahams director of a new 
creative programming department 
and Gerald S. Corwin to head its 
Minneapolis office. Mr. Cowan for- 
| merly was president of his own 
public relations organization. Mr. 
Abrahams is a former NBC-TV 
executive producer. Mr. Corwin, a 
veteran NTA account executive, 
succeeds Don Swartz, who has 
joined KMGM-TYV, Minneapolis, as 
general manager. In addition, 
James B. F. Boyce has joined the 
NTA Film Network as eastern sta- 
tion relations manager. He former- 
ly headed L & R Co., which pro- 
motes, distributes and sells new 
products, and was with Young & 
Rubicam. 


Ketchum Appoints Four 

Robert Pearson, formerly a sen- 
ior copywriter, has been named 
director of sales and technical lit- 
erature of Ketchum, MacLeod & 
Grove, Pittsburgh, succeeding 
James J. Welch, agency vp who has 
transferred to the KM&G public 
relations department, where he will 
direct industrial pr activities. At 
the same time Alvin B. Berry, for- 
merly of General Electric Corp., 
joined the agency as an account 
executive, and Frederick C. McCor- 
mack Jr., previously director of 
radio-tv of Erwin Wasey, Ruth- 
rauff & Ryan, Philadelphia, joined 
the agency as a time buyer in the 
radio and tv department. 


FC&B Names Three 


John E. McArdle has been named 
to the new post of merchandising 
manager in the Chicago office of 
Foote, Cone & Belding. He former- 
ly held sales promotion posts with 
Curtiss Candy Co. David Jenkins, a 
|copywriter on the Edsel account 
in FC&B’s Detroit office, has been 
named an account executive in 
charge of sales promotion and col- 
\lateral materials. In New York, 
|FC&B has elected Howard Munce, 
| senior art director, a vp. Mr. Munce 
is a past president of the Society 
of Illustrators. 


does 
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See page 96 
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The ABC Publisher’s Statement for the last six months of 
1957 shows Sports A field delivered the biggest circulation in 
the sportsmen’s field —997,039—over 60,000 more than the 
next closest publication. Sports Afield also has the biggest 
guaranteed circulation—950,000—at the lowest rate per 


SPORTS AFIELD. . . . . .997,039 
Outdoor Life ......... .935,049 
Field & Stream........ . 921,341 


From the ABC Publishers’ Statements for the last six months of 1957 


page per thousand. You not only reach the men most able to 
buy —the “dual-life” men who spend up-to-the-hilt for their 
favorite sport and for everyday living as well—but you 
reach them most economically. Remember—you’re always 
on solid ground when you pick the leader—Sports Afield. 


SPORTS AFIELD 


where you reach men best for everything they need 
A Hearst Key Magazine * 959 Eighth Avenue * New York 19, N, Y, 
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_ Agricultura | 
Wareeoutecm REACHES THE RICHEST 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. 
farmers—are making big sales in the booming farm markets of Mexico, Central and 
South America. They rely on Agricultura, because it delivers the leading audited 


on-the-farm circulation . . . stresses U. S. products . . . demonstrates the latest and 
best in farming methods. 


WRITE FOR MARKET AND MEDIA FOLDER 


Agricultura de las Americas 


The Magazine of Modern Farming for Latin America 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 
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Johnson Advances Four; 
Names Emens in Canada 

S. C. Johnson & Son, Racine, has 
| promoted four marketing men to 
|new posts. Robert Peterson, for- 
merly assistant product manager 
in the advertising and merchandis- 
jing department, has been named 
|product coordinator in the new 
products department. A. R. Men- 
zies replaces Mr. Peterson as as- 
sistant product manager for John- 
son’s Pride, Stride, Jubilee and 
|}cream wax. Mr. Menzies previous- 
ly was household products sales 
|promotion manager, a post now 
| filled by J. K. Duncan, who was as- 
sistant products sales promotion 


manager. C. H. Beaumont has 
assumed Mr. Duncan’s previous 
responsibilities. 


| Johnson also has named Robert J. 
|Emens, formerly household prod- 
ucts regional sales manager in the 
western and central states, to mar- 
keting manager of S. C. Johnson 
}& Son Ltd., Brantford, Ont., 
‘Canadian subsidiary. 


Go Where the Growing's Good ... 


Paces West! 


Like a modern magic carpet, bank debits — 


are soaring in Metropolitan San Jose! In_ 
1948 they were $1.4 billion—less than half 
of 1957's $3.4 billion. And the 1957 gain— 
—a resounding 17%—was at. the top for the 
entire 12th Federal Reserve district! 


a 


And here are other economic indi- 
cators: Population up 50,700 over 1956, 
largest gain in Northern California, 
plus Retail Sales 9.6% ahead of 1956. 


So if you want to “Go Where the Grow- 
ing’s Good” and seek blanket coverage 
—remember that only the Mercury and News 
cover Metropolitan San Jose! 


Sources: 12th Federal Reserve District 
Area 
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Farmers Exposed to 
Mass Media Most on 
Weekdays, Poll Finds 


Mapison, Wis., April 2—Farm 
|men on winter weekdays average 
99 minutes a day with television, 
88 minutes with radio, 40 minutes 
with reading and 25 minutes with 
visiting. 

Their wives average 165 minutes 
with television, 123 minutes with 
radio, 39 minutes with reading and 
also with visiting. 
| These are among the findings of 
a study by the department of agri- 
culture journalism at the Univer- 
sity of Wisconsin. 523 farm families 
|in six Wisconsin communities were 
|asked to fill out three-day diaries, 
‘telling in detail how they spent 
their time. The field work was 
conducted in February and March, 
1957. Emphasis in the survey and 
}in the report, to be issued soon by 
the department, is upon contact of 
these farm families with mass me- 
dia. 


= The survey also found that tele- 
vision viewing is largely in the 
evening hours, radio listening 
largely in the daytime. 

Contact with mass media is gen- 
erally lighter on weekends than on 
weekdays, probably because farm- 
ers tend to do most of their visiting 
on weekends, 

Radio, for men, is associated 
with two other activities—barn 
chores and eating. More of the 
reading was with newspapers than 
with magazines. 

Farmers work a 10.5-hour day 
on weekdays and Saturdays, more 
than six hours on Sundays. In the 
reports, these isolated facts and 
others are tied together in a total 
pattern. + 


International Begins Spring 
Drive for Sterling Salt 

International Salt Co., Scranton, 
| Pa., has begun a spring advertising 
| campaign for its Sterling salt 
products. The schedule calls for 
outdoor panels in 74 markets, ads 
in 260 newspapers in 180 markets, 
and radio spots in about 100 selec- 
|ted areas. In addition, full color 
| pages will appear in many areas in 
Sunday supplements, and coupon 
ads offering free packages of Sterl- 
ing salt will be tested in a number 
of markets. 

Store displays and point of 
purchase material will be used ex- 
'tensjvely in retail outlets, featuring 
recipes developed in the company’s 
test kitchen. Batten, Barton, Dur- 
stine & Osborn is the agency. 


Mason Joins McCulloch Corp. 

Ross Mason, formerly advertis- 
ing and promotional manager of 
RCA-Victor Distributing Corp., Los 
Angeles, has been named advertis- 
ing manager of McCulloch Corp., 
Los Angeles maker of chain saws, 
automotive superchargers and air- 
craft products. 


WISN Names Butler, Nelson 
James Butler, formerly station 
manager of WIRL, Peoria, IIl., has 
been named assistant manager of 
WISN and WISN-TV, Milwaukee. 
Carl Nelson & Associates, Milwau- 
kee, has been appointed to handle 
advertising for the stations. 


Maggie 
does — 
| it! 
| See page 96 
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The Chemical Engineer washes 300 million dishes a day 


Detergents are only one of the myriad prod- 
ucts made possible by the Chemical Engineer 
and his technology. 


Wherever he is in industry . . . and his ac- 
tivities range from atomic energy and rocket 
fuels to drugs and detergents . . . the chemi- 
cal engineer is your most critical buying 
factor. He creates products, controls proc- 
esses, designs and builds plants. His technol- 
ogy ties the industry together. Naturally, he 
recommends and specifies at every stage in 


the buying procedure. If you sell him first, 
you'll be way up front when the need for 
new equipment and raw materials arises. 
For more than 55 years, the one publica- 
tion completely dedicated to this man has 
been CHEMICAL ENGINEERING . . . the solid 
3 to 1 choice among chemical engineers in 
all functions, in all industry. This year you 
can reach them with more timeliness and 
impact than ever before. CHEMICAL ENGI- 
NEERING, A McGraw-Hill Publication, 330 
W. 42nd St., New York 36,N. Y. @ @ 


Published every other monday 
for Chemical Engineers inall functions 
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another reason 


| DAVENPORT 
METROPOLITAN 
AREA’ is a m-u-s-t 


“INCLUDING DAVENPORT AND BETTENDORF, JOWA AND ROCK ISLAND, MOLINE AND EAST MOLINE, ILLINOIS 


Its 262,200 people have an effective 
buying income per family of $6,140. 


Reach the Ps . 
buyers with DAVENPORT), 


yy 


. ees ; ; . ‘“ 7 : , a 1 r 


CIRCULATING DAVENPORT AND BETTENDORF, 1OWA, NEWSPAPERS 
ROCK ISLAND, MOLINE, AND EAST MOLINE, ILL. 
Represented by Jann & Kelley 


MORNING 
EVENING 
Sumoar 


‘Family Weekly’ Moves, 
Appoints Charles Grimm 


Advertising Age, April 7, 1958 


Ross Roy Blasts 


Family Weekly has moved its Agency Licensing, 


New York offices to larger quar- 
ters “to keep pace with its contin- 


uing growth and to provide for an | 


expanding New York staff.” Sales 
and local editorial staffs are now 


Lauds 1-Man Shop 


Los ANGELES, April 1—‘“If any- 
one in advertising is looking for a 


at 405 Park Ave. Mew York 99. | cozy niche, safely insulated against 


New phone number is Plaza 5-7900. 

Charles W. Grimm has been 
named to the Chicago advertising 
sales staff of Family Weekly. Mr. 
Grimm was formerly with the Chi- 
cago sales staff of Woman’s Home 
Companion. 


Coast Outdoor Group Elects 
Arthur W. Goff, Pacific Outdoor 
Advertising Co., Los Angeles, has 
been reelected president of the 
Southern California Council of 
Outdoor Advertising. Other officers 
include Jack T. Matthews, Foster 


Kennedy Outdoor, secretary, and 
Lydia Seitz, Universal Outdoor, 
| treasurer. 


IN PHOENIX... 


IN ARIZONA... 


In the heart of beautiful 
Phoenix, this new home of the 
Ist National Bank of Arizona 
reports an exciting story of 
success. 

Like thousands of other 
Arizona industries, banking 
has experienced a 10-year 
growth that would startle any- 
one not familiar with this new, 
rich, growing market. In this 
period, 86 new branch banks 
have been built in the state, 
and the rate of bank deposit 
growth in Arizona leads the 
nation. 

Every month 1,000 new 
families join the more than 
500,000 happy healthy people 
of metropolitan Phoenix. 


sunshine and success go hand-in-hand. 
Whether it’s banks or babies, factories or 
families, the growth of Arizona is unpar- 
alleled. In bank deposits, in manufactur- 
ing employment, in personal income, in 
life insurance ... Arizona leads the na- 
tion in percentage of growth since 1947. 


During this same 10-year period, the 
hg state’s population has doubled to 
S 1,170,000 . . . and during the next 20- 


year period, it will double again. 


You can reach 60&% of ali Arizona families in 


i 


/THe ARIZONA Repuauic // 


Arizona's largest morning and evening newspapers 


competition, he ought to get out,” 
Ross Roy, president of Ross Roy 
|Inc., Detroit, told Los Angeles ad- 
men last week. 

Mr. Roy, speaking before the 
Advertising Club of Los Angeles, 
was referring to organizations of 
advertising men who sought gov- 
ernment regulation of the industry. 

“Here in Los Angeles,” he said, 
“I understand that about 50% of 
the members of the Western States 
Advertising Agencies Assn. want to 


license advertising agencies. The 
idea of advertising people inviting 
government regulation § surprises 


& Kleiser Co., vp; Helen Parkinson, | me, Several questions immediately 


arise. Would the licensing of agen- 
cies in any way improve the qual- 
ity of advertising? Would the li- 
censing of agencies stimulate the 
growth of advertising? 


a “Licensing might ‘protect’ those 
who have the required number of 
accounts or a specified amount of 
billing, but I would remind you 
that most of the nation’s advertis- 
ing agencies were started by people 
with more nerve than money—and 
more ideas than clients,” he con- 
tinued. 

Mr. Roy pointed out that of the 
3,300 agencies in the U.S. only 425 
bill over $1,000,000 a year. 

“There’s nothing at all wrong 
with a so-called ‘one-man’ adver- 
tising agency. If one man can serve 
one client, why should anyone 
come between them? I started as 
a one-man business, with a part- 
time typist and a small amount of 
borrowed capital. 

“It’s a paradox, though, to see 
business men who started as I did, 
change their views after they have 
become successful, and ask restric- 
tions on people who want to start 
as they did. Suddenly these men 
run to state legislatures and ask 
for laws to require minimum capi- 
tal or minimum facilities for any- 
one entering their business today,” 
he said. 

“This proposal to license agen- 
cies is completely negative. Our 
business, more than any other, per- 
haps, still depends on the individ- 
ual who can create . . . Our busi- 
ness is one of high risks and high 
rewards. This is the very nature 
of free competition,” he conclud- 
ed, # 


Griffin Selling KFPW 

KFPW, Ft. Smith, Ark., is being 
sold by Griffin Grocery Co. to 
George Hernreich, a Ft. Smith 
business man. No policy change is 
expected to result ffom the sale. 
The present management will con- 
tinue to operate the radio station 
until the Federal Communications 
Commission approves the sale. 
Griffin, which has operated KFPW 
since 1950, also owns KTUL and 
KTUL-TV, Tulsa, and KATY, Pine 
Bluff-Little Rock. 


Harvard Beer Eyes Cape Cod 

Newspaper ads in 24 Massachu- 
setts and Connecticut dailies will 
be used to develop new markets 
for Harvard Export beer, accord- 
ing to the Harvard division of 
Hampden-Harvard Breweries, Wil- 
limansett, Mass. 1,000-line color 
ads are scheduled weekly during 
the summer season on Cape Cod in 
the Cape Cod Standard-Times. Ra- 
dio and tv spots also will be 
stepped up. Daniel F. Sullivan Co., 
Boston, is the agency. 


Quinn Joins Meissner & Co. 
Theodore K. Quinn Jr. has 
joined Meissner & Co., Boston, in 
executive and creative capacities. 
Before joining the agency he was 
with Crosley Distributing Corp. 
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Power... get action... 


to move people...to sell goods 


THE CHICAGO DAILY NEWS 


set its all-time record in general 
advertising linage for the 
first two months of 1958* 


*These months were the largest January and February in general advertising in Daily 
News history. This follows 1957, the year when the News carried more general ad- 
vertising than in any other full year in its history. 


Source: Media Records 


USE THE POWER OF THE “NEWS” 
IN CHICAGO 
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“Nothing 


else could be 


oo e rr 
SO exciting 


... says NBC’s Bob Sarnoff about his 
busy week, his big job... and the battle 
of the programs 


In two years young President Sarnoff has switched 
NBC program tactics, streamlined its management 
setup. A remarkable achievement in so short a time, 
particularly here in an industry where the clock is the 
cash register . . . where millions are invested in min- 
utes. As an authority on rapid-fire “communication,” 
it’s quite natural that Bob Sarnoff turns to Business 
Week as do so many of the management men around 
him (over 400 fellow subscribers in RCA). Business 
Week’s performance is all business — more business 
news channeled here than in any other general busi- 
ness or news magazine...and edited with a compatible 
regard for a busy man’s time. That this is business’ 
best-rated show there is no question, for management 
men everywhere acclaim Business Week “most useful” 
in its field . . . confirm their 
personal judgment by consis- 
tently investing more adver- 
tising pages in it than in any 
other general-business or 
news magazine. Y ou advertise 
in Business Week when you 


want to influence manage- 


ment men, 


A McGraw-Hill Magazine: Member Audit Bureau of Circulations 
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30 spot announcements sell 


‘Joseph Campanaro, 
VP, Art Head of 


2,306 DIRECT ORDERS! °Sen2 
7 & New York, April 2—Joseph J. 


Thirty one-minute announce- 
ments on Radio Station KMA 
were used to introduce Magic 
Thread in the Midwest. Given 
over a six-week period, these 
announcements resulted in 
2,306 $1.00 orders from 161 
counties in Nebraska, lowa, 
Kansas and Missouri. The cost 
per order—just 21¢. 


4-state Magic Thread response 


lowe ........0208 
Nebraska ... 489 
Missouri ...... 347 
IE Seah are osa% 175 


Campanaro, 47, vp and national art 
director of Outdoor Advertising 


Inc., died yesterday of a cerebral 
’ 
Here's the short KMA yarn... hemorrhage at Beth David Hos- 


ital, after collapsing in his of- 
COUNT THE COUNTIES..................161 fice. . 
Mr. Campanaro was graduated 
COUNT THE CASH. oeeee eee eeeeee . $2,306.00 from Cooper Union and Pratt In- 
stitute. He joined the art depart- 
COUNT THE COST PER ORDER............ .21¢ ment of OAI when it was organized 
in 1931. He was named national art 
‘director in August, 1956, and was 
made a vp last January. He had 
THE HEART BEAT OF THE CORN COUNTRY Charge of the company’s art de- 
partments here and in Chicago and 


Los Angeles. 
‘K) M) A) SHENANDOAH, IOWA During the past few years, Mr. 
$000 WATTS, 960 KC ABN CHANNEL Campanaro had lectured exten- 
AFFILIATED. WITH <s sively before school and advertis- 
Represented by pore 


a a ae. oe ing groups on the techniques of 
outdoor art and copy, and was con- 


Only Boston 
exceeds Worcester 


the Worcester Telegram-Gazette 
reached another all time 
circulation high 


91.9% 


INTENSIVE COVERAGE 


162,449 Daily* 
(105,300 Sunday”) 


* 
® Audit Dec. 31, 1957 


The Worcester 


BTELEGRAM ano GAZETTE 
WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


Advertising Age, April 7, 1958 


sidered one of the foremost au- 
thorities in the field. 


CHRISTIAN H. ZOLLER 

PHILADELPHIA, April 1—Christian 
H. Zoller, 73, president of C. 
Schmidt & Sons and a former 
chairman of the U.S. Brewers 
Foundation, died yesterday at his 
home in suburban Haverfo:d. 

Mr. Zoller joined the Schmidt 
brewery in 1919. He was succes- 
sively sales manager, assistant 
treasurer, secretary and vp, and 
became president in 1945. He was 
also pres:dent of the Adam Scheidt 
Brewing Co., Norristown, Pa., and 
C. S:hmidt & Sons Inc. of New 
Jersey, both subsidiary companies. 

In 1950 he established the Chris- 
tian Schmidt Foundation in memo- 
ry of his grandfather, founder of 
the brewery. The foundation pro- 
vides college scholarships for men. 

Mr. Zoller was a former presi- 
dent of both the Pennsylvania 
State Brewers Assn., and the Phil- 
adelphia Lager Beer Brewers Assn. 


EDWARD N. DECKER 


Mattituck, N.Y., April 1—Ed- 
ward Newell Decker, 58, who op- 
erated an advertising agency and 
commercial art studio here, died 
March 28 at Eastern Long Island 
Hospital, Greenport. 

Mr. Decker was well known in 
art circles for his sketches and 
paintings of wildlife. His work was 
exhibited at sports shows, and 
many of his sketches had been 
published in fish and game maga- 
zines. 

Earlier in his career Mr. Decker 
played professional baseball and 
had been a stunt man in the mov- 
jies. For several years he edited 
|and published a weekly newspaper 
|in Maine. In the mid-’30s he was on 
the promotion staff of the New 
York Daily Mirror. 


NATHANIEL OLDS 

PHILADELPHIA, April 1—Nathan- 
‘iel S. Olds, 83, retired copywriter 
‘and former newspaper man, died 
March 26 at St. Luke’s Hospital 
| here. 

Born in Holley, N. Y., he was 
the brother of the late Dr. George 
'D. Olds, president of Amherst Col- 
j\lege. After graduating from the 
University of Rochester, Mr. Olds 
joined the staff of the Rochester 
Post-Express as a reporter. He 
moved to New York just before 
World War I and worked on the 
old New York World for a time, 
then entered the advertising busi- 
ness as a copywriter for the Caples 
Co. He retired in 1949. 

For the past 20 years he wrote 
a column “The Stroller” in the 
Greenwich Village community 
weekly, the Villager. He was a fre- 
quent contributor of articles, short 
stories and verse to newspapers 
and magazines, and _ translated 
\several French works for book 
publishers. 


LOYD B. CHAPPELL 

Los ANGELEs, April 1—Loyd B. 
Chappell, 63, head of the publish- 
ers’ representative company here 
bearing his name, died March 14. 
A pioneer in his field in the West, 
Mr. Chappell had operated his 
company since 1924. He was the 
first president of the Magazine 
Representative Assn. of Southern 
California. 


ABC Elects Members 

Two weekly newspapers, a daily, 
three agencies and an advertiser 
have been elected members of the 
Audit Bureau of Circulations. The 
weeklies are the Valley News, El 
Cajon, Cal., and the Weekly Globe 
& Mail, Toronto. The daily is the 
Daily News & Sun, Hobbs, N. M. 
The agencies are Geyer Advertis- 
ing, Detroit; Halsted & Van Vech- 
| ten, Red Bank, N. J., and Rippey, 
Henderson. Bucknam & Co., Den- 
ver. The advertiser is the People’s 
Savings Bank-Bridgeport, Bridge- 
| port, Conn. 
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In the Past 10 Years 


THE HOUSTON CHRONICLE Yemes 


Has Had A 
Larger Gain 


s «© CITY :_ HOME-DELIVERED* 


and 


| TOTAL CITY* 
CIRCULATION * 


Than Any Other 
Evening Newspaper 
in Any of the Top 
20 Metropolitan 


Cities 
JOHN T. JONES, IJR., President 
R. W. McCARTHY, Advertising Director 
M. J, GIBBONS, Genera! Advertising Mgr. 
THE BRANHAM COMPANY — National Representatives 


“Except Milwaukee Journal 
*Except New York Post 


*Source: See Comparison of Publishers’ 
Statements to ABC Sept. 30, 1947 
and Sept. 30, 1957 
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‘Now Is Time to 
Promote, Not Cut 
Ads, Engle Says 


New York, April 2—‘“This 
definitely not the time to cut ad 
budgets. The easiest thing in the 
world is to plan for a decrease in 
| business, but it takes some hard 
| shirt-sleeve selling to equal or beat 
last year.” 

These are the sentiments of Ed- 
ward F. Engle, sales promotion 
|division manager of the National 
|Retail Merchants Assn., as ex- 
pressed in a special bulletin sent 


is 


Dont 


UNDERESTIMATE | 
the SWEET 


VERMONT 
MARKET! 


areas experiencing severe weather 
conditions, response to advertised 
| merchandise has been excellent.” 


® The bulletin reminds retailers 
that “the primary aim of advertis- 
ing is to bring people into the 
store” and says that it provides a 
checklist for retailers for need 
traffic as well as volume. 


SOFT GOODS MAKERS 
SET DAD’S DAY PUSH 

New York, April 2—The Na- 
tional Retail Merchants Assn., dis- 
turbed over its declining share in 


PURCHASING POWER 
OVER $550 MILLION ‘the time to promote.” 


one onan, ONE ps uy B .. | The association (formerly called 
! ress: Rm. , Statler | . : : » 
Bidg., Boston 16. Mass., for information on {the National Retail Dry Goods 


the Key Vermont Daily Newspapers. Assn.) says it has just finished a 
spot survey, particularly on wheth- 
Pons sid fy se DAILIES er advertised merchandise is pull-| 
* Bu ~ Fees Press ing as well as before, and com- 

“ ro Reformer * Rutland Herald BRmanee 
t. pt a Caledonian-Record | “We can sepet without nian 


a growing market, reports that it 
has induced leading soft goods sup- 
pliers to prepare special merchan- 


to retailers, telling them, “Now is 


Day campaigns. 
Some of the 
plans include: 


© Cluett, Peabody & Co. will pro- 

mote shirts and wash-’n-wear 
items, using spreads in Life and 
|The Saturday Evening Post. Hickok 
Mfg. Co. is using a Life ad for its 
jewelry and a new elastic belt line. 


i. Manhattan Shirt Co. is plugging 
several new wash-’n-wear items 
lin Time and Holiday. McGregor- 
|Doniger is using color pages in 
|Holiday, Life, Look and The New 
\Yorker, 40 color pages in boating 
| magazines and 12x2%’ bus signs 
| for wash-’n-wear items, boxed co- 
ordinates and new swimwear 
| styles. 
11th in the nation in postal savings! 


Remarkable Rockford, Illinois is a market that can 
mean real profits for you. It is a growing industrial 
community . . . surrounded by a rich agricultural area. 
For full details write for new FACTS BOOK! 


31st in the nation in spendable income per household! 
2nd largest machine tool center in the world! 


+ + + 


e Phillips-Van Heusen is using 
|television, Life and The Saturday 
|Evening Post for an extensive line 
of new items. Pioneer Suspender 
‘Co. is planning to use radio and 
national magazines for its leather 
goods and jewelry. Puritan Sports- 
wear Corp. is using The New York 
Times Magazine and True for pol- 
ished cotton sweaters and sports- 
wear. Shields Inc. will be in Life, 
Look and The Saturday Evening 
Post with leather goods and jewel- 
ry. Swank Ince. is in Life with 
jewelry ensembles. 


e Both Varsity Pajamas and Wel- 
don Pajamas say they will use na- 
tional magazines for their sleep- 
| wear. 


ls While some manufacturers, like 
Jantzen Inc., do not report any spe- 
cial advertising scheduled for Fa- 
ther’s Day, most are packaging 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


may be used after Father’s Day. 


Merchandising T.N.T.! 


DRAMATIC NEW APPROACH 
TO MULTIPLE PACKAGING 


Forget everything you’ve ever heard about 
multiple packaging! No longer is it necessary 
to put up with fiimsy paper, clumsy board and 
obstinate glue. Now TEE-PAK offers a brand 
new, low-cost, proved way to pack multiple 
units. Transparent, high gloss, seamless 
CELLULOSE BANDS girdle your products 
into one, beautiful, compact unit... forms a 
glamorous, sturdy, sparkling multiple package 
that is unequaled for impulse selling! 


TEE-PAK Bands are easily applied for volume 
production on newly develo banding equip- 
ment, can be imprinted in almost any com- 
bination of colors. Applicable to round, square, 
rectangular or irregular shapes. Available in 
wide range of sizes. 


Let the sales- i— power of this mer- 
chandising T. work for your products. 
hone, write or a product samples, and 
we'll band them in any ; exsnbbbanthans of units 
you suggest and return them to you with com- 
plete information and costs. Tee-Pak, Inc., 
Cellulose Banding Division, 3520 S. Morgan 
St., Chicago 9, Ill. 


dise and campaigns for Father’s| 


their wares in gift boxes, many | 
with removable stickers so they | 


cation that, with the exception of| 


FREE 

4 PARK FREE 

wvom DOWNTOWN  anywueRe DOWNTOWN 
“ PARK-SHOP _ - 

7. e 
ESS ee «Ge see 


Metwrelly youd rather shay towntewe and Hs octually waster to park tome downtown! 


38,200 Free Parking 


n Do 
| be 


in 118 protected garages and parking lots! 


— I 7 
| ~ a 


'Downtown Park & Shop takes on a! 


new, hard-hitting approach as mer- | 
chants seek to break down shopper 
concern about the parking prob- 
lem. This Washington, D. C., news- 
paper campaign is handled by Kal, 
Ehrlich & Merrick. 


All py ow. will howe eoestal 
|Father’s Day displays and other 
dealer aids. + 


Suffrin Offers Ad Awards 

Harry Suffrin, Detroit retail 
merchant, has announced the third 
peers scholarship in advertising 
awards with $5,000 in prizes to be | 
awarded in competition among stu- 
dents at Michigan State Univer- 
sity, University of Detroit, Univer- 
sity of Michigan and Wayne State | 
University. Competition is Rais 
to students of junior and senior! 
standing at each of the four schools, 
with a total of $1,000 in cash schol- 
arship awards to be made at each 
of the schools and a $1,000 grand 
prize for “best of show” for one 
of the winners. 


Neely Joins Bond & Starr 

Bond & Starr, Pittsburgh, has 
appointed William J. Neely an ac- 
count executive. He formerly was 
a public relations representative 
for ow Ludlum Steel Corp. | 


Advertising Age, April 7 


1958 


Karagheusian Campaign 
Promotes Gulistan Carpets 
| A. & M. Karagheusian Inc., New 
| York, will promote Gulistan car- 
pets during April and May on the 
Bob & Ray segment of “Monitor” 
(NBC-Radio) and in House Beau- 
tiful and House & Garden. Each of 
| the 50 “Monitor” segments allows 
|a one-minute cut-in commercial 
| for local dealers following the 
|Gulistan message. The “garden of 
| roses” theme which the company 
| Says is the English translation 
of the Persian word, Gulistan, ini- 
tiated last fall, will be continued. 
A campaign for Gulistan com- 
mercial carpet will run in Ameri- 
can Motel, Architectural Forum, 
Casket & Sunnyside, Hotel Man- 
agement, Interior Design, Interiors, 
Institutions Magazine and Texas 


manufacturers’ PARKING STAMPS—Advertising for|Hotel Review. Fuller & Smith & 


Ross, New York, is the agency. 


Women Gaining in Advertising, 
Gardner Tells Adclub 

Women’s part in the advertising 
business is growing rapidly, Ruth 
M. Gardner, executive secretary of 
the Advertising Federation of 
America, New York, told the Mil- 
waukee Women’s Advertising Club 
last week. 

Of 375,000 persons in advertising, 
40,000 are women, and of 125,000 
in policy-making managerial posts, 
14,000 are women, she said. In the 
past 15 years, there has been an 
increase of 150% in the number 
of women in executive positions, 
compared to an increase for men of 
‘only 65%, she told the group. 


‘Expositor’ Boosts Price 

The Brantford Expositor, Brant- 
ford, Ont., has raised the price of 
single copies from 5¢ to 7¢. Home 
delivery rates were boosted from 
30¢ to 40¢ weekly. The newspaper 
attributed the move to rising pro- 
duction costs. 


Schwartz Joins Transport-Ads 

Marvin Schwartz has been ap- 
pointed vp and general manager 
of Transport-Ads of Milwaukee 
Inc. He previously was associated 
with Mutual Transportation Ad- 
vertising Inc. 


Earnings of 


Sales 
Company 1957 
Abbott Laboratories .. 
American Hospital 


1956 
$ 111,271,153 $ 96,789,412 $ 12,680,552 $ 10,859,010 $ 3.30 $ 2.80 


Advertisers 


1957 Fiscal Year 


Earnings 
1957 1956 


Earnings per Share 
1957 1956 


| Supply Corp. ...... 58,941,867 54,423,880 2,523,062 2,258,386 3.56 3.25 
| American Smelting & 
| Refining Co. ...... 498,551,310 592,925,651 24,966,947 39,826,820 3.00 3.50 
American Tobacco Co. . 1,098,092.746 1,091,206.358  57.094.650 51.688.800 8.28 7.45 
Beech-Nut Life Savers . 110,358,311 122,287,885 8,583,803 7,998,599 267 2.49 
2 aa 931,220.662 876,987,184 23,996.321 23,602,746 5.14 5.01 
Borg-Warner Corp. 608,514,099 598,695,774 34,076,578 35,841,952 3.81 4.01 
Commercial 
| Solvents Corp. ...... 65,931,804 62,579,560 1,449,638 2,974,960 53 109 
Serer 378,948,172 394,132,662 8.678.272 12,203,059 346 494 
Dennison Mfg. Co. 40,992,000 42,810,000 2,103,000 2.817.000 3.26 4.50 
RS $566 44549<-00 1,964,624,.295 1,888.445,757 396,610,341" 383,401,308" 8.48’ 8.20" 
Ekco Products Co. 59,913,209 57,361,422 3,697,054 5,139,733 2.67 3.77 
Electronics Corp. 
of America ........ 8,037,553 6,973,305 624,727 —599.655 ——° ——* 
Federal Sign & Signal 13,344,166 11,218,406 968,730 776,900 4.04 3.33 
Marshall Field & Co. .. 219,012,000 211,004,000 7,577,000 7,537,000 3.56 3.54 
| Ford Motor Co. ...... 5,771,300,000 4,647,000,000 282,800,000 236.600.0000 5.20 4.38 
|B. F. Goodrich Co. ... 734,650,802 724,168,401 39,369,705 43,765.431 4.40 4.90 
| International Paper Co. 940,427,571 969,618,438 78,387,891 86628013 ——° —— 
Kaiser Steel Corp. .... 208,308,000 201,490,000 21,439,000 23,572,000 591 6.57 
Kellogg Co. ......... 213,237,584 201,167,532 17,082,209 15,116.999 3.76 3.30 
| Thomas J. Lipton Inc. . 103,471,000 93,739,000 5,460,000 5,015,000 81.37 74.67 
| P. Lorillard Co. ..... 293,415,430 203,280,417 11,484,412 4,519,758 195 1.20 
| Merritt-Chapman & 
Sie GI accccess 354.343.5154 374,030,904¢ 13,170,332 12,881,736 2.27 2.26 
| Philip Morris Inc. .... 408,813,852 386,193,733 15,759,439 14,405,628 4.50 4.08 
| Motorola Inc. ........ 226,361,000 227,562,000 7,824,431 7,966,817 4.04 4.12 
|G. C. Murphy Co. .... 208,226,887 204,828,650 8,743,566 8.724.841 411 4.10 
| National Biscuit Co. .. 424,499,033 410,455,124 22,052,473 20,286,953 3.18 2.90 
Neisner Bros. Inc. .... 69,633,871 69,174,885 488,934 927,526 79 «61.50 
|Oneida Ltd. ........ ‘ f 523,186 511.216 138 134 
| Parke, Davis & Co. ... 162,287,823 134,092,736 27,929.887 17,645,728 5.67 3.59 
| Pitney-Bowes Inc. .... 45,906,583 43,548,165 4,137,147 4,109,219 3.07 3.08 
Rheem Mfg. Co. ...... 188,580,607 173,903,212 1,968,916 —9,163,134 97 —4.75 
Scott Paper Co. ...... 275,006,366 270,311,337 21.560.126 22.355.721 2.68 2.78 
Show Corp. of America 106,499,167 101,807,632 2,906,278 2.972.914 3.26 3.32 
Spiegel Inc. ........ 128,265,401 129,946,780 3,539,014 3,849,754 1.93 2.12 
Standard Oil (Ind.) .. 2,010,115,000 1,890.228,000 151.510.000 149,430,000 4.27* 4.33° 
Thatcher Glass Mfg. Co. 42,019,715 39,086,466 2,346,021 1,762,798 3.16 2.46 
ie 4 eeedeep 4,413,806.173 4,228.877,.241 419.406.956 348,098.916 3.00 2.70 
Universal Match Corp. 34,938,103 31,077,297 1,350,206 1,282,034 3.25! 2.61 
Western Union ...... 261,977,363 254,161,100 12,629,300 13,771,156 2.03 2.21 
Westinghouse Electric . 2.009.043.776 1,525,375.771 72,652,980 3,492,061 4.18 10 
Whirlpool Corp. ...... 402,322,212 390.976.925 10,591,570 14,217,895 161 2.20 
| Yale & Towne Mfg. Co. 128,558,408 122,572,526 4.692.257 6,023,869 2.12 3.01° 
| Zenith Radio Corp. 160,018,978 141,529,855 8.165.577 6,178,717 16.58 12.55 


not consolidated. ° Includes $2.55 from General 


* Includes dividends from General Motors Corp. common stock and income from controlled companies 


Motors dividends. © Not announced. ¢ Gross rev- 


| enue. ¢ Based on average of shares outstanding during the year. ‘ Includes 5S0¢ per share from 


| non-consolidated sources. 
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The best way 


to unearth a new 
and interesting 


advertising campaign 


is to dig into the 


ow 


imteresting facts 

about the product itself. 
And the agency 

; ie which digs deepest 

. usually comes up 

with the most pay dirt. 


a 


a YOUNG & RUBICAM, Inc., Advertising 


, we 


NEW YORK : CHICAGO - DETROIT: SAN FRANCISCO - LOS ANGELES * HOLLYWOOD - MONTREAL - TORONTO - LONDON * MEXICO CITY - FRANKFURT « SAN JUAN - CARACAS 
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You get them at the 


33 GET AGE families buy 
: most of all home appliances 


GET AGE families buy 


THE GET AGE: The years between 16 and 49. A fabulous span— 


because GET AGE families, as a group, spend more than two-thirds of America’s 
money ... an average of one-third more, per household, than any other 
age group.* You get more GET AGE families (more of all families, for that matter) 


a for your advertising dollar on ABC Television than on any other network! 


*Source: Alfred Politz, “Life Study of Consumer Expenditures,”” 1957. **Average audience based only on homes with housewife as classified by A. C. Nielsen. 
*** Average audience and program cost data based on A. C. Nielsen, November-December, 1957 (Sunday through Saturday, 7:30-10:30 P.M... NYT). Cost per thousand 


homes per commercial minute for housewife homes (16-49 years of age) based on programming costs prorated to include all A. C. Nielsen housewife-classified homes 
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GET AGE families buy GET AGE families buy most 
most of all gasoline of all shaving equipment 


GET AGE families buy 
most of all cameras 


ys) 

> 

GET AGE families buy 
most of all coffee 


(cake mixes, too!) 


75% of ABC’s average audience** is made up of GET AGE households! Corresponding figures for 
the other two networks are 67% and 69% respectively. Cost per thousand for GET AGE household- 
ers on ABC is $4.18. The other two: $4.66 and $5.12.*** 


GET AGE families are sold on aBc-Tv because ABC programming is tailored specifically for GeT AGE 
people. Caesar—the comedian the GET AGE breaks up over. Maverick—the free-wheeling slick who 
took Sunday night apart and put it together again (with Maverick on top). Welk and Walt Disney 


and Wyatt Earp. Programming, going where the getting is good—straight to GeT ace homes. How 
about you? Want to put your message across? Put iton... 


ABC TELEVISION 
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Ted Mueller, 59, 
VP, Publisher of 


‘Newsweek,’ Dies 


New York, April 2—Theodore F. | 
Mueller, 59, vp and publisher of 
Newsweek, died yesterday at the 
Harkness Pavilion of Columbia 
Presbyterian Medical Center, of | 
complications resulting from an op- 
eration two weeks ago. 

Born here, Mr. Mueller began his 
publishing career in 1917 as a 
makeup man for 
the McGraw 
Publishing 
Co. now Mc- 
Graw-Hill Pu b- 
lishing Co. He 
became an ad- 
vertising s ales- 
man for the old 
Street Railway 
Journal and trav- 
eled throughout 
the country. 
“Selling advertis- 
ing in trade papers in those days,” 
he once said, “was an arduous un- 
dertaking; a salesman had to wear 
out a great deal of shoe leather to 
get results.” 

Years later, at a_ testimonial 
luncheon given him by the Tech- 
nical Trade Assn., attended by a 
large number of business paper 
publishers, a pair of worn shoes 
were displayed with a placard in- 
scribed: “To Ted—whose slogan is, 
‘Thin shoes make a fat book’.” 


T. F. Mueller 


® In 1931 Mr. Mueller was ap- 
pointed assistant to Malcolm Muir, 
then president of McGraw-Hill, 
and acted as chief liaison officer 
between the president and the 24 
business publications which Mc- 
Graw-Hill then published. Mr. 
Mueller also played a prominent 
part in the launching of Business 
Week in 1929. In 1933 he served as 
assistant deputy administrator of 
the National Recovery Administra- 
tion in Washington. 

In 1937, Mr. 


ager of Newsweek. He was made a 
director and vp in 1942 and in 1949 
became publisher. 


For many years he was a director | 


of the Magazine Publishers Assn., 
and he also was active in the Audit 
Bureau of Circulations. He was 
considered an authority on techni- 
cal aspects of magazine circulation. 
He was also a director of the New 
York Board of Trade, the American 


NPBE——EXCELLENT SOURCE 
OF NEW IDEAS 


Says Norman K. Steen, 

Kenyon & Eckhardt, Inc., 

Advertising, New York City 
“The array of premium merchandise 
displayed each year at the National 
Premium Buyers Exposition is an 
excellent source of new promotion 
ideas. The occasion also affords the 
opportunity to discuss our needs with 
leading remium manufacturers. 
Some of the highly successful pro- 
motions conducted by our agency 
were inspired by merchandise dis- 
played at NPBE. As has been our 
custom our representatives will at- 
tend the Silver fammvereney exposi- 
tion to review the new offerings in 
premium and sales incentive mer- 
chandise.” 

A must for all whe use or 

are considering using premiums 


S: - Anniversary 


NATIONAL PREMIUM 


BUYERS EXPOSITION 
. « « the hub of the premium industry 
April 14-15-16-17, 1958 
CHICAGO ¢ NAVY PIER 


This exclusive trade show, not open to the 
public, is for executives, merchandisers, buy- 
ers who create, plan, purchase premium pro- 
motions. For advance admittance credentials 
write on your letterhead to 


A. B. Coffman Associates 
28 E. Jackson Bivd. . Chicago 4, Ill. 


NPBE ts held under the auspices of the 
Premtum Advertising Association of America, Inc. 


Mueller left Mc-| 
Graw-Hill to become general man- | 


Arbitration Assn., the West Sideja stroke the day before in his|law office in 1930. He served on 
Assn. of Commerce, and Junior | chambers. | the Illinois Commerce Commission 
Achievement. He was also a mem-! Judge Byrne, 71, was assistant|from 1933 to 1941, then returned 
ber of the Engineers Club, Eco- advertising manager of Marshall|to private practice for four years, 
nomic Club of New York, Winged Field & Co. from 1907 to 1911. He|and was elected to superior court 
Foot Club and Salmagundi Club. then became advertising and sales in 1945. 


|manager of Steger & Sons Piano 
CHARLES E. BYRNE Co., and was named vp, treasurer Aymar Joins ‘Bride's’ 
Cuicaco, April 


2—Superior and general manager of the com- Gordon C. Aymar Jr., formerly 
court Judge Charles E. Byrne, who | pany in 1919. }an account executive at J. Walter 
began his career as an advertising He studied law during his adver- | Thompson Co., has joined the New 
man, died April 1 after suffering |tising career, and opened his own|York advertising sales staff of 


Advertising Age, April 7, 1958 


Bride’s Magazine. Bride’s Magazine 
also has named Dawson Co., Miami, 
its advertising representative in 
Florida and the Caribbean area, 
succeeding Edwards Co. 


Donato Goes to Canada 

Nat V. Donato, formerly Cana- 
dian sales manager of ABC Film 
Syndication, New York, has joined 
Telepix Movies Ltd., Toronto, as 
director of sales. 
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Advertising Age, April 7, 1958 


Church to ‘Poul I 
Allen E. Clvaren, =e years (HOY t Agency J oins 


with Curtis Publishing Co., Phila-| 7 pe 
delphia, has joined the American Contimart European 


Poultry Journal, Chicago, as ad- 
vertising manager. Mr. Church | 
was Philadelphia publication man- 


ities in Europe as a whole. 


(Continued from Page 2) 


Saturday Evening Post. ,cific purpose of providing market- 


ticipating agencies would have 


Announcement of the formation| gone ahead with the scheme in 
of the company, with a fully paid “any case. 
Marketing Combine ___P capital of 80,000 Swiss francs | 
($20,000), came after nearly a year 
of preliminary work on creation of 
ager of Country Gentleman before in their respective countries, this, the organization. A spokesman for 
its sale to Farm Journal, and for it is claimed, is the first time that|Contimart pointed out that while 
the past several years has been on a number of leading agencies have the formation of the company was 
the advertising sales staff of The established a company for the spe-| stimulated by the coming of the) 


® President of the new company 
is Mervyn Talbot, director in 
charge of Crawford’s overseas di- 
vision. Other Contimart directors 
are D. Hans Berger and Dr. Fred- 
erick Hasler, both of Zurich. Ilmar 


_European Common Market andj Roostal, former manager of sales 


mea re ee + 


‘i 


THE WALL STREET JOURNAL 


published at: NEW YORK AND WASHINGTON, D. C. 
CHICAGO « DALLAS + SAN FRANCISCO 


Journa 


ing information and research facil-| talk of a free trade area, the par-| planning research of the Ford Mo- 


tor Co. AB of Stockholm, has been 
appointed general manager of Con- 
timart. 

A committee of management 
has been set up, consisting of Mr. 
Talbot and Mr. Roostal and repre- 
sentatives of the six shareholding 
agencies. The American member 
of this committee is Winthrop 
Hoyt, chairman of the Hoyt agen- 
cy. 
Contimart is to provide its sub- 
scribing agencies and their clients 
with an advisory service on all 
matters of marketing including 
sales analysis and planning, mar- 
keting and marketing research. + 


Eastman Boosts Malloy 

J. Wilson Malloy Jr., sales rep- 
resentative in Greensboro, N. C., 
for the textile division of Eastman 
Chemical Products Inc., Kingsport, 
Tenn., a subsidiary of Eastman Ko- 
dak Co., Rochester, N. Y., has been 
named assistant to the director of 
merchandising in the textile divi- 
sion’s New York office. 


PRE-TESTED 


BRAND-NEW! 
FIRST- RUN! 


Saturday Evening Post 

Over 650,000,000 readers of 
Norman Reilly Raine’s 65 Tug- 
boat Annie stories! 27-year run 
continues by popular demand. 


Motion Picture Feature 
Box-office record-breaker in the 
top motion picture theatres. 
N. Y. Times—“‘story superior” 
—“a box-office natural.” 


Chicago Audience Test 
92% of Lake Theatre audience 
rated “The Adventures of Tug- 
boat Annie” a TV favorite— 
certified by Haskins & Sells, 
C. P.A. 


CBC TV Network 


R. B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“excellent viewing audience’ — 
“general public, through mail 
and telephone calls, indicates 
strong appeal for every mem- 
ber of the family.’’ Tugboat 
Annie outrates such shows as 
Perry Como, Gunsmoke, Wyatt 
Earp, Dragnet, Climax, 
Disneyland and many, many 
others in Canada network 
markets. 


TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON « N.Y. 22 « Plaza 5-2100 
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48 
Still Dickering ... 


Hazel Bishop 
Girds for Return 
to Profitability 


We'll Stress Supermarts, 
Shun Foreign Markets, 


zel Bishop, in one capacity or an-|! 
other, at least until Hazel Bishop 
stock returned to the $8 level at 
which it was originally issued in 
1954. 

The stock—once at the $12 mark 
—now sells around $3 per share. 
Mr. Spector reminded his listeners | 
that his stock “was worth more} 


than $10,000,000 at one time,” and|} 


he added, “I haven’t sold a share} 
of stock in Hazel Bishop since 1955 | 
. . » I have consistently increased 
my holdings.” 


|to three years—an area where Ha- 
zel Bishop is concentrating its ef- 
forts and where, according to Mr. 
Salganik, “there is no cosmetic to 
| speak of.” 


s Stress was placed on the com- 
pany’s prospects in the supermar- 
ket field. Mr. Spector said Hazel 
Bishop is now the only cosmetics 
lline on sale in all of the seven 
largest grocery chains. He said no 
other cosmetics house could dupli- 
cate this feat because (1) Hazel 
Bishop is the only “prestige house” | 


Advertising Age, April 7, 1958 


KCMO tower 
1,042 ft. 


faa—tiffel tower 


s Discussing misspent advertising with a $1.25 lipstick that may also "es 984 ft. 
Long-Term Tv: Spector money—which he conceded played be bought in an under-$1 size; (2) | aes 
a part in the company’s recent def- three shades of Hazel Bishop ac-| aye 
New York, April 1—Hard on icit operations—Mr. Spector said|S- CHARLES NORRIS has been named | .ount for 75% of the company’s lip- | Lee 
the heels of the end of negotiations Hazel Bishop will spend $3,000,000 ad manager of West Virginia Pulp | stick sales, making for compact dis- ins 
for the sale of Hazel Bishop Inc. for advertising in fiscal 1958. In|& Paper Co., New York. He for-|play racks; (3) the previous $26,- Wies.4 
to Chesebrough-Pond’s Inc., Ray- fiscal '57 the figure was $4,300,000.| merly was advertising and promo-|000,000 advertising expenditure aN 


mond Spector said yesterday that Mr. Spector said more than $5,-| tion manager of Mergenthaler Lin-|has created consumer demand for 
he was negotiating for the sale of 000,000 was spent for television ad- otype Co. Hazel Bishop. 


his 62% ownership of Hazel Bishop|vertising in 1955 and ’56—pur- Mr. Spector also stated, “Today 
to “one of the most important fi- chases, he said, that “I, as an ad- |we are No. 1 in the variety store 
nancial groups in the country with- vertising man, would not ordinarily | “most valuable asset” Hazel Bishop | field.” Last year, he reported, the 
in the next 60 days.” give you $1,000,000 for.” The tv/|has. company did a business of nearly a NS oolworth 
The president of the eight-year- buys, he said, included NBC’s color, He told the stockholders that the | ¢3.900,000 with Woolworth alone. Bidg. 
old $10,000,000 cosmetics house, spectaculars—‘which proved disas-| ompany is now budgeted to make| He added that January, 1958, busi- 792 ft 
which last year ran $1,000,000 in| trous’”—and other tv shows which | “substantial profits” on $10,000,000 | ness was worth $458,000. Accord- | : 
the red (AA, March 31), reported! the company was forced to live|in sales. ing to Mr. Spector, Woolworth 
this prospective sale to the com- with because of its inability to get! “Your company has just finished | makes more than $1,500,000 profit 
pany’s annual stockholders’ meet- Class A time periods, among other |its third difficult year. I won’t| on Hazel Bishop products. 
ing, attended by about 50 people. considerations. make any prognostications,” he| The company has lost some $700,- 
Beyond acknowledging that the) The adman’s tirade against the | Said, but he added that Bishop had|999 in its foreign operations since 
prospective purchaser is not in the color spectaculars stems from his | “turned the corner” and was “op-| 1954, he said, and since Jan. 1 has 
cosmetics business, and asserting |often-expressed discontent with erating at a profit.” been concentrating on business in 
that it “can bring a great deal” to NBC’s first color spectaculars (AA,| Later in the meeting, Mr. Spector |the U.S., Canada and “profitable 
Hazel Bishop, Mr. Spector gave no Oct. 18, ’54 et seq.), of which Hazel predicted Hazel Bishop 1958 vol-| foreign countries.” 
further clue to its identity. Bishop was a co-sponsor. ume would be the “biggest in its 
As sale negotiations stand now, |history,” and said he was expecting 
Mr. Spector said he would remain ® “We could have made money by |a 300% increase in wholesale drug|, pearly two-hour meeting, Mr. 
with Hazel Bishop under a five- spending $2,000,000 less on adver-| field sales. Spector said: 
year contract as chief executive of- tising,” in 1955 and 1956, Mr. Spec-| Exec vp Joseph Salganik got in| “The basic thing that is going to 
ficer. Later in the meeting he an- tor continued, but the company’s his own prediction of a $15,000,000- | change the future of our business is 
swered a stockholder’s question by total investment in advertising, $20,000,000 potential market in the | the fact that we will no longer have 
saying he expected to be with Ha- placed at $26,000,000, is now the supermarket field in the next two/to buy time on a 52-week basis. We 


are going to concentrate our ad-| 
vertising more than ever before on 
our lipstick, which constitutes 50% 
of our business. We never intend 
to make another 52-week commit- 
ment as long as I have anything 
to do with this business.” + 
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PONTIAC, MICHIGAN . . . FIRST in Sales per Household! 


among 10 top cities of Michigan 
SALES PER HOUSEHOLD AVERAGES 


— 


Cr) 7 


PAKS 


Ny 


; Michigan «US. KPIX Appoints Simon JING 

$7,577 bey} se = Louis S. Simon, former sales ” \ 

"167 119 manager, KPIX, San Francisco, : N 

484 4 has been appointed general man- “& 
95% above the nig ERT TRE 738 4 A ager for the tv station. He replaces | S | 
U.S. Average Automotive ...... 1,245 986 747 Philip G. Lasky, who will continue / 
Filling Station ... 461 388 288 as executive in charge of West | 

Geeree: WT Clee Gates ceemetee Coast radio and tv for Westing- \ 


‘house Broadcasting Co., concen- 
trating on the company’s extensive 
community service activities in 
that area. 


The Pontiac Retail Trading Area, population 293,801, includes the major 
portion of Oakland County, second largest in Michigan. Here the Pontiac 
Press gives adequate and highly exclusive coverage for carrier surveys 
show 74% of Press homes take no other daily paper and 88% no other 
evening newspaper. 


en PONTIAC PRESS 


74 OUT OF 100 PRESS HOMES Scolaro, Meeker & Scott, New York, Philadelphia, Chicago and Detroit 
TAKE NO OTHER DAILY NEWSPAPER Doyle & Hawley, San Francisco and Los Angeles 


Nickel Joins Wittner 

Alfred R. Nickel, formerly ac- 
count executive and copy super- 
visor at the Marschalk & Pratt divi- 
sion of McCann-Erickson, has 
joined Fred Wittner Advertising, 
New York, as copy director. 


Kansas City it’s KCMO's “Eye-full” t 


cae 


SUPPORTED TOWER IN THE WORL 


LOCATED AT BROADCASTING HOUSE, KANSAS CITY. 
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To sell more where more is sold 


ooeit’s FIRST 3 FIRST! 


eae ae 
eo. 


Socawiing, sparsely settled areas do not provide the most profit- 
able markets for consumer sales. However, just as fertile farm lands 
respond abundantly to proper cultivation, so do the nation’s rela- 
tively few truly fertile markets respond enthusiastically to proper 
cultivation through a heavy and concentrated advertising campaign. 

In order to achieve maximum sales volume for your product it is 
generally most profitable to concentrate a large part of your adver- 
tising effort on the FIRST 3 markets of New York, Chicago and 
Philadelphia—markets which account for about 1/6 of Drug sales, 


The group with the Sunday Punch 


Rotogravure e Colorgravure 


New York 17, N. Y., News Building, 2 
San Francisco 4, Calif., 15 


aed Pgs Baie ee vas Soe 2a, Pmt aaa 


1/5 of Food sales, 1/5 of Furniture sales, and more than 1/4 of total 
U. S. Apparel sales. 

In these outstanding urban sales centers the family coverage of 
General Magazines, Syndicated Sunday Supplements, Radio and 
TV thins out. Only FIRST 3 MARKETS GROUP delivers a satu- 
rating 62% family coverage of these 3 city and suburban markets 
where 18°% of total U.S. Retail sales are made. To make your adver- 
tising sell more where more is sold .. . it’s FIRST 3 FIRST! 


Cireulation in excess of 6 million. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


20 East 42nd Street, MUrray Hill 7-4894 ¢ C Chicago 11, Ill., Tribune Tower, SU perior 7-0043 
5 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3 3460 Wilshire Boulevard, DUnkirk 5-3557 
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1957 FOO 


* 


ity fu 


scheduling. 


53,000 


ONE OF THE NATION'S RICHEST AREAS 


RESIDENTIAL AND INDUSTRIAL 
UNION COUNTY 


ABC CITY ZONE oe 
ONALLY — E-5.-'- 

™ Nys206 per family 

D SALES — $173,559,000 


1957 RETAIL GROCERY LINAGE te > oe nn oa * 
1 ’ ’ 


TOO! Modern qual 
nog color facilities every 


day for completely flexible 


CIRCULATION OVER 


Ghe Salt Lake Tribune 


Advertising Age, April 7, 1958 


| Department Store Sales... 


WASHINGTON, April 3—Depart- 
ment store sales for the week end- 
ing March 29 were 2% above sales 
for the similar week of 1957, the 
Federal Reserve Board reported 
today. For the four weeks to date, 
|sales were up only 1%. 

Sales for the year to date fell 2% 
below sales for the similar period 
last year. 


The Elizabeth Daily Journal 
Sells It Best! 
i s only one 
‘izabeth Daily Journal has on 
poy being. It is the newspaper 


that publishes news of and about the 


Ini unty. Therefore 
of Union co climate 


of interested local readers. 


Elizabeth Baily Jo 


ELIZABETH, NEW JERSEY 


urnal 


UNION COUNTY 
EDITION 


March 29: Boston, 12%; New York, 
11%; Philadelphia, 2%; Richmond, 
5%; Minneapolis, 1%; Kansas City, 
5%. The 
showed losses as follows: Cleve- 
land, 2%; Atlanta, Chicago and 


WEATHER 
= 


THE MAJOR MEDIUM 


OWING 
WEALTHY, GR a ial ae 
" UNION COUNTY 0° cnc 


Representatives 


Francisco, 1%. 


district sales will be released by 
the FRB next week. Sales for the 


= ; 


When you advertise in Salt Lake’s two metropolitan 
newspapers, you get more than just Salt Lake City 
circulation—you actually open the door to a million more 
prosperous prospects who live in the great Salt Lake 
Intermountain market. 1 million persons make it an 


exceptional market that is an exception to buying 
just the “first 20 markets”. 


DESERET NEWS so 
Sault Lake Telegram (EVENING) 


(MORNING & SUNDAY) 


Represented Nationally by MOL SCHMITT, Metro Comics Network. 


® Of the 12 FRB districts, six) 
showed gains for the week ending) 


remaining districts | 


Dallas, 3%; St. Louis and San| 


A detailed breakdown of these | 


| 


Pre-Easter Sales Up Only 2% 


districts during the 
weeks were as follows: 


prior two 


% Change from ‘57! 
Week Ending 
Federal Reserve Mar Mar 


District, Area, and City bs 22 
UNITED STATES —1 —4 
Boston District —s — 1 
Metropolitan Areas 
Boston — 5 + 4 
Downtown Boston — 6 + 3 
Suburban Boston —4 + 6 
Cambridge + 1 +10 
Quincy —4 +10 
Lowell - 6 —31 
City : 
Springfield 23 2 
New York District +9 — 6 
Metropolitan Areas 
SEED cxstncrnisisintinn r— § 3 
New York-N.E. 
New Jersey . r+12 — 6 
Newark ™ r+ 6 21 
New York me r+ 7 —7 
Rochester = 0 — 7 
SYTRCUSS ..0.<0c0eccsee0s —16 -§ 
Philadelphia District rit a4 
Metropolitan Areas 
Wilmington .......... +4 —28 
 Biteterntesentnnnisneceniet r— 1 ~ 40 
Lancaster 21 17 
Philadelphia ........ r+ 5 —18 
Reading --25 24 
BCPAMBOTE .2.<crccccessesse + 3 —15 
Wilkes-Barre—Hazleton r— 3 —l1 
Cleveland District . —%9 2 
Metropolitan Areas 
Lexington - —13 + 5 
Akron , —l1 — 5 
Canton wanes -10 + 1 
Cincinnati. , —15 + 7 
Cleveland ............... — 9 + 6 
Downtown Cleveland 13 - 3 
Columbus .............. —1 — 5 
Springfield ..... . —23 —17 
Youngstown .......... —23 —ll 
Erie initia nen =e —8 
Pittsburgh siduopen . 0 +4 
Wheeling-Steubenville —19 —7 
Richmond District —?2 —19 
Metropolitan Areas 
Washington . . = —1 —18 
Downtown Washington .r 0 —13 
Baltimore _............ we T— 3 -—26 
Downtown Baltimore — 6 —25 
Richmond —4 —15 
Atlanta District +4 —t 
Metropolitan Areas 
Birmingham +65 +2 
Mobile ..... , —22 +4 
Jacksonville. —4 +3 
a : +11 +5 
Downtown Miami r+ 6 —2 
Atlanta meenneeten + 7 ° 
Augusta caatadalinad +13 — 8 
New Orleans ...... — 8 —14 
Knoxville .......... -_ + 8 bd 
City 
CO EE . +29 ® 
Chicago District .... ~ 1 —6 
Metropolitan Areas 
Chicago .............. +4 — 6 
Indianapolis —4 7 
[aa (EEE : —12 -8 
Grand Rapids ....... +3 -12 
Milwaukee _ 4+ 4 3 
St. Louis District — 6 - 6 
Metropolitan Areas 
Little Rock ......... —9 —1 
Louisville 7 —17 +1 
St. Louis . 1 —7 
Memphis ... — 6 —2 
Minneapolis District +07 —3 
Metropolitan Areas 
Mpls.-St. Paul +17 3 
Mpls. and Suburbs . +17 — 6 
St. Paul sens +17 +3 
Cities 
Duluth-Superior .. +12 — 8 
Kansas City District —?2 6 
Metropolitan Areas 
EEE — 5 + 6 
Topeka + 4 4-18 
Wichita 5 —15 
Kansas City . —1 0 
St. Joseph —6 — 19 
Albuquerque . r—1 +9 
Oklahoma City r—12 —4 
Tulsa . . 0 —2 
City 
Joplin ... —t1 & 3 
Dallas District ... —3 —4 
Metropolitan Areas 
Dallas —4 + 2 
El Paso .......... , -10 +21 
Fort Worth ......... -12 — 6 
Houston. ................. —§ —19 
San Antonio ........ +18 +5 
San Francisco District . — 5 +5 
Metropolitan Areas 
Los Angeles—Long Beach —10 +4 
Downtown Los Angeles —li —4 
Westside Los Angeles —9 +3 
Sacramento .......... . +18 + 20 
San Diego ............... —4 — 4 
San Francisco-Oakland .. — 2 + 5 
San Francisco City . —4 +9 
Oakland .............. —8 -1l 
Portland mene — 7 +15 
Salt Lake City ...... +6 +2 
Seattle +32 0 
Spokane +7 — 3 
Tacoma +3 — 3 


' During March and April changes from 


|}a year ago reflect in part the fact that 


last year Easter was on April 21 while 
this year it will be on April 6. For this 
reason it is estimated that in comparison 
with last year an allowance should be 
made for an increase in sales of about 6 
per cent for the month of March as a 
whole and a corresponding decrease for 
the month of April. These allowances 
apply to the figures for the United States 
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ST. PAUL 12th ANNUAL 


consumer 


analysis 
IS NOW READY 


Brand preference study shows 


BIG OPPORTUNITY 
for advertisers in THIS MARKET 


The 1958 St. Paul Dispatch-Pioneer Press Consumer Analysis survey is 
ready for release . . . showing how your product rates in the big $603 mil- 
lion dollar market* of 516,300 people. For your personal co p y, contact 
your Ridder-Johns representative or write on your company letterhead to 
Consumer Analysis, Dept. B. 


*Ramsey, Dakota & Washington Counties. May 10, 1957 Sales Management Survey of Buying Power. 
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Chicago police 


officers George Kapple and John Kisen report arrival 


at scene of investigation. 
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L. was the night of March 16, 1929. 
The hands of the studio clock pointed to 11:10. A shirt-sleeved announcer 
stepped to the mike: “To squads 1, 37A and 38A: call Chief of Detectives John 
Egan’s office at once.” 


That's how Chicago began to use radio sets in its police cars. The Chicago 
Tribune proposed the idea and supplied the equipment. Tests were conducted 
with the engineering aid of WGN, the Tribune's radio station. 


These tests were so successful that on July 23, 1929, the Chicago City Council 


voted money for Chicago’s own police-car radio system—one of the first in the 
nation. 


Whether it’s selling an idea or the products of industry, the Tribune gets the job 
done in Chicago. 


In Chicago and suburbs, it reaches as many people as the seven top weekly 
magazines combined. More than six times as many Chicagoans read the Tribune as 
watch the average evening TV show. And the Tribune was the only Chicago 
newspaper.to show a gain in total daily net paid circulation during the official 
six month period ended September 30, 1957 over the same period in 1956. 


That’s why one small retailer was able to sell $5,000 worth of lamps from one 
quarter-page Tribune advertisement. Why a builder sold 169 homes in a single 
day from a single page. Why Pepsi-Cola more than doubled its take-home sales 
through a campaign spearheaded by 66 Tribune color pages. 


That’s probably one reason why last year advertisers spent over 55% of all their 
Chicago newspaper dollars in the Tribune. It will pay you to put the Tribune to 
work for you, too! 


THE TRIBUNE CAN DO ALMOST ANYTHING IN CHICAGO 
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U. $. OFFICES: Boston, Chicago, Charleston, 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications are | 
the mass circulation media read | 
most by the military. Write or 

} 


Irving | 
ELECTED—Officers of the Atlanta chapter, American Assn. of News- | 
paper Representatives, are William Reese, Katz Co., president; 
Robert Carney (not shown), Story, Brooks & Finley, vp; Campbell 
Irving, Shannon & Associates, secretary; Leonard Hopkins, Kelly- 
Smith Co., treasurer, and James Crawford, Ward-Griffith Co., di- 

rector. 


call for full information. 


ARMY TIMES + AIR FORCE TIMES * NAVY TIMES 


The American WEEKEND + MILITARY MARKET Magazine 


yee 


a 
a yr 


Crawford Hopkins 


The ARMY-NAVY. AIR FORCE REGISTER 


Ad Engineering Adds One 
ARMY TIMES 


PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


S. C., Dallas, Detroit, Honolulu, Los Angeles, 
Miami, New York, Philadelphia, San Francisco. 


Rome, Tokyo. ‘Bay Area electronics companies. 


Advertising Engineering Asso- 
ciates, San Mateo, has been ap- 
|pointed to direct advertising for 
| Electronic Processes Corp. of Cali- 
ornia, San Francisco. The agency | 
\recently was formed by Hal 7.3 
FOREIGN OFFICES: Frankfurt, London, Poris | Lawrence to service San Francisco 


Letter of application 


TO THE PRESIDENT of an 

important company, advertising agency 
or association seeking an accomplished 
Advertising, Sales Promotion, Marketing 
and Public Relations executive. 


Dear Sir: 


I am running this message because I believe in and respect the 
power of advertising to sell a good product or a good man. Some- 
where in these United States is a chief executive who will grant me 
the chance to serve his organization proficiently and profitably. 


Advertising, together with its correlative services, has been the 
basis of my profession for twenty-odd years. During this period I 
have been advertising director for one of the world’s largest utility 
holding corporations; advertising agency copy chief, creative head, 
account executive, supervisor and partner; director of public rela- 
tions for an important industrial association; and for 8 years, director 
of promotion for one of America’s leading consumer magazines. 


There are few facets of overall advertising in which I have 
not had considerable personal experience. My training has been 
sound and broadly diversified. My assignments and accomplishments 
represent a virtual cross-section of American business—hard and 
soft goods, food, drugs and toiletries, industrials, automotive, in- 
vestments, insurance, transportation, publishing, institutional. 


From the creative standpoint I have produced award-winning 
direct mail, newspaper and magazine advertising campaigns, radio 
and tv programs, commercial motion pictures, package designs, sales 
presentations, contests and premium programs, store-wide promo- 
tional plans and displays, convention themes, exposition displays, 
etc. I have done considerable market and product research and field 
survey work and have produced important market studies. I have 
worked on promotion and merchandising efforts with some of the 
country’s leading national advertisers and their agencies. 


I am familiar with multi-product manufacturing, distribution, 
advertising, promotion and merchandising methods. I am competent 
to administer a large staff and a large budget and prepared to work 
cooperatively and constructively with a company’s marketing, sales 
and merchandising personnel. For an advertising agency, I am quali- 
fied to function as an account executive, creative group head, sales 
promotion and merchandising service executive. All of these factors, 
together with my public relations experience qualify me for infor- 
mation and promotion responsibilities for a large association. 


Other qualifications in which you may be interested include an 
inherent ues sense, facile copy pen, pleasing appearance and per- 
sonality, extensive travel experience, competent speaking vocabulary, 
ability to represent my company at important meetings, conventions, 
etc., mature executive judgment and the ability to work in harmony 
with my associates and business men at every level of distribution. 


I profess no genius, nor claims to miracle accomplishments. I am 
exceptionally creative, I work hard and am enthusiastic. These 
requisites, together with a talent for getting support and effort from 
subordinates, usually result in the development of ideas, plans and 
the kind of material that a company and its sales staff welcome. 


I believe that all of the experience and know-how and ability 
I have acquired over the years have prepared and equipped me for 
the kind and degree of achievement that one considers the culminat- 
ing step in a business career. Now, I am really ready to pay off in 
many ways to an organization I can feel proud and privileged to 
serve. I offer my potential employer the product of preparatory, col- 
lege and business school training plus many future years of enthu- 
siasm, loyalty and dedication to his sales and advertising needs. 


BOX 985, ADVERTISING AGE, 480 Lexington Ave., N. Y. 17, N. Y. 


AB-PT Chalked Up | 


Record Grossin‘57; 
Net Dropped Sharply 


New York, April 2—American | 
Broadcasting-Paramount Theaters 
|chalked up a record gross income 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


For admen, it’s a gold mine. No where else can you find the 
multitude of useful market data issued by advertising media, 
trade associations and other sources throughout the country listed 
all in one place—in the annual Market Data section of ApvErTIS- 
ING AGE, which will be published for the 11th consecutive year in 


Advertising Age, April 7, 1958 


the May 5 issue. 


will be accepted. 


stated. 


Chicago 11, with any necessary 


\last year, but net operating earn- | 
|ings dropped sharply. 
| In the annual report to stock- | 
| holders, Leonard H. Goldenson, 
president of AB-PT, reported a 
gross income of $215,877,000, 
‘against $206,916,000 in 1956.| 
American Broadcasting Co. divi- | 
sion went from $98,759,000 in 1956 | 
| to $109,393,000 in 1957. Theater in- 
|ecome dropped from $100,565,000 
in ’56 to $95,280,000 in ’57. 

Net operating earnings after tax- 
es were $4,900,000 or $1.10 per! 
ishare compared with $7,735,000 or 
$1.78 per share in 1956. An addi- 
tional $742,000 or 18¢ per share, 
|was reported from capital gains 
in 1956; most of this accrued from 
the sale of theaters and property | 
| sites. 


® Mr. Goldenson said earnings 
| were lower in 1957 because of the 
|“restricted return from the ABC 
|division for the first nine months 
of the year, coupled with the de- 


| 


The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

More than 1,500 separate pieces of market data were listed in 
the section last year, and readers of ADVERTISING AGE sent in re- 
quests for 62,000 individual pieces. 

Advertising media, associations, trade groups and others are 
urged to submit their market studies and compilations for inclu- 
sion in this master list. There is no charge for such listings, but 
the material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1957, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other con- 
ditions are attached to its distribution, this should be clearly 


4. It must be received before April 10, 1958. 

Market data material scheduled for publication before Sept. 1, 
1958, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
Ace before April 10. The description must include probable date 
of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ApvERTISING AGE, 200 E. Illinois St., 


explanatory notes. 


pared with 573 at the end of 1956. 

Sales gains were noted for the 
AB-PT subsidiaries, Am-Par Rec- 
ords, ABC Film _ Syndication, 
Disneyland Park and several elec- 
tronic companies. 


® As for the company’s number 
one current problem, the future of 
the radio network, which was set 
up with separate corporation 


|identification last year, the report 
notes that: “New management was | 
brought in which placed primary | 


emphasis on new programming. 
There is no assurance at this date 
of broad acceptance by advertisers 
of this programming and further 
changes may be required.” + 


Gartield Adds Girard’s 
Garfield Advertising, San Fran- 
cisco, has been appointed to direct 
advertising for Girard’s Inc., San 
Rafael, manufacturer of Girard’s 


cline in the motion picture theater French dressing. The account for- 


|industry in the fourth quarter.” 
At the end of 1957, the company 


merly was handled by Heintz & 
Co., San Francisco. 


| was operating 537 theaters, com-|Cerre Co. Boosts Bogue 


Barney M. Bogue has been pro- 
moted to vp and creative director 
of Cerre Co., Detroit marketing 
and merchandising company. 
Arthur A. Cerre, president, said 
the appointment is part of a “re- 
alignment to increase services to 
automobile manufacturers and 
their dealers.” Cerre is active in 
the development of dealer sales 
programs for Chrysler Corp., Gen- 
eral Motors Corp. and Ford Motor 
Co. 


Avery-Knodel Names Three 

Avery-Knodel, New York, radio 
and tv station representative, has 
named Graham L. White to its tv 
sales staff, Daniel R. Kelly a radio 
sales promotion copywriter and 
Michael Joseph to the new post of 
radio programming consultant. Mr. 
White formerly was with Young 
Television Corp. Mr. Kelly pre- 
viously was with CBS-Tv. Mr. 
Joseph formerly was national pro- 
gram manager for the Founders 
Corp. stations. 


When INITIAL IMPA 


expert engravings 

can make good advertising ; 
look better...do a better Me 
selling job! 


| - . 


- . 
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118 SOUTH CLINTON STREET 


ae 


s. R.O.P. color, too! 


PHOTO ENGRAVING COMPANY 
° CHICAGO 6, ILLINOIS 


° FRANKLIN 2-6343 
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Fewer farms 


Serving more and more consumers 


Mean a bigger, richer FARM MARKET 
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“ Newspaper Advertising Linage 
February, 1958 
Media Records Reports for 52 Cities 
February February Per Cent January-February Per Cent 
Classification 1958 1957 = Change 1958 1957 = Change 


Retail (Total)* ...... 
(Dept. stores) .... 


100,341,830 106,211,702 — 5.5 207,282,336 216,741,488 — 4.4 
35,808,222 38,117,402 — 6.1 74,003,882 77,952,072 — 5.1 


General ........0. 28,355,001 30,008,517 — 5.5 51,786,001 56,363,597 — 8.1 
Automotive _.......... 10,499,178 14,364,966 —26.9 22,231,679 26,919,506 —17.4 
Financial ..........00.0.. 3,205,021 3,214,952 — 0.3 8,847,670 9,143,662 — 3.2 
Total Display 142,401,030 153,800,137 — 7.4 290,147,686 309,168,253 — 6.2 
Classified .............. 45,896,142 53,263,839 —13.8 95,272,295 108,404,918 —12.1 
WEEE crcemcorcccsnice 188,297,172 207,063,976 — 9.1 385,419,981 417,573,171 — 7.7 


*Includes department stores. 


‘TV Guide’ Moves Ad Execs |Chicago advertising manager, has 

John J. Quinn, formerly adver-| been named Mr. Quinn’s successor. 
tising manager of the Philadelphia Mr. Patterson is succeeded in Chi- 
edition of TV Guide, Radnor, Pa.,|cago by John A. Higgins, formerly 
has been named manager of the | advertising manager of the Lake 
Detroit and Michigan editions, with |Ontario and St. Lawrence editions, 
headquarters in Detroit. He suc-| Rochester. Lawrence M. Finn, for- 
ceeds Eric G. Larson, who has been|merly of the New York national 
appointed national promotion di-| advertising staff, has been named 
rector of the magazine at Radnor. | advertising manager of the Detroit 
Edward H. Patterson, formerly | and Michigan editions. 


BUSINESS IS 
WHERE MONEY IS 


> ie 
Wl GE With the highest 


per capita income in Europe, 


and its developed industry, 


SWEDEN is a market worth considering 


® Maybe we could help you to obtain your share of the business 
which is certainly to be had here. During the end of April-June 
two of our executives will be visiting the United States. Besides 
the places mentioned below, both of them will be available in 
New York May 10-18. 


AKE EVANS GUNNAR JOOS 


head of the agency’s branch 
office in Malmé, will be visit- 
ing New York, Chicago, San 
Francisco and Los Angeles. 


head of the agency’s office in 
Stockholm, will be visiting Los 
Angeles, San Francisco, Chi- 
cago and New York. 


® Giinther & Bick* is a leading Swedish advertising agency, 
which among its clients can already count some large American 
advertisers in the consumer-goods field. We will be glad to place 
at your disposal our experience in advertising all types of prod- 
ucts in Sweden. 


If you are interested, we suggest you write us NOW, so a 
meeting can be arranged to suit your convenience. 


Le 


GUNTHER & BACK AB 


Advertising and Marketing in Sweden 
Gulimarshus, Johanneshov, Stockholm—Cable: Adveragency, Stockholm 


*Pronounced Ginter & Beck. 
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Dry Dock Savings Bank's Ads Aim to 
Tantalize Would-Be Spenders into Saving 


New York, April 1—The Dry!adman who wanted one for a cli- 
Dock Savings Bank is finding that | ent’s convention. After the African 
a good way to get people to save|safari ad appeared, a man called 
money is to tempt them into spend- | to say he didn’t want to go to Afri- 


pon es 


poseful saving. 


ing it. 

This is not as paradoxical as it 
sounds. Since the first of the year, | 
the bank has been running a series | 
of small-space newspaper ads fea- | 
turing unique and pleasurable 
ways to spend money—each ad | 
ending with the moral: “The| 
cheapest way is to pay cash. And 
the best way to accumulate cash is 
to DryDock it every payday.” 

The luxuries featured in the ads 
run the gamut from a $150 classical | 
record library to a $2,500 African 
safari or a $40 “lovable lawnmow- 
er” baby lamb. All add up to the 
idea that whether you’re after a 
bargain or a luxury, be prepared. 
“Open an account in Dry Dock and 
add to it regularly. Then you'll 
always have cash when you want 
ay 


® Purposeful saving is not the only 
point of the ads. The bank is run- 
ning the campaign also to build 
good will and create a warm per- 
sonality for the bank—and as a 
public service. 

Every ad invites the reader to 
call or write “Miss Drake” at the 
bank for where-to-buy-it infor- 
mation on any divertissement fea- 
tured in the campaign. So far every 
ad has generated inquiries, al- 
though the bank does not feel that 
the test of the campaign is the 
number of responses received. So 
far, the $150 classical record li- 
brary brought in the most inquiries 
—more than 100. 

The aforementioned Miss Drake 
is the pseudonym of Sally Domi- 
nick, the bank’s ad, sales promo- 
tion and publicity director, who 
is handling the campaign. Besides 
lining up the ads, Miss Dominick 
also prepares a fact sheet which 


gives all necessary information on | 


buying each item. 


s If the polished prose of the ads 
has a familiar ring, perhaps it’s be- 
cause the copywriter and originator 
of the campaign is Leslie S. Pearl, 
retired vp and copy group head 
of Batten, Barton, Durstine & Os- 
born, who has long written Wal- 
lach’s newspaper ads. 

Dry Dock approached Mr. Pear! 
last year for a fresh campaign idea. 
When he suggested this series, Miss | 
Dominick, a free lance publicist | 
and consultant on banking and in- 
dustrial accounts, was hired in No- 
vember to handle it. 

The ads stimulate a variety of 


requests. One ad offering a Mexi- 
can burro for sale for $85 brought 
rental requests from a clergyman 
who wanted one for a Palm Sun- 
day procession, another from an 


ca but he would like information 
on a European vacation. 


= When an ad for a $995 telescope 
appeared, another man inquired if 
it might perhaps help his wife’s 
failing eyesight. 

Robert B. Grady Co. is placing 
the ads, which appear every Tues- 
day and Thursday in the New York 
Times. + 


Mercury Launches Contest 

The Mercury division, Ford Mo- 
tor Co., Detroit, has announced a 
$275,000 sweepstakes contest on| 
the Ed Sullivan show (CBS-TV) 
starting April 13 and continuing | 
eight weeks. There will be 1,500 | 
prizes, including 20 Mercurys. 
Viewers will be asked to write! 
about the seven chief performance | 
points of Mercury, and letters | 
drawn which correspond most) 
closely to the company’s own copy | 
will win the prizes. Kenyon &| 
Eckhardt is the agency. 


Colby Joins Triangle 

Martin Colby, formerly sales 
manager for Allied TV & Radio 
Productions Inc., New York, has | 
been appointed to the national 
sales staff of Triangle Publications’ 
radio and tv division. He replaces 
Sherman D. Gregory, who has 
joined the sales staff of ABC-TV 
Syndicated Films. 
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Mohr & Eicotf Gets Grant 
Co., Tabutrex Chemical 

Mohr & Eicoff has been appoint- 
ed to handle advertising for Grant 
Co., Chicago, tv mail order com- 
pany. Network time will be placed 
by the agency’s New York office, 
spot time by the Chicago office. 
The account will bill about $2,- 
500,000 annually, the agency says. 
Grant sells items such as an auto- 
matic vegetable shredder for sal- 
ads, an ironing board cover, cake 
decorator, auto polish, Trimobile 
(an exercising aid) and others. Ar- 
thur Meyerhoff & Co., Chicago, is 
the former agency. 

Mohr & Eicoff also has been 
named to handle promotion for an 
insect repellent ingredient, Tabu- 
trex, made by Glenn Chemical Co., 
Chicago. A budget of $180,000 has 
been set in radio, tv, magazines 
and newspapers to promote Tabu- 
trex. 


Kling Taps Kimberly, Hanscom 

Kling Studios, Chicago, has ap- 
pointed James H. Kimberly vp in 
charge of business development. 
Mr. Kimberly, recently with Kim- 
berly-Clark Corp., will have re- 
sponsibilities for all of Kling’s di- 
visions: art, photography, motion 
picture, sales promotion and train- 
ing and point of sale merchandis- 
ing. Kling also has named Frank 
H. Hanscom Jr. a sales consultant 
and account executive with its 
display divisions. Mr. Hanscom 
formerly was a sales representa- 
tive with the display division of 
Chicago Show Printing Co. 


Main line 
fo 
Editors 


feature 


SEND FOR a copy of FEATURE — 

America’s only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC 


1475 Broadway, New York 36, New York 


etting poor results from 
your printed efforts? 
Take a hard look at your 


typography —is it dull and 
monotonous? Give it shine 


and character—call... 


“Where typesetting is stil/ an art” 


SERVICE 


typographers, inc. 


723 S. Wells St. * HArrison 7-8560 * Chicago 7, Ill. 
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the biggest single selling force in Canada 


A 


fT 


4 


To get it off the ground 


you can’t handle a big job in a small way. 


to sell Canada—make no little plans—use 


Weekend 


MAGAZINE 
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ARF Drops 


Study; Cites ‘Unity’ 


(Continued from Page 1) 
better use of the medium.” 

“Many advertisers have said,” 
Mr. West went on, “that they 
would like to use magazines more 
if they could get data comparable 
to those of broadcasting, and this 
has been a consistent sentiment 
through the years.” 

The ARF magazine project was 
“a big project and a pioneering one | 
in that field; it involved a lot of| 
money and pioneered in the num- 
ber of magazines in a national 
sample. It involved big stakes, and 
it is understandable that some| 
publishers were reluctant and} 
skeptical.” 


s “Personally,” the ANA president 
said, “I should like to have seen a 
little more recognition of the need 
—and a little more determination 
to find a way to meet it, in- 
stead of settling back into the old 
pattern ‘The-big-will-do-it-them- 
selves,’ and little disposition to 
meet as a media group with the 
buyers.” 

The overriding arguments pre- 
sented against the study were 
three: (1) If done once, and not 
repeated regularly, it would have 
the effect of freezing magazines in 
their readership order, like a fly in 
amber; (2) it employed the dubi- 
ous principle of asking one group 
in a tripartite organization to pay 
for what the other two groups were 


|cumber.’ I am still convinced that | advertisers and agencies.” | 
_ the study somehow will be done. Family Circle and Look were 
It just won’t be the ARF that will the first magazines to rally to | 
be doing it.” ARF’s banner, but a survey taken | 
by ADVERTISING AGE on the eve of 
® The magazine study was an-|the annual meeting clearly indica- 
;mounced as an ARF project last ted a lack of enthusiasm for the 
Reactions to the abandonment of | 4Usust, but it soon became appar-| study among a vast majority of 
the project ranged from delight to ent that the foundation had touch- | magazines. 
sorrow: ed off a major research contro- 
| versy. s It was Time Inc., scheduled to 
ARF said the study had been|be the biggest source of funds, 
requested by 63% of its subscrib-| which threw the first big road- 
ers. It said there was “a pressing | block. 
Publisher Andrew Heiskell 
the magazine publishing industry | called in Mr. Seymour Nov. 7—one 
to get its story across effectively. week before the ARF annual meet- 
The 63% subscriber support | ing—and told him he could not 
must have been heavily weighted | count on support from any Time 
|on the advertiser-agency side, be-| Inc. books. 
s |cause magazine publishers, as a, Time Inc., publisher of big mag- 
= | group, seemingly did not recognize | azines, said the duplication factor 
the “pressing need.” 
Under the original Snencing| 
plans, the study—to be based on| 
30,000 interviews (the largest sam-| 
|ple ever used in a media study)— 
was to cost $800,000, with maga-| 
zines expected to underwrite 75% | 
of this cost. 


Magazine 


e William B. Carr, ad director of 
McCall’s, who was in the forefront 
of the opposition camp, said he was | no : 
“delighted they dropped it because | need” for such a survey to enable | 


of the many complications it of- 


i 


Paul West Wm. B. Carr 


fered.” He added that the Maga- 
zine Publishers Assn. shortly will |e Later, as ARF began to run into| 
announce its own research pro-| strong headwinds, the cost formula | 
| gram. | was altered to provide for an $80,-| 

| 000 peak for any one book. Time 
e Roger Humphries, of Procter &|Inc. and Curtis Publishing Co.,| , 
Gamble, who was chairman of! each with three magazines on the would hurt “the smaller publica- 
ARF’s committee on the study, |list, were still ticketed for more | tions.” ADvEeRTISING AGE observed 
said he was naturally “disappoint- | than $100,000 apiece. then that Time Inc.'s decision 
ed” but still feels there is “a great; Fund raiser Seymour tackled | may, in the opinion of observers 
need for this information.” | advertisers and agencies first, op-| here, kill all hopes for the study. 

‘erating on the seemingly sound| Newsweek, raising the cry of 
e G. Maxwell Ule, senior vp of | strategy that the magazines would | “taxation without representation,” 
‘Kenyon & Eckhardt, said, “This| adhere to the expressed wishes of |Joined Time Inc. and McCall’s in 
|indicates that the study is ahead | their customers. repudiating the study—and it be- 
of its time.” It shows, he added,| He reported early in October that | 82" to look like a rout. 


E. P. Seymour Wallace Wulfeck 


interested in; (3) it ignored a sub-/| that “we are not far enough along | advertisers and agencies were “re- 
stantial and costly body of research | to set up standards to which all of | markably for it.”” He said he had 
already done by major magazines. | us can agree.” not been turned down by a single 

What would be the effect on the) | agency. 
publishers of its abandonment? 'e E. P. (Spike) Seymour, who! 

There were some rumors of fu- served valiantly as fund raiser on|® In the magazine camp, however, 
ture recriminations between ad-/| the project, said: “I made the sale,| there were loud rumblings of dis- 
vertisers and publishers, but Dr. but I didn’t get the order.” content, extending even to Mr. 
Wulfeck probably summed it up | Seymour’s fund raising strategy. 
when he said, “One just Gocen't | e Dr. Lyndon O. Brown, vp of} Publishers complained, in off-the- 
know whether this will reflect in| Dancer-Fitzgerald-Sample and a/ record statements, that they were 
schedule policy.” | strong advocate of the study, said, being subjected to a squeeze play. 

He did say, however, that he “They faced the inevitable. I’m not A research executive at one maga- 
thought the “position of the pub- blowing my top about it. You can zine told Apvertisinc AcE: “ARF is 
lishers is out of date.” quote me as being ‘cool as a cu- trying to hit us over the head with 


Chevvy Dealers Hardest hit is Kal, Ehrlich & 


it plain that where they have been 
working they did a good job.” 


® Not to the ARF, though. At the 
Nov. 14 annual meeting, Mr. Sey- 
|/mour announced, “No one publish- 
er will kill this.” He recited a list 
of 19 top agencies and 11 giant 
advertisers already signed up. 

The fireworks that failed to 
develop at the conference did 
materialize at the board meeting 
later that day. 

As a result of this meeting, a 
halt was called to fund raising until 
advertisers and agency members 
of ARF could meet with publishers 


overlooked, for Bill Mclihenny, the 
office manager, headquartered here 
several years ago while working 


Merrick. It lost several dealerships 
which probably accounted for more 
Buy Ad Package 
from Ketchum 


® Dealer sources give a somewhat 
/more forceful picture of Mr. Averill 
in action. One dealer said “Larry | 
Averill is true blue and a yard 
wide, but he’s got Chevrolets run- | 


than $400,000 in billings, including| with dealers in nearby Maryland, | 


one major account that had been/|Baltimore, northern Virginia and 
with the agency since 1930. | West Virginia. 

Local agencies alert to the auto Dealers who would like to pull 
business had been on edge since| out of the arrangement don’t want 


ning in his veins instead of blood. ! last fall, when Ketchum opened its|to be responsible for any subse- 
He left no doubt that this was what Washington office to service the| quent upsurge in dog-eat-dog ad- 
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“who were seeking more informa- 
tion.” 

A mass meeting with publishers 
was held at the Hotel Plaza Dec. 18. 
Representatives of 45 magazines 
attended and listened to pleas for 
the study from Dr. Wulfeck; Paul 
West; Rex M. Budd, director of 
, advertising for Campbell Soup; and 
Ben R. Donaldson, director of insti- 
tutional advertising of Ford Motor 
| Co. 
| The study was then referred to 
|the Magazine Advertising Bureau 
|Committee of the Magazine Pub- 
| lishers Assn., a committee chaired 
'by Bill Carr of McCall’s. 

One month later MAB gently 
lofted the ball back to ARF. Mr. 
Carr informed Dr. Wulfeck that the 
|MAB committee had decided that 
| participation in the study “remains 
}an individual publisher decision.” 


es Mr. Seymour promptly began 
|making more calls on publishers. 

In the first week of February, 
| ARF sustained two blows, as Curtis 
| Publishing Co. and Reader’s Digest 
both turned thumbs down on the 
study. Then the Hearst Corp. told 
ARF, “No dice.” 

Meanwhile, Mr. Seymour had 
|eashed Progressive Farmer, True 
‘and U. S. News & World Report 
and also had secured tentative ap- 
proval from five or six other books. 

However, with the big multiple- 
magazine publishers’ eliminated 
| from the support list, the financing 


| problem seemed insoluble. 
} 


® The source suddenly materializ- 
ed last month in Philadelphia, 
where TV Guide had been sitting 
on the sidelines watching the in- 
fighting with great interest. The 
television program magazine saw 
obvious benefits for itself in the 
study and told the ARF that it 
would supply all the missing cap- 
| ital. 

ARF said $150,000 would do it. 
James Quirk, publisher of TV 
Guide, said: “You've got it.” 

This was the history and status 
of the magazine audience study up 
to last week’s board meeting at 
ARF, when it was decided finally 
to abandon the entire project. + 


members of the dealer group. 

In their current efforts to break 
away, they bend over backwards 
to concede that Ketchum has been 
striving conscientiously to fulfill its 
obligations. But they reiterate that 
they liked the individual attention 
they were getting from their own 
agencies. “Even if it costs more,” 
|}said one dealer, “I prefer to work 


(Continued from Page 2) Chevrolet wanted.” 
there can be no doubt about the Now, however, Mr. 
fact that the agency got a strong saying Chevvy dealers have no one} 
assist from Larry Averill, Chev- but themselves to blame if they feel 
rolet’s regional manager here. the arrangement cuts off the out-| 

His version is that the dealers| side help they tormerly had from | 
asked his advice after Ketchum had | agencies of their own choice. 


Air Transport Assn. and other ac-|vertising. And even if they were) with an agency of my own choice.” 


Averill is| counts it acquired during the liqui- | inclined to take a chance on their | 


dation of the Lewis Edwin Ryan |own, they seem convinced the|s As far back as two years ago, the 
agency. 


|Chevvy organization would take|Chevvy dealers association here 
a dim view of any action on their | embarked on a program to curb the 
® Its special situation in serving| part which upset an orderly mar-|highly competitive advertising of 
Chevrolet dealers could hardly be | keting operation desired by most! some of the local dealers. A list of 


Grand Jury Probes Car 

Price ‘Fixing’ in Capital 
WasHINGTON, April 1—The De- 
partment of Justice revealed today 
that it is presenting evidence to 
a grand jury that automobile deal- 
er associations here have been 
used to fix the prices of new cars, 
parts and accessories. | 
A letter filed in the federal dis- | 


“There’s nothing in the plan 
which prevents them from using) 
}agencies of their own choice in ad- 
| dition to Ketchum,” he told ApvER- 
TistInc Ace. “In fact, that’s the) 
beauty of the Ketchum plan. There 
can be competition in the prepara- 
tion of ads, so long as Ketchum gets 
its fee for the basic service it is| 
rendering. 


Ketchum, MacLeod & Grove, Inc. 


ade 


Examples of Individual Advertising Purchases 
Dealer A - has a newspaper with a local rate of $.50 an inch 


and a national rate of $1.00 an inch. 


s “I think that the dealers here 


advertising “don'ts” was agreed on 
which reportedly included (1) no 
price advertising; (2) no advertis- 
ing of monthly terms; (3) no ad- 
vertising of financing terms, and 
(4) no phrase promising a better 
deal than other Chevvy dealers. 
For a time the association retain- 
ed Kal, Ehrlich to “clear” all dealer 
ads, regardless of who prepared 
them. But by the time Ketchum 


trict court here said the investiga-| were in an emotional mood when If the dealer has $500 
tion involves the Greater Washing-| they decided to use KM&G exclu- 


ton Chevrolet Dealers Cooperative, | sively. I have a definite feeling 


dealer fund in commissionable media or $25.00 to spend 
in non-commissionable media: 


jentered the picture the dealers’ 
autonomous efforts to police their 
ads though the Kal agency had col- 


200 to spend from his individual 


Ford Dealers Advertising Fund and 
the Chrysler Dealers Assn. 

Details of issues which are being 
presented to the grand jury were 
not divulged, but they are reported | 
to involve the failure of local car | 
dealers to reduce their prices to re-| 
flect price reductions announced | 
by the manufacturers.” + 


solicited the account. “I had seen 
[Ketchum] operate in Pittsburgh 
and elsewhere, and I know what 
they were able to do for other deal- 
ers with the same kinds of prob- 
lems,” he said. “I certainly made 


they would have been better off if . 
they had stayed with the original 
plan, which enabled them to take) 
advantage of the services of KM&G | 
and still retain their own agen-| 
cies.” He expressed a belief dealers 
will eventually “go back to the 
original plans” (for advertising 
above the $10-per-car level). 


We could buy 500 inches of advertising at the national 
rate with the dealer's $500.00 and the agency would receive 
the usual agency commission from the newspaper. 


2. But if the agency takes $75.00 in commission from the 
dealer's gross amount of $500.00 and uses the remaining 
$425.00 to purchase at local rates...which are non- 
commissionable...then we can buy almost twice as much 
advertising. Since the local rate in this case is §.50 
an inch the agency can then purchase 850 inches of ad- 
vertising...rather than the 500 inches we could purchase 

; ; , at national rates. Obviously this is the better way. 

= On the sidelines, waiting to see 

how the dealers resolve their dif- 

ferences, are the several advertis- 

ing agencies which lost bread-and- 
butter accounts when the dealers | 
as a group picked up their business | 
and went to Ketchum. 


Dealer B - wants to advertise on the local radio station and the 
agency 44 in a sosition te earn a cowmiasicn from the 


SPACE DEAL—This portion of one page of Ketchum, MacLeod’s memo 
to its field men explains by example how one phase of the plan 
works. 


lapsed. 


s William Gillilan, who pioneered 
the Chevvy dealer operation for 
Ketchum in Pittsburgh in 1948 and 
is now vp and director of marketing 
of the agency, seems particularly 
concerned with the need for dealer 
activity which backs up Chevrolet 
national promotions with sufficient 
strength so that Chevrolet gets a 
maximum percentage of the car 
sales made on any particular day 

He points proudly to the fact 
that Chevvy is in top sales position 
in territories served by KM&G 
clients. = 


= 
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Bliss Committees 
Map New (and Safer) 
ARF Research Path 


New York, April 2—A fairly 
natural question, after the Adver- 
tising Research Foundation had 
rung down the curtain on the mag- 
azine audience study—where does 
ARF go now? 

One thing seems likely. If a fair- 
ly substantial body of opinion in 
ARF prevails, the foundation will 
eschew trying to finance and con- 
duct any future studies of the mag- 
nitude of the magazine study or 
even the Printed Advertising Rat- 
ing Methods (PARM) study. 

Dr. Wallace H. Wulfeck, chair- 
man of the ARF and chairman of 
the executive committee of Wil- 
liam Esty Co., told ADVERTISING AGE 
this week that Vincent R. Bliss, | 
president of Earle Ludgin & Co., 
chairman of the project planning | 
committee, will report to the board 
on the future tack of the founda- 
tion. 

Mr. Bliss has three subcommit- 
tees at work, one on general pro- 
jects, headed by Kenneth Laird, 
Tatham-Laird Inc.; one on specific 
projects, headed by Vernon Myers, 
publisher of Look; and one on liai- 
son with laboratories, universities 
and industrial research, headed by | 
Edward Battey, Compton Adver-| 
tising. 


8s Dr. Wulfeck said Mr. Laird’s 
committee already had taken a 
general position in favor of explor- 
atory and pioneering research and | 
pilot studies, but in general opposi- | 
tion to major projects of research | 
like PARM and the magazine 
study. The subcommittee favors 
ARF’s studying research problems, | 
delineating the problems and turn- 
ing the studies over to someone else 
to be carried forward. 

On the other hand, Dr. Wulfeck | 
reported that Mr. Myers’ commit- | 
tee had recommended some re- 
search projects of “major stature,” 
and he expressed the view that the 
two subcommittees would have to| 
reconcile their recommendations 
as to the future course of ARF. 

“There will be some change in| 
the policy of the foundation,” Dr. | 
Wulfeck reported, “but in what di- 
rection and to what extent I can- | 
not say.” | 


s It has apparently been suggest- 
ed that ARF’s long struggle over 
how to produce the study and how 
to finance it have weakened the | 
foundation, but Dr. Wulfeck said | 
flatly that this has no bearing on | 
present considerations about fu- 
ture activities. 

One of the major criticisms of 
the magazine study now removed 
from the areas of controversy is 
the immense amount of time and | 
money consumed in its course. 

Dr. Wulfeck estimates that about | 
25% of his time in the past year 
was spent on the magazine study. 


s Paul West, president of the Assn. 
of National Advertisers, took a sim- | 
ilar view of the prospects for ARF 
“My general leaning, subject to! 
discussion by the board, is that 
ARF itself ought not to engage in 
research undertakings of [the size 
of the magazine study]. Doing pilot 
work and then getting a sponsor is, 
in the long run, sounder for the 
ARF. 

“We ought to remember,” Mr. 
West said, “that we tend to think | 
in patterns of the past, that those | 
patterns are changing, and that it 
is a good time to review ARF's| 
course.”’ He pointed to a finding of | 
[ANA’s] Frey study—the need 
for research on the effectiveness 
of advertising—and commented, 
“There’s the kind of thing that’s 
down ARF’s alley.” 


s What has ARF done in the past? 

The foundation reported last No- 
vember that it has been responsible 
for some $2,000,000 worth of re-| 


search in print media alone. | studies. ARF has so far engaged in 
These studies have covered daily | 18 consultations. 
and Sunday newspapers, 14 farm) ARF also will undertake confi-| 
publications, transportation adver- dential appraisals of media studies | 
tising in 14 cities, four business|to help subscribers in determining 
papers, an executive management) the validty of data. 
publication, two weekly newspa-| ARF has a standing committee 
pers and 11 Canadian magazines.|on motivation research, now) 
One of the continuing ARF serv-|chaired by Herta Herzog, of Mc-! 
ices consists of its consultation|Cann-Erickson, which is engaged 
facilities. This is a confidential|in “evaluating projective research 
service, offering technical help in| techniques in current use.” Its 
the design and plan of research | main contribution so far has been) 


a bibliography on the subject. 
There is another standing com- 
mittee on radio-tv ratings, now 


chaired by E. L. Deckinger, of Grey , F as 
Advertising Agency, which is re- That’s What Advertisers Reach in 
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volume, “Recommended Standards 280,000 Copies Weekly 

for Radio & Television Program With 98% Male Readership 
Audience Size Measurements,” Largest Newsstand Sale of Any Sports Weekly 
which touched off a research con- } Published Weekly Since 1886—70 Continvous Yeors 
troversy of its own. # — naan ce tcinateaiaet 
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it’s TRUE... 


Both GIANTS 


Reader’s of TRUE’s big April issue saw Central 
America’s fire-spitting giant Izalco volcano... but in 
every issue of TRUE, smart advertisers in this giant 
man’s magazine find out what super-heated 
sales-action really is. 


America’s largest selling man’s magazine, TRUE 
guarantees 2 1/4 million ABC net paid circula- 
tion... delivers a current bonus of more than 400,000. 


Edited for the biggest all mate magazine audience 
anywhere, TRUE also gets close attention from over 
one million women who insist on sharing their men’s 
favorite reading. 


Issue for issue, TRUE outsells Life or Look at news- 
stands ... has greater dollar sales at newsstands than 
the Saturday Evening Post. Ad dollar revenue Ist 
quarter of 1958 was up 33% —topping all other major 
magazines. 


In today’s cost-price squeeze, you can’t afford to pay 
for waste circulation. Nail down America’s mass 
man’s market... at lower cost per thousand than 
the big mixed mass weekly price ticket. Profit from 
the active young magazine giant... that’s TRUE. 


are RED HOT! 


MALE vs. FEMALE BUYING POWER 
When buying a car — HE chooses the make. 
When it comes to life insurance — HE names the 
company. MEN make the brand decisions... as 
proved in TRUE’s new reports by Daniel Starch 
& Staff in consultation with the Advertising 
Research Foundation. 


Check brand decision in your product. Ask for 
the study applying to your category. 

Air Conditioners - Air Travel - Automobiles 
Beer - Business Shirts - Electric Shavers 
Life Insurance - Liquor - Outboard Motors 
Shaving Cream - Television Sets - Tires 


AMERICA'S LARGEST SELLING MAN'S MAGAZINE 


A FAWCETT PUBLICATION — Fawcett Bldg... New York 
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Broyhill Furniture | 

Unit Bases Pushon | 
’ . . 

14-Page ‘Living’ Ad 

New York, April 1—The Premier 
division of Broyhill Furniture Fac- 
tories, Lenoir, N.C., will climax its 
home furnishings advertising cam- 
paign with a 14-page insert in the 
June issue of Living for Young 
Homemakers. 

The company placed a two-page 
four-color ad in Life and another 
in Look late last year. Similar ads 
were run in the February and 
March issues of Living. 

Living is merchandising the cam- 
paign by setting up model rooms in 
furniture stores in the U.S. and 
Canada. A spokesman for the mag- 
azine said today some 575 stores 
were participating and that “more 
are being added every day.” 

Living also is furnishing dealers 
with promotion kits and Broyhill’s 
agency, Houck & Co., Roanoke, Va., 
is sending newspaper mats to deal- 
ers. 

The 14-page insert in Living will 
consist of eight four-color pages 
and six b&w pages. + 


Fisher Boosts New Packages _ 

Fisher Flouring Mills Co., Seat- 
tle, is launching a campaign to 
promote its new packaging, in 
which the various packages are 
color-coded according to product. | 
A full-color page has run in Sun-| 
set Magazine’s March issue for the 
entire Handypak line; a special 
schedule is running for wheat 
germ in the Pacific Coast edition 
of American Weekly and in 10 
West Coast dailies, and a March 27 | 
schedule pushing blend flour in the | 
new fire-engine red bag in Wash- | 
ington, California and Oregon for 
blend flour, wheat germ, whole 
wheat and rye. Tv spots, and dai- 
lies in Alaska are also being used. 
Pacific National, Seattle, is the 
agency. 


Premium Club Starts Drive 
on Postal Weight 

The Premium Merchandising 
Club of New York is spearheading 
an active campaign to have the 
weight limit on third class mail in- 
creased from 8 oz. up to—but not 
including—16 oz. Co-chairmen of | 
the club’s interim postal rate com- | 
mittee are Harry Horn, Advertising 
Distributors of America, and Nor- 
man K. Steen, Kenyon & Eckhardt. 


ONLY the RECORD and JOURNAL 


e pee ees ¥ a a 
COVER | 
Meriden + Wallingford, ge 


One of Connecti- 
cut's buying-est markets 
is yours here, with The 
Record & Journal! Size? 
Nearly 100,000 custom- 
ers. Effective buying in- 
come? Over $132 mil- 
lion*. Coverage? With 
The Record & Journal, 
97 % |! And—no Hartford 
or New Haven daily ABC 
newspaper has over 400 
circulation here. 


*SM ‘57 Survey. 


The Meriden 
RECORD and JOURNAL 


Meriden * Connecticut 


National Representatives: 
Giuman, Nico. & RuTHman 


House of Worsted-tex Will 
Launch Suits in Drive 
Newspapers and radio-tv in 15 
markets will be used in the intro- 
duction in August of a new line 
of wool-Dynel flannel suits for 


/men by House of Worsted-tex, 
| Philadelphia. The suit, called “D- 


30-SPS” (for 30% Dynel self- 
pressing-suit), will retail at $65. 
The Dynel fiber is made by the 
Union Carbide Chemicals Co. divi- 
sion of Union Carbide Corp. 

Direct mail, wirdow displays 


and other sales promotion material 
will be used when the suit is mar- 
keted nationally. Worsted-tex will 
also feature blazer jackets and 
‘slacks of the same fabric blend, 
selling together for about the same 
price as a suit. The Worsted-tex 
agency is Peck Advertising, New 
York. 
Castrol Appoints Wesley 
Castrol Oils {nec., subsidiary of | 
C. C. Wakefield & Co., London, has | 


St 6 ANE as 
fe aoe ella 


York, to handle advertising for 


Castrol motor oils and lubricants. | 


Castrol is a widely-known brand 
in Britain and other European 
markets, and the company says it 


now plans to expand its U.S. dis- | 


tribution. Waketield calls itself the 
“world’s largest independent pro- 
ducer of motor oils.” Mann-Ellis 
Inc., New York, is the previous 
Castrol agency. 


Mutual Affiliates Elect 


|appointed Wesley Associates, New | At a meeting of Mutual Broad- 


where your sales story >= 
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casting System affiliates in Wash- 
ington, Victor C. Diehm, WAZL, 
Hazel, Pa., was elected chairman 
of the affiliates committee. Other 
officers elected are Carter Peterson, 
WCCP, Savannah, vp; Mike Lay- 
man, WSFC, Somerset, Ky., secre- 
tary, and George Hatch, KAII, 
Salt Lake City, chairman of the 
resolutions committee. At the 
meeting, the affiliates passed a 


|resolution commending the net- 


work’s Operation Newsbeat pro- 
gramming setup. 


reaches the whole.. 
Decision-Making 


Today, most major advertising decisions are shaped by team effort. Chances are, in the 
companies and agencies you want to reach, at least three, four or more executives will 
influence the choice of your market, media or service. 


Industrial Marketing's monthly penetration of industrial companies and agencies is a 
vital selling factor for IM advertisers. Because IM is the only publication serving the 
specialized interests of those concerned with selling and advertising to business and 
industry, most of the men who call the shots in industrial marketing are enthusiastic 
IM readers. For example, at Waldie and Briggs, Inc., the Chicago agency which numbers 
among its accounts such important business-paper advertisers as the Whiting Corp., 
Illinois Tool Works and Maremont Automotive Products, Inc., here is what five mem- 
bers of the decision-making team say about Industrial Marketing: 


C. Peter Frantz 


Vice-President in charge 
of Planning 


“Planning for our clients in the 
industrial field demands a consid- 
erable amount of source material 
and background information to 
provide a solid foundation for 
creative thinking. An important 
source of trends in industrial adver- 
tising is contained in the editorial 
pages of Industrial Marketing. We 
rely on IM to help supply this 
necessary element.” 


James H. Bolt 


Vice-President in charge of 
Client Services 


“For our entire agency team, Indus- 
trial Marketing is a most important 
source of information. Because the 
articles cover the various phases of 
marketing they give us a complete 
picture that is very helpful. IM is 
interesting and well written — I 
read it thoroughly each month. In 
addition, I often read the advertise- 
ments, as they, too, provide helpful 
information.” 
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Tax Break tor Stepped-up Advertising Urged 
as Sales Stimulant to Thwart Recession 


Houston, April 1—An adman | Cable & Associates suggested two | 
here has proposed a special federal | possible tax formulas. One would 
tax break for companies that step | be to double the tax deduction for 
up their advertising and sales pro-|an advertiser’s selling costs. An- 
motion. The plan, he says, “holds| other would be to allow a tax ad- 
the possibility of turning our pre-| vantage on the percentage of 1958 
sent recession into a boom within | selling costs in excess of 1957 costs. | 
90 days.” 

In a letter to Sen. Lyndon John-|# “The problem as I see it,” said | 
son (D., Tex.), Jack Cable of Jack |Mr. Cable, “is one of getting pri-| 


vate money spent quickly where it 
will do the most good. To accom- 
plish this on a large scale requires 
a tangible incentive. A tax advan- 
tage to those businesses that will 
make the needed effort seems to be 
the answer.” 

The immediate job of advertis- 
ing, he said, is “making the ad- 
vantages of making purchases now 
outweigh the advantages of hold- 


of security hedge.” 
“What we must have,” he went 


on, “is a fast practical workable | 


jway to force sales. When we do 
this, the recession is practically 
over. One brisk cycle of buying 
and selling is probably all that is 
needed.” 


s In defense of his selective tax 
plan Mr. Cable said, “Throughout 
our history, it has been the Amer- 
jican way to provide specific in- 


ing back funds and credit as a sort) centives to individuals, groups and | 


corporations so that they would be 
|induced to exert themselves and 


“Asactive participants in the affairs 
of the National Industrial Advertis- 
ers Association, we find Industrial 


Bruce K. Stabelfeldt 


Vice-President and Director 
of Merchandising 


“We find Industrial Marketing 
blends in perfectly with the many 
activities we employ in servicing 
our clients. From research to public 
relations and merchandising, IM 
stands for ‘important material’ that 
our people consider a must in the 
three R’s—reading, reviewing and 
reference. And, it’s not infrequent 
to find IM in use by our clients.” 


Marketing the 


They help us — 


Robert F. DeLay 


Account Manager 


source of news of this important 
organization. We frequently ear- 
mark articles for review by oui 
copy staff. Personally, | keep back 
copies for one year for ready refer- 
ence on specific ‘ 


Account 


vertising 


only complete 


Briggs.” 


‘how-to” articles. 
and our clients.” 


Raymon M. Wall 


Manager 


“Industrial Marketing has done a 
consistently good job of reporting 
and editorializing for the great ad- 


and marketing field it 


serves. I read it for many years as 
an advertising manager, and now 
find it equally helpful and informa- 
tive in my job with Waldie and 


The magazine of selling and adecilising lo business and sndubly 
INDUSTRIAL MARKETING 
© © NB 200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 
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i a Coe 


480 LEXINGTON AVENUE + 


NEW YORK 17, 


Yor« 


employ their private resources in 
the public good.” 

He cited (1) the fast wartime 
depreciation allowances for pro- 
ducers of war material to encour- 
age private investment and (2) the 
2742% depletion allowance for pe- 
troleum companies to encourage 
participation by more risk capital. 

The tax break plan for adver- 
tisers—which Mr. Cable noted 
“could be pushed as the Democrat- 
ic Party plan for beating the re- 
cession now’’—has the added ad- 
vantage, he said, of being “more 
| efficient than a general tax cut... 
jand at the same time will not be 
\likely to contribute to a current 
federal deficit or plant the seeds of 
future inflation. 

“It is not at all beyond the realm 
of possibility that under this plan 
the government’s net tax revenue 
from business would be increased 
\this year,” Mr. Cable said. # 


| 
Hyatt Bearings Wins RR Award 
The Hyatt Bearings division of 
General Motors Corp. has been 
named winner of the seventh an- 
nual Golden Spike Awards adver- 
| tising competition sponsored by the 
Assn. of Railroad Advertising Man- 
|agers. The award is presented each 
year to the advertiser outside the 
jcemvene industry that is believed 
to have made the most outstanding 
contribution to a better under- 
| Standing of American railroads. 
|Winning entry was Hyatt’s 1957 
railroad advertising campaign in 
Pee papers. 


Nancy Crandell Joins Popai 

| Nancy Crandell, former assistant 
to the director of public relations 
of Assn. of National Advertisers, 
has joined Point-of-Purchase Ad- 
vertising Institute, New York, as 
director of press relations. Mrs. 


|Crandell succeeds Rod Ludwig, 
who has resigned. 
Marcus Leaves ‘La Prensa’ 


Alan S. Marcus has resigned as 
advertising manager of La Prensa, 
New York Spanish language daily, 
to devote full-time to the consult- 
|ing company bearing his name. 


5th Fastest 
Growing 


U.S. City 
THE BIG, GOLDEN...’ 


That's Orlando, the Can- 
averal Missile Base Market 
Place .. . We can’t name 
the other 4 fastest growing 
cities. Let them speak for 
themselves. 

Orlando Sentinel-Star has 
5 times the combined cir- 
culation of Tampa, Miami 
& Jacksonville papers in 
the Cen. Fla. 5-county area 
— Call The Branham Co. 


Orlando 
THE BRANHAM CO. 
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Growing 
U.S. City 

THE BIG, GOLDEN.... 


That's Orlando, the Can- 
averal Missile Base Market 
Place ... We can’t name 
the other 4 fastest growing 
cities. Let them speak for 
themselves. 

Orlando Sentinel-Star has 
5 times the combined cir- 
culation of Tampa, Miami 
& Jacksonville papers in 
the Cen, Fla. 5-county area 
— Call The Branham Co. 


Orlando 


THE BRANHAM CO. 
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'McCall Corp. Reports Ad 
Revenue of $25,300,222 in ‘57 Perrottet Elected 


McCall Corp., New York, has re- Head of Business 
ported a record gross advertising - 
revenue of $25,300,222 in 1957. The Paper Committee 
| Previous high, in 1956, was $20,- | Conti 
|054,065. Last year’s revenues in- (Continued from Page 3) 
cluded $21,731,543 from McCall’s,| Of the presidents of ABP and NBP 
$3,137,879 from Redbook and $430,- | 2nd five representatives from each 
800 from the pattern division (Mc-| Organization. The addition of six 


|Call’s Pattern Book and McCall’s 
| Needlework & Crafts). Comparable 
figures in 1956 were $17,304,222 fo: | 


members to the committee, ANA 
believes, will make the group more 
representative of the over-all busi- 
ness publishing field. 


of the industry's advertising firms. Sell it with results in Food Field Reporter. 


The marketing newspaper for food and grocery manufacturers 


FOOD FIELD REPORTER = 708 Third Avenue, New York, N. Y. 


*As listed in Standard 
Advertising Register 


McCall’s, $2,326,343 for Redbook, | 
and $423,500 in the pattern divi-| 
HUDSO eat sion. 
| Zz! .. iia ~A aan. a 
Biggest advertising industry by far, the food and field al ee eran 
iggest advertising industry by far, the food and grocery field also contains the largest Japan’s sixth commercial televi- | 
loaded with number of advertisers. "ene 2,500* aggressive firms, with thousands of competitive | sion goat tog JOFR-TV, Fukuoka 
brands, each invest over $20,000 annually in consumer media. What a market for you — lbegan re ler tramesniosions in 
advert ising alive with prospects, spending ever-more for promotion at the same time that other major | oareh with a weekly schedule of 
industries are cutting down! Sell it with strength in the one great publication that delivers 145 program hours. The station had 
accoun (s mile-deep executive penetration — at headquarters and at field sales levels — in 95% |time sales in the first week cover- 


ing 40 program hours. JOFR-TV 
covers a population of 4,500,000 on 
the island of Kyushu. There are 
|approximately 35,000 sets in use 
|now in the station’s service area. 


. Louisville’s FOREMOST and 
BEST KNOWN FIGURE 


WHAS-TYV’s Channel 11 figure is a unique reminder 
to viewers that WHAS-TV has been built upon originality. 


Original and distinctive programs are a WHAS-TV tradition. 
“Hayloft Hoedown”, continually sponsored for six years, 

and the 10:30 p.m. WHAS-TV News with exclusive daily newsreel, 
sponsored every night since the station went on the air 

in March, 1950, attest to WHAS-TV’s program superiority. 
Eighteen major community service awards in less than 

seven years speak eloquently, too. 


The Channel 11 figure should remind you that for selling 

results, your advertising deserves individual attention . . . and the 
ADDED IMPACT OF PROGRAMMING OF CHARACTER. 
In Louisville, WHAS-TV programming PAYS OFF! 


FOREMOST in Service— 
BEST in Entertainment! 


VICTOR A. SHOLIS, Director 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 


16,000 WATrs 


BASIC CBS-TV Network 


8 In cooperation with the ANA 
| business papers committee, headed 
by Ralph Winslow, vp, Koppers 
Co., who is also chairman of ANA, 
a task force has been set up to 
| propose recommendations on four 
major problems: 

(1) Development of better un- 
derstanding of functions of busi- 
ness paper advertising; (2) survey 
of product buying influences and 
business paper readership with 
ANA member companies; (3) 
fostering circulation audits and 
improving the usefulness of circu- 
lation analyses of business papers; 
and (4) study of business paper 
circulation and advertising rate 
trends. 

The six new members of the 
Business Paper Publishers Com- 
mittee are Donald V. Buttenheim, 
Buttenheim-Dix Publishing Co.; 
C. William Cleworth, Cleworth 
Publishing Co.; C. B. Larrabee, 
American Chemical Society Publi- 
cations; G. L. Milne, Domestic En- 
gineering; Don Nichols, Ahrens 
Publishing Co.; and Robert C. Van 
Kampen, Hitchcock Publishing Co. 

ABP members on the committee 
are Philip D. Allen, Maclean-Hun- 
ter Publications; Clifford S. Bailey, 
Motor; William K. Beard Jr., presi- 
'dent of ABP; Nelson Bond, Mc- 
Graw-Hill Publishing Co.; Philip 
Hubbard, Reinhold Publishing Co.; 
jand Leo Williams, Fairchild Pub- 
| lications. 

NBP members are G. Carroll 
| Buzby, Chilton Co.; Robert Har- 
‘per, president of NBP; R. C. 
Jaenke, Penton Publishing Co.; 
B. P. Mast Sr., Conover-Mast Pub- 
lications; Louis J. Perrottet, Gage 
Publishing Co.; and Leonard 
Tingle, Butterick Publishing Co. # 


Griffith, McCreary Merge 

Roland’ McCreary Advertising 
Agency, St. Petersburg, Fla., has 
merged with Griffith Advertising 
Agency, St. Petersburg. Roland 
McCreary becomes an account ex- 
ecutive with the agency. Principal 
accounts brought to Griffith by 
McCreary are Florida Builders 
Inc., Irving Green & Associates; 
Southern Water Conditioning Co., 
Turnercraft Boats, and Trend Line 
factory engineered building com- 
ponents. 


Wexler Joins Taco Heaters 

William W. Wexler, formerly 
advertising and sales promotion 
manager of Raytheon Mfg. Co., 
Waltham, Mass., has joined Taco 
Heaters Inc., Cranston, R. I., as 
manager of marketing. He will be 
responsible for advertising, mar- 
keting research, product develop- 
ment and field sales. 


Ptizer Aids Pharmacists 

Pfizer Laboratories and J. B. 
Roerig divisions of Chas. Pfizer & 
Co. have mailed brochures to every 
retail and hospital pharmacy in 
the country offering them, free of 
charge, a public relations kit con- 
taining materials and instructions 
on how “to publicize pharmacy’s 
service to the community.” 


Shamie Promotes Mintz 

' Leo K. Mintz, formerly in charge 
of sales for “Grocers’ Spotlight 
Buyer’s Guide & Directory” pub- 
|lished by Shamie Publications Co., 
|Detroit, has been promoted to ad 
manager of Grocers’ Spotlight, 
northern Ohio edition, published 
by Shamie. 


} 
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A man’s guide to women: No. 14 


La 


Courting Habits of the 


American Male and Female 


Ti 


( 


Men and women are different. 
Different in every way you can imagine. 
They are not only different in the 
way they look, but also in their way 

of thinking, talking, behaving. Take 
the gentle art of Courtship. Have you 
ever noticed how differently the 
sexes go about it? Observe, please, 
men and women in six basic 
stages of “romance”: 


eee 2 ee, 


pnre fee 
Male Behavior Female Behavior Male Behavior Female Behavior 
' 
' 
] 
‘ es, 3 
} ~ x4 eX ; 
) v4 - ’ ' 
STAGE 1 wv STAGE 4 1 
First Fluttery ' Display of 4 ! 
Feeling ; Accomplishments ! 
; 
" ' 
" ' 
; os) 
' 
STAGE 2 STAGE 5 \ 
Official " Search for , 
Portraits | Common \ 
, Interests j 
' } 
! 
' 4 
' 4 S : ; 
STAGE 3 | STAGE 6 
Billets Doux ; lotion | ed : 
" 1 
1 " 
\ ' 


Just as men and women have different courting habits, they also 
have different reading habits. Obviously, a woman finds much more to interest her in 
Ladies’ Home Journal than a man does. Because the Journal is edited for her and 
her alone. This is why more women buy and read the Journal than any other 
magazine on earth! The Journal's person-to-person relationship with its readers 
works for advertisers, too. Advertising directed to the world’s most responsive 
women’s audience evidently pays off. For advertisers invest more money—and by 
a wide margin—in Ladies’ Home Journal than in any other women’s magazine. 


Women have a world of their own... 
and a magazine of their own... 


“JOURNAL fi 


A CURTIS PUBLICATION 


...-THE NO. @ MAGAZINE FOR WOMEN 


NO. 1) iN CIRCULATION * NO. C1) IN NEWSSTAND SALES « NO. C1) IN ADVERTISING REVENUE 
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PHOTOGRAPH 


REVIEW 


ATTRACTION—Hills Bros. Coffee Inc. promotes its “First instant that 

smells like coffee!” theme on six rotating, painted bulletins erected 

in the Los Angeles area by Pacific Outdoor Advertising Co. N. W. 
Ayer & Son, San Francisco, is the agency. 


Rowntree 


McNeill 
visitoR—‘“If you’re not advertising you’re working 
too hard” was the subject of a talk given by John 
Hoefer, Hoefer, Dieterich & Brown, San Francisco, 
president of the Advertising Assn. of the West, be- 
fore the Advertising & Sales Bureau of the Van- 


i x Be se 


Corcelli Roller 
PRACTICE—Members Bette Timmerman, Diane Cor- 
celli, Hilda Roller, Margaret Morris and Mary Alice 
Whittington get limbered up for the Women’s Ad- 


Timmerman 


Koushner Clark 


Sirot Diehl 


Hoefer 

couver, B. C., Board of Trade. Pictured here with 
Mr. Hoefer are Gordon Rowntree, chairman, and 
Neil McNeill, past chairman, of the club; Carole 
Koushner, “Miss Vancouver 1957,” and Allan Clark, 
vp, AAW district 5. 


Morris Whittington 
vertising Club of Cleveland’s April 8 show, “Little 
Orphan Advertising.” Proceeds from the show are 


used to send children to summer camp. 


Lemakis Petersen Williams 


CANDIDATE—Gardner Advertising Co.’s representative for the title of 

Miss St. Louis Advertising is Jeanne Lemakis—the agency’s Miss 

Hourglass of 1958. Members of her court are Sandra Sirot, Joan 

Diehl, Jackie Petersen and Pat Williams. The hour glass is a Gardner 
emblem, 


HONORED—Julian K. Billings, creative director, Bozell & Jacobs, and 
Mary E. Gleason, ad manager, Omaha National Bank, were named 


adman and adwoman of the year by the Omaha Advertising Club. 


Kohl Wilson 
FIRM CONTRACT—Wilson Concrete Co., Omaha, received a 16-pound 
contract made of newly mixed cement when they bought a series of 
spots from KMTV, Omaha. The station sales manager, Harrison 
Kohl, presented the non-breakable contract to Wayne P. Wilson of 
Wilson Concrete and Jim Lipsey, Universal Advertising Agency. 
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38¢ out of every dollar spent 

on consumer goods and services 
is spent by households that read 
an average issue of [IJ J3 


LIFE gives an advertiser a vast and responsive market 
every week. 


The average issue of LIFE is read by 15,320,000 house- 
holds—31% of all U. S. households. And these 31% buy 
38% of all consumer goods and services. 


What a market. And what a selling opportunity, when 
you know for certain that you can reach 38¢ out of every 
consumer dollar spent in the U. S. market place. 


These newly released figures from LIFE’s Study of 
Consumer Expenditures reaffirm what LIFE advertisers 


already know: that all across the country, people who 
read LIFE are the people who are receptive to selling 
messages . . . the people who actually do the better-than- 
average purchasing. 


No wonder in 1957 advertisers invested $47 million 
more in LIFE than in the next leading magazine. 


No wonder advertising appearing in LIFE is the ad- 
vertising most often used by retailers for store tie-in 
displays... by actual count, far more than the advertising 
in any other magazine. 


ONLY LIFE gives you 


so much marketing information...so swiftly, so surely 


Source: LIFE’s Study of Consumer Expenditures, an anal- 
ysis of $200 billion of the $265 billion spent by U. 8. 


households for consumer goods and services in 1956. Copyright 1958, by TIME Inc, 
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contact 


“‘Contact with engineers engaged in the fast-moving field of materials 
handling is fundamental to our success. New product research and 
development for tomorrow’s industrial equipment is important; equally 
so is the means of communicating our progress. Advertising in 
leading business magazines enables us to reach the men who influence 


the purchases of our products.’’ 
Robert C. Becherer, President, Link Belt Company 


CONTACT—Through consistent advertising of your 
products and services to the men-who-buy, you can 
enlarge your market coverage with minimum man- 
power. Such contact will materially aid your sales 
representation while decreasing selling costs. In 


McGraw-Hill Publications ®: 


today’s leading growth industries, more than one 
million key businessmen subscribe to McGraw-Hill 
magazines. You can reach these decision-makers 
by concentrating your advertising in those McGraw- 
Hill magazines which serve your major markets. 


McGraw-Hill Publishing Company, Incorporated + 330 West 42nd Street, New York 36, N.Y. 
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Advertising Age, April 7, 1958 


contact 


McGraw-Hill magazines enable 
you to maintain constant contact 
with business leaders throughout 
industry. These are the men re- 
sponsible for a large share of indus- 
trial purchases totalling over $38 
billion annually. 


McGraw-Hill 
Publications 


... serve American Industry with: 


Appliance-Radio-TV 
Electrical Merchandising 


Atomic Energy 
Nucleonics 


Aviation 
Aviation Week 


Chemical Process Industries 
Chemical Engineering 
Chemical Week 


Coal Mining 

Coal Age 

Construction 

Construction Methods & Equipment 
Engineering News-Record 


Distribution — Industrial 
Industrial Distribution 


Electrical Construction and 
Maintenance 

Electrical Construction & 
Maintenance 


Electrical Goods 
Electrical Wholesaling 


Electrical Utilities 
Electrical World 
Power 

Electrical West 


Electronics 
Electronics 


Food 
Food Engineering 


Instruments and Controls 
Control Engineering 


Management 
Business Week 


Manufacturing Plant 
Operation 

Factory Management & 
Maintenance 


Metal and Nonmetallic Mining 
Engineering and Mining Journal 
E & MJ Metal and 

Mineral Markets 


Metalworking 
American Machinist 


Petroleum 
Petroleum Week 
National Petroleum News 


Power 

Power 

Electrical World 
Electrical West 


Product Design 
Product Engineering 


Purchasing — Industrial 
and Business 
Purchasing Week 


Textiles 
Textile World 


Trucks and Buses 
Fleet Owner 


Overseas Publications 

Management Digest (Latin 
America and Overseas Editions) 

The American Automobile 

El Automovil Americano 

Ingenieria Internacional Industria 

Ingenieria Internacional 
Construccion 


(Buyers’ Guides, Directories, 
Handbooks for many fields 
of industry) 


Economize Way — 
to Profits? It's 
Fatal, Says Kelly 


New York, April 1—‘“For 40 
years I have been watching mer- 
chandising operations in many 
| different industries. Never have I 
known of a company that has been 
able to economize its way into a 
profit,” Philip J. Kelly, vp of mar- 
keting for Calvert Distillers Co., 
a unit of the House of Seagram, 
told the Sales Executives Club of 
New York last week. 

“Those of us who, since World 
| War I, have been through five 
| depressions and adjustments,” Mr. 
Kelly said, “aren’t sitting back 
laughing at whatever it is that is 
| besetting our economy at the mo- 
| ment. But we do say to ourselves: 
|Nothing can happen to us that! 
|hasn’t happened before. We have 
seen tough times, but have been| 
‘able to sell our way out of diffi- 
| culties, and we can do it again.” 

“This year,” Mr. Kelly said, “is 
going down in economic history as 
|either a year of the scorekeeper or 
the year of the player. By score- 
keepers I mean the efficiency ex-| 
perts, the financial geniuses, the 
treasurers and controllers who are 
now having their heyday. They 
are busy setting up what they con- 
sider ‘realistic’ quotas, cutting sell- 
ing budgets, reducing advertising 
expenditures, and in general scar- 
ing everybody to death.” 


s In rebuttal, Joseph L. Wood, as- 
sistant treasurer of Johns-Man- 
| ville Corp., argued that the score- 
keeper is the man “who must melt 
down the fat of overhead so that 
| sales by inspired business leaders | 
| will produce a reasonable profit.) 

“A little adversity,” Mr. Wood| 
| said, “is the greatest efficiency ex- | 
pert a business can have. The job 
of the scorekeepers is not to curtail 
advertising or sales budgets, but 
to root out waste and extrava- | 
gance.” 

Mr. Wood said that by keeping 
careful score on overhead and} 
|eliminating duplication of facili- 
| ties his own company had raised 
j}its January, 1958, profits above 
\those of a year ago, in spite of 
| slightly lower sales volume. # 


Hollingsworth Joins Stevens 

| Zane Hollingsworth has joined 
the staff of Stevens Inc., Grand 
Rapids, Mich., where he will be 
responsible for account service and 
management plus new business de- 
velopment for the agency. He pre- 
viously was an account executive | 
with Jaqua Co., Grand Rapids. 


Schick Sales, Profits Drop 
Schick Inc., Lancaster, Pa., re- 
ports a drop in sales and profits | 
for 1957. Consolidated net sales 
totaled $25,111,494, with a net prof- | 
it of $1,352,530, or $1.13 per share. 
In 1956 the company reported sales 
of $27,512,830 and profits of $3,- 
157,686, equal to $2.63 per share. 


Chodorkoff Joins DWG Cigar 

Seymour Chodorkoff, formerly 
advertising and sales manager of 
Flav-R-Straws Inc., Mt. Vernon, 
N. Y., has been named advertising 
and sales promotion manager of | 
DWG Cigar Corp., Detroit, maker | 
of R. G. Dun, Santa Fe, El Verso! 
and other cigar brands. 


WIIM Reports Revenues 

Broadcasting revenue for WJIM 
and WJIM-TV, Lansing, Mich., op- 
jerated by Gross Telecasting Inc., | 
amounted to $2,733,846 for 1957, | 
according to its annual report. 
Revenue for 1956 was $2,815,408. 
Net earnings for 1957 were $674,- 
239, and for 1956, $741,926. 
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FOR THE TABLE, TOO—Traditionally, food processors have been sold 
rigid aluminum foil packaging on display superiority or production 
savings, says Ekco-Alcoa Containers, while consumers are sold on 
the convenience and disposability of the packages. Its new cam- 
paign, running in trade publications, goes a step farther and features 
the “fifth benefit”—the seldom-featured table service theme, dem- 
onstrated here in handsome color photographs. Gordon & Hemp- 
stead, Chicago, is the agency. 


Coe to Jennings & Thompson 

Richard E. Coe has joined) 
the creative staff of Jennings & 
Thompson, Phoenix. From 1939) 


cuse, 


GE Sets Big Drive for Radio, 
Housewares Division 

General Electric Co.’s house- 
wares and radio receiver divi- 
sion, Bridgeport, Conn., will sup- 
‘plement its magazine and tv cam- 
paign this spring with the “most 
extensive local campaign it has yet 
|attempted.” Starting April 7, the 
completely factory-paid campaign 
will use radio, tv and newspapers. 

Three daytime radio shows, the 
“Kate Smith Show” (MBS), “Art 
Linkletter House Party” (CBS), 
and “Bert Parks Bandstand” 
|(NBC), will carry GE advertising 
ion more than 600 radio stations. 
According to M. M. Masterpool, di- 
vision ad manager, the shows in- 
volved were chosen for the “mer- 
chandisable qualities of the fea- 
tured personalities.” 148 daily 
| newspapers in 100 markets will be 
/used. Daytime tv spots will be used 
in 25 markets. Young & Rubicam, 
New York, is the agency. 


| 


Larkin Joins Maxwell House 
Arthur E. Larkin Jr. has been 

|appointed marketing manager of 

|\the Maxwell House division of 


, headed his own agency in Syra-| General Foods Corp., Hoboken, N. 
N. Y., Coe Advertising| J., effective April 15. The post has 
Agency. During the past two years| been vacant for about a year. Mr. 
he also was a partner in Coolican,| Larkin was formerly a director 
until early this year, Mr. Coe|Coe & Coolican, Syracuse agency.| and vp of George A. Hormel Co. 


From the House of Ideas 


INGENUITY...IMPACT... ECONOMY 


An eye catching display for 
supermarket selling. Designed 
to save space, get your display 
into view. * Special Self-Stik 
Mystik Gondola Plak may be 
used over and over if desired. 
Contact Chicago Show for the 
ideas —and production facilities 
which assure your success at 
Point-of-Sale. Write or phone. 
2635 N. Kildare, Chicago 39, 
Ilinois « SPaulding 2-1600 
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New Head of BofA Tells Its Goals: — 
No. 1 Nationally, Third of Ad Pie 


(Continued from Page 3) 
points, and that with my sales and 
marketing background I'd bring) 
a fresh buyer’s viewpoint to the 
business which might have some 
value. As for the ins and outs of 
newspapering and newspaper ad- 
vertising, I’m still a long way from 
being an expert, but I hope to im- 
prove in time.” 


to be intrigued with the job that 
can be done by the Bureau of Ad- 
vertising. | 

“I took this job,” he says, “be- | 
cause it is obvious to me that 
newspapers have not done any- | 
where near as good a job of getting 
their story across to the advertiser | 
and the agency as they might have. 
I’m not worried about the product | 
we're selling. It’s terrific. I'm con- 


# You don’t have to be an expert cerned with developing the organ- 


on newspapers, or even on adver- 
tising, Charlie Lipscomb maintains, 


| 


izational and structural facilities 
to perform a threefold function on 


LU BBOC K reas isBIGGE Revery time you buy! 


Population last estimate: 1 > ay a OOO 
1960 Sales Management projection: $3, OOO — 


SM, Nov. 10, 1957 


8th metropolitan area in the nation in percent of growth, 1950-1960! 


Only the Lubbock AVALANCHE-JOURNAL 


Sells the Lubbock market! CIRCULATION OVER 63,000 


SEE 


YOUR NEAREST 


From the House of Ideas 


TEXAS DAILY 


PRESS LEAGUE OFFICE 


“The average person can be exposed to every ad in his newspaper in 

30 minutes of thumbing through... If he listens to television five or 

six hours a day he is still exposed to 10% or less of all the television 
advertising.” 


behalf of newspaper advertising— 
(1) to analyze and define, specifi- 
cally, the fundamental sales points 
of newspapers; (2) to document 
those fundamental sales points 


with sound and sensible and imag- 
inative research; and (3) to put 
behind this basic material a five- 
year plan of the hardest, most in- 
tensive, most creative selling any 
medium has ever had put behind 
Na 

In terms of goals, Charlie Lips- 
comb and the newspaper members 
|of the bureau are quite specific. 
They want to regain the first posi- 
tion in national advertising which 
newspapers once held, and which 
they have lost in recent years. 


EFFECTIVE PRODUCT DISPLAYS 


Mystik Self-Stik Bottle Holder 
Plak features product on 


They don’t expect to see other me- 
dia decline; as total advertising 
volume moves up, they anticipate 
that all media—print and broad- 
cast—will hit new peaks in dollar 
volume. 

But they do expect to do a good 
deal better in per cent of market in 
the national field, and thus to re- 
gain the premier position in na- 
tional advertising expenditures. 


® Specifically, Mr. Lipscomb and 
his board view the future like this: 


e For the current year, they see 
all advertising moving ahead frac- 
tionally, with newspaper volume 
|picking up enough in the second 
|six months to overcome losses in 
the first half, for a small net gain. 


e For the longer pull, newspapers 
will be “satisfied” with one-third 
of the projected total of $15 billion 
| in advertising expenditures in 
| 1965, provided, of course, that this| 


of national advertising. This is only 
a handful of percentage points bet-| 
ter than they are currently doing, | 
|but as Mr. Lipscomb points out, it! 
means sharp increases in national 
advertising, since newspapers now 
get 80% to 85% of all retail ad- 
vertising dollars which go into me- | 
| dia advertising. 


| 


s In general terms, this means 
that newspapers expect to carry 
$5 billion of a total of $15 billion 
in advertising by 1965, with about 
$3.7 billion representing retail, 
classified, etc., and $1.3 billion 
representing national volume. Cur- 
rently, national newspaper volume 
is about $800,000,000, so the medi- 
um is shooting at better than a 


merchandising display. Pilfer- 50% increase in dollars in this 
proof locking device holds bottle. classification in the next seven 
years. 


Self-Stik Mystik base anchors 
Glenmore Wobbler to any 
surface. Slightest breeze gives 


motion to 


Chicago Show Printing Company 
for displays that create action at 
the Point of Sale. Write or phone. 
2635 N. Kildare « Chicago 39, 
IMinois « SPaulding 2-1600. 


If they get it, the added volume 
will come largely from the cosmet- | 
ics, food and medicine classifica- | 
tions, Mr. Lipscomb says. These 
are the areas in which competitive 
|improvement is most possible for 
|newspapers—they already are 
dominant in automotive, transpor- 
|tation, beer and alcoholic bever- | 
| ages, etc. | 


display. Contact 


s What kind of selling is it going 
to take to accomplish these re-| 


puts them in first position in pers f 
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sults? Salesman Charlie Lipscomb 
is sure of the answer: 

“We have only one really major 
sales obstacle—one basic selling 
problem. Advertisers and agen- 
cies have been sold, in too many 
cases, on a false hypothesis with 
regard to newspaper advertising 
costs. I’m convinced, from the data 
we have already unearthed, that 
newspapers do not cost more than 
other media and that there are ele- 
ments of impact in newspaper ad- 
vertising that actually make it 
more effective and less costly than 
any other medium. 


s “Right now I’m looking for a 
topnotch research man to come in 
here as one of our five vice-presi- 
dents—as a member of our officers 
committee—to head up a greatly 
expanded research activity for the 
bureau. We intend to dig out the 
facts, and to do imaginative and 
creative research on a scale far 
greater than it has ever been done 
here before. 

“We expect first class research, 
validated by the ARF, approved by 
people in the top agencies. But es- 
pecially we want creative re- 
search, which points the way to 
better and more effective use of 
the advertising medium. 


= “I hope to have our man and to 
start work within the next month 
or so, but it may be six months or 
more before it really begins to 
roll.” 

The Bureau of Advertising’s cur- 
rent budget of about $2,200,000— 
by far the largest of any media 
promotion organization—will not 
take care of the expanded research 
program which is contemplated, 
Mr. Lipscomb indicated, but he 
makes it clear he has no fear about 
getting the necessary funds. 

Although he expects the bureau 
to be selling “creative research” 
hard, he also makes it clear that 
he has little interest in glamor as 
such. “I think we will be showing 
factual, scientific, analytical pres- 
entations to advertisers and agen- 
cies,” he says. “We'll leave the 
razzle-dazzle and the glamor to 
some one else.” 


# In the view of the Bureau of 
Advertising and other newspaper 
men, the newspaper medium is 
about due to be “re-discovered.” 
They have a feeling that the news- 
paper light has been dimmed 
somewhat by the emergence of the 


PLUS SERVICES IN JOHNSTOWN, PA. 


WINDOW DISPLAYS 
In the heart of the 


NOTICES TO DEALERS 
Tell the trade about 


THE-N SOLICITATION 


Our retail staff urges 
local support. 


DISTRIBUTION SURVEYS 


Tell where you are 
in key outlets. 


For 105 years, advertisers have been 
learning that our interest in them goes 
deeper than “getting the order.” We'd 
like to help you. 


Write today for market data. 


The Tribune - Pemocrat 


JOHNSTOWN, PA 
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* This is the formula 
that keeps Hutchings & Melville engravings 


Selling at the Point of Impression 


“Advertisers and agencies have been sold...on a false hypothesis 

with regard to...costs...There are elements of impact in news- 

paper advertising that actually make it more effective and less cost- 
ly than any other medium.” 


Hutchings & Melville, Inc. 


custom photoengraving 


broadcast glamor girls—first by| JRA Adds Argentine Associate 
radio during the 1925-1940 period,| jiternational Research Asso- 


and then by television during the | ciates, New York, has added the 


50s—but that now the function Instituto de Estudios Sociales, Bu- 


and importance of newspapers enos Aires, as its Argentine asso- 
may again begin to show through | «i ate 


4043 N. Ravenswood Avenue, Chicago 13, Illinois EAstgate 7-9220 


more clearly. 

“Bedazzlement, bemusement, 
showmanship and novelty are fad- 
ing out of the media picture,” Mr. 
Lipscomb says, “and out of the 
minds of the public. I think we | 
can look forward to more and more | 
selective viewing and listening,| 
and to a resurgence of newspaper 
reading. 


s “And remember this: The aver- 
age person can be exposed to every 
ad in his newspaper in 30 minutes 
of thumbing through the paper. If 
he listens to television five or six 
hours a day he is still exposed to 
10% or less of all the television ad- 
vertising. | 

“We don’t think tv or radio are | 
going to fall apart. On the con-)| 
trary, we suspect that they, in| 
common with all media, will carry | 
larger and larger dollar volumes 
of advertising. But we think the | 
public is likely to reduce, by a lit | 
tle, the average time it spends at | 
its tv sets, and increase by a little 
the average time it spends with 
newspapers.” 


® And then, of course, Mr. Lips- 
comb reminds his listeners that 
broadcast media are not expand- 
able, and newspapers are. He 
tosses out the possibility that 
newspapers may be as much as 
50% bigger physically in 1965 to 
handle additional advertising, and 
he does not believe that such phys- 
ical growth would cause any par- 
ticular problem in visibility or 
reading habits. 

What about the great and ever- 
present debate on local-national 
rate differentials? How fast is color 
going to come? What about physi- 
cal improvement in the appear- 
ance of newspaper advertising? 
Mr. Lipscomb admits cheerfully | 
that he is not yet an expert in these | 
areas, and doesn’t know all the an-| 
swers. 


s But he is certain that local-na- 
tional rate differentials, although | 
a source of constant irritation, do 
not themselves make the differ- 
ence between use or non-use of 
newspapers by national advertis- 
ers. Neither do systems or lack of 
systems for easier buying of news- 
paper space, nor the presence or 
absence of uniform merchandising 
facilities across the country. 

All these things are important, | 
and deserve the industry’s atten-| 
tion, but they are secondary and 
not primary issues, Mr. Lipscomb | 
believes. The one really important 
problem for newspapers is to dem- | 
onstrate conclusively and beyond 
doubt that newspaper advertising 
delivers a message at least as eco- 
nomically and effectively as any 
other medium. 

Mr. Lipscomb and his newspa- 
per advertising people are com- 
pletely convinced that the facts 
will bear them out. As they see 
their job now, it is to marshal those | 
facts in such impressive fashion 
that advertisers and agencies also 
will be convinced. # 


| 


| o> All color engravings for wet printing are proofed exclusively on 4-color proof presses 
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North Carolina's INTERURBIA 
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dominated by 
wfmy-tv 


Interurbia ... the largest metropolitan market in the two 
Carolinas ... First in population... First in Total Retail 


Sales. Get Interurbia plus the Prosperous Industrial 
Piedmont with WFMY-TV . .. where Automobile Sales 
exceed $403,401,000. 


wfmy-tv 


GREENSBORO, N. C. 


Represented by 
Harrington, Righter & Parsons, Inc. 
New York « Chicago * San Francisco + Atlanta * Boston 
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Pioneer Plans Push on 
‘Party for Pop’ Promotion 
Pioneer Industries Inc., Darby, 
Pa., maker of belts and men’s ac- 
cessories, will break a campaign in 
April of half pages in Look and 
spots on the Don McNeill radio 
show (ABC) backing its Party for 
Pop promotion for Father’s Day. 
The promotion centers around a 
Pioneer Party Pak which buyers 
will receive with each purchase of 
a Pioneer belt, wallet, jewelry set 
or leather accessory. The 21-piece 
kit, featuring Bob Hope and his 
family on the cover, includes party 
hats, “medals” for the family, 
place cards, napkin rings, cake 
decorations, party games and sug- 
gestions for dinner recipes. Feigen- 
baum & Wermen, Philadelphia, 
handles the account. 


A Roland 
does 

it! 

See page 96 
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BUILD-uP—Conference Chairman Coleman B. Todd ‘ R 
| gets ready (“all together now! One... two... th— ference hostess, Miss Ohio of 1957—Linda Hattman.|man, said, “Whether the process 


ugh!”—“Please 
|weights!”) for the Advertising Federation of Amer- 


(puff) get your foot off the “How to Clobber Competition” will be the theme 
of the Mansfield, O., meeting, May 1-3. 


Wallace Silversmiths Boosts 3 
Donald W. Leach has been elect- 

ed to the new post of exec vp of 

| Wallace Silversmiths Inc., Walling-| vp for Cana 


ford, Conn. The company also has 
promoted J. H. Asthalter to vp for | 
marketing, and E. P. Dolliver to 
dian subsidiaries. 


From the House of Ideas 


tovtite weshes, tipte rinses. alectricaty 
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SPACE-SAVING...MOBILITY 
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Peers 
tate ter lendine” 


Inexpensive on-product 
appliance display combines 
vacuum moulded plastic 
with cardboard and flasher. 
Cues salesmen on selling 
features. Display spots 
are attached with Mystik. 
Contact Chicago Show for 
the creative solution to 
your on-product display 
problems. Write or phone. 


2635 N. Kildare, Chicago 39, 


IWinois. SPaulding 2-1600. 
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San Jose Consumers’ 
Appetites Sharper 
in ‘57, Study Shows 


San Jose, April 2—At least 
one out of 12 families in the San 
Jose area is a brand new resident, 
according to the 11th annual “Con- 
sumer Analysis” published today 
by the San Jose Mercury & News. 
|The paper’s study is part of the 
|22-newspaper “Consolidated Con- 
sumer Analysis.” 

The study also shows that use of 
headache remedies has jumped 
from 80.2% three years ago to 
92.8% this year. 

More than one-fourth of the 
households polled for the study re- 
port incomes of over $7,000 per 
year, up 50% from 1956. 

Of the 89,829 families in the 
newspaper’s city zone, better than 
one in ten expects to change houses 
during 1958, the report says. 


s Sharp increases are also noted 
by the survey in the use of “luxury 
appliances.” More than one-tenth 
of the San Jose city zone families 
now have automatic dishwashers, 
triple the 1954 proportion. One out 
of five homes has a clothes dryer, 
more than three times the 1955 fig- 
ure. Ownership of power lawn 
mowers has doubled since 1954, 
when only one out of ten had one. 

One out of three families has two 
automobiles. 

The trend toward filter cigarets 
continues. The survey shows 26.4% 
of San Jose women smoke filter 
| tips—while the plain variety has 
| dropped to 18% of the market. Of 
| the men, 32.4% smoke non-filter 
|tips; 27.6% the filtered type. The 
1958 filter figure is exactly dou- 
ble the 1955 men’s figure, however. 
| In the filter categories, Kents 
| vaulted from 3.3% to 21.7% of the 
women filter-tip users; from 2.9% 
to 22.2% of the filter buyers. 
| The survey covers food products, 
icleaning products, appliances, au- 
|tomobiles, drug and toilet articles 
and general population character- 
| istics. It is available from the Mer- 


cury & News general advertising | 


|department, San Jose. 


McCreary, Griffith Merge 
| Roland McCreary Advertising 
| Agency and the Griffith Advertis- 


| ing Agency, both in St. Petersburg, 


have merged. Donald P. Griffith | 


is president of the combined agen- 
cies, and Mr. McCreary has been 
appointed an account executive. 


| Lyon Appoints Fisher 

| John E. Fisher has been named 
copy director of the W. D. Lyon 
Co., Cedar Rapids. Mr. Fisher 
|joined the agency six years ago. 
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NAB to Be Asked 
to Put Subliminal 
Ban into TV Code 


WASHINGTON, April 2—Directors 
of the National Assn. of Broad- 
casters will be asked to vote soon 
|}on an amendment to the television 
code prohibiting the use of sublim- 
inal projection by code subscribers. 

The amendment, which will be 
considered at the association’s con- 
vention in Los Angeles May 1, says, 
“The use of the television medium 
to transmit information of any 
kind by the use of the process 
called ‘subliminal perception’ or by 
the use of any similar technique 
whereby an attempt is made to 
convey information to the viewer 
by transmitting messages below the 
threshold of normal awareness, is 
not permitted.” 

In announcing that the tv code 
review board favors the amend- 
ment, William B. Quarton of WMT- 


ica fifth district conference with the aid of the con- |TV, Cedar Rapids, tv code chair- 


works or not was not our main con- 
cern. We believe the American peo- 
ple have a right to approve or re- 
ject what comes over the home 
screen, and this requires that the 
public be consciously aware of 
what it is viewing. Basically we 
have concluded that ‘subliminal’ 
would not be good for the public, 
the advertiser or the broadcaster.” 


Small Business Men Offered 
Advice on Publications 

Small business men are advised 
to get the habit of reading business 
publications, and passing them 
along to key officials in their or- 
ganization, in a “management aid” 
published last week by the Small 
Business Administration, Washing- 
ton. 

Called “How Business Publica- 
tions Help Small Business,” the 
four-page document was written 
by W. A. Phair, past president of 
the Society of Business Magazine 
Editors. It is No. 91 in the Small 
Business Administration’s manage- 
j}ment aid series, and is available 
without charge from field offices 
of the agency. 


Co-op GLF Names Barlow 

Barlow Advertising Agency, Sy- 
racuse, has been appointed to han- 
dle space advertising for Coopera- 
| tive G.L.F. Exchange, Ithaca, N.Y., 
;supplier of farm production sup- 
|plies and other hardware. 


WHAT DO 
YOU KNOW 
about DIRECT SELLING? 


- ++ the $91, Billion Industry Which 
is Attracting More Companies Who 
Want a New, Fast, Inexpensive Way 
to Expand 


poherem FASCINATING 
feed FACTS BOOKLET 


pao | If your product or 


£ service lends itself to 
—— personal selling and 
demonstration—whether in the home, of- 
fice, store, factory, institution, etc.—it will 
pay ou to investigate the booming DIRECT 
ELLING FIELD. Manufacturers and 
agency executives are often amazed to learn 
how easy and inexpensive it is to move mer- 
chandise in big volume through direct sell- 
ing—in ALL 48 states and Canada. Send 
your letterhead for free OR of fact-filled 
booklet, “DIRECT SELLII The Quick- 
est Way to Profitable Distribution”. It will 
prove an eye-opener! No obligation. 


Salesmans 
OPPORTUNITY 


CHICAGO. 850 WH. Dearborn St., Chicago 1 
NEW YORK. 60 E. 42nd St., New York 17 
LOS ANGELES. 2412 W. Seventh St., 

Los Angeles 5 
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STRENGTHEN 
AMERICA’S PEACE POWER 


BUY U.S. SAVINGS BONDS 


© 


PEACE CosTS—The Treasury’s new 
bond campaign is the result of 
consumer research studies by Leo 
Burnett Co., Chicago, one of the 
volunteer savings bond agencies. 


YOUR NAME HERE 


Agencies Set Biggest 
Savings Bond Drive 
Since World War Il 


WASHINGTON, April 2—Dimmed 
memories of the exciting sav- 
ings bond campaigns of World War 
II will be refreshed in coming 
weeks, as the Treasury’s savings 
bond division stages what is ex- 
pected to be the biggest bond drive 
since VJ Day. 

Keyed to the slogan, “Strength- 
en America’s peace power,” the 
drive will center in the nation’s 233 
largest metropolitan areas and will 
represent the closest approxima- 
tion to a nationwide campaign 
mounted by Treasury bond sales- 
men since the war. 

In officially kicking off the cam- 
paign at a meeting of the Adver- 
tising Club of Washington here. 
James F. Stiles Jr., national 
director of the savings bond divi- 
sion, pointed out that the new 
theme is the result of consumer re- 
search studies carried out by the 
Leo Burnett Co., Chicago, soon af- 
ter it became a savings bond task 
force agency a few months ago. 


® In addition to Burnett, which is | 
responsible for newspaper and | 
magazine advertising, other Adver- 
tising Council task force agencies 
working on the account in- 
clude McCann-Erickson (televi- 
sion); Edward H. Weiss & Co. (ra- 
dio); J. Walter Thompson Co. 
(farm market magazines and ra- 
dio); Compton Advertising (net- 
work radio); Campbell Ewald Co. 
(outdoor and transit); Schwab & 
Beatty Inc. (direct mail); and G. 
M. Basford Co. (industrial and 
business publications). 

“Peace power” was selected as 
the sales theme after a survey 
showed large numbers of Ameri- 
cans recognized that additional ef- 
forts are required to provide mili- 
tary and scientific strength to 
match any possible enemy, Mr. 
Stiles said. 

Mr. Stiles, who recently left the | 
chairmanship of Abbott Laborator- 
ies, North Chicago, to take over di- 
rection of the bond program, ex- 
plained that “a strong and stable 
economy is an essential bulwark 
underlying national strength in| 
science, industrial growth and mil- 
itary readiness.” # 


D’Arcy Appoints Two 

D’Arcy Advertising Co., New) 
York, has appointed John J. War- | 
ren a tv producer and Warren V.| 
Reardon Jr. an assistant space | 
buyer. Mr. Warren formerly was | 
with Young & Rubicam. Mr. Rear- | 
don previously was with C. L. Mil- 
ler Co. 


New Cartoon Corp. Formed 


A new corporation for the pro- creator of “Koko, the Clown,” with 
duction of animated cartoon series) Hal Seegar, president of Hal See- | Merchandising, 
and tv films, Out of the Inkwell gar 
Inc., has opened offices at 200 W.| Myron Waldman, production su- 
54th St., New York. President of| pervisor. 
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|the company is Max Fleischer, ‘Magazine Merch’ Bows who edits “Magazine Industry 

A new weekly called Magazine | Newsletter” and was spokesman 
40 E. 49th St.,| for a five-man group backing the 
New York, aimed at dealers of pa- new book, said the initial guaran- 
perback books, will start with a pi- | tee will be 60,000 and b&w page 


lot issue on April 21. Roy Quinlan, | rates will be $750 a page. 


Productions, exec vp, and 


WRAP UP THIS 
NORTHERN ILLINOIS 
MARKET 


BUY THE 


COPLEY BIG 383 
SAVINGS PACKAGE 


AURORA BEACON-NEWS 
ELGIN COURIER-NEWS 
JOLIET HERALD-NEWS 
In one economical package, the COPLEY Big 3 
Newspapers offer you dominant coverage of Illinois’ 


number-one market outside Chicago. Excluding 
Cook County, the Greater Northern Illinois Market 


Separate Line Rates: 


y» Aurora Beacon-News . 19¢ 
represents 14% of the total Illinois market and Elgin Courier-News . 17c 
accounts for 15.32% of the state’s total retail sales. Joliet Herald-News . 20c 
The COPLEY Big 3 Newspapers are the dominant media er Te ee 
for more than three fourths of this market! ae ee 41 
me a ; BUY ALL 3 AND SAVE. 9¥49¢ 
And when you buy all 3 of the Big 3, you save 17%. A LINE! 


\ 
"The Ring Cy of Truth” 


COPLEY NEWSPAPERS 15 “Hometown” Newspapers covering 


Springfield, Illinois — Northern Illinois — Greater Los Angeles—and San Diego, California... 


Served by the COPLEY Washington Bureau and the COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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American Aviation Publications Names 
Three Assistant Publishers in Revamp Move 


WASHINGTON, April 2—Appoint- 
ment of three new assistant pub- 
lishers was announced by Ameri- 
can Aviation Publications today, 
as part of a major reorganization 
designed to provide independent 


Stanley Jensen, also from the 
editorial staff of Engineering 
News-Record, becomes managing 
editor of American Aviation. 

William O. Miller, formerly head 
of the radio-tv branch of the Na- 


neers, Washington, become associ- 
ate editors of Missiles & Rockets. + 


Ray Ellis Gains Three 

Ray Ellis Advertising, Chatham, 
N. J., has acquired three new ac- 
counts. They are Cobehn Inc., 
Caldwell, N. J., manufacturer of 
electronic cleaning instruments; 
Jersey Bolt & Spike Corp., Newark, 


division of Dixon Chemical Indus- 
tries Inc., Paulsboro, N. J. 


Martin Opens L.A. Oftice 
Martin, Gardner & Tuttle, Seat- 
tle and Tacoma, has opened a Los 
Angeles office at 2716 San Fernan- 
do Rd., following its assignment to 
handle advertising for Van de 
Kamp’s Bakeries in the area. The 
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Greer Co. to Hoag & Provandie 
J. W. Greer Co., Wilmington, 


|Mass., manufacturer of machinery, 


has appointed Hoag & Provandie, 
Boston, its advertising agency. The 
company formerly placed its ad- 
vertising direct. 


Ruppert Elects Driskill 


Walter S. Driskill, vp in charge 


management status for the com- vy’s office of the chief of informa- manufacturer of hardware for agency has handled Van de Kamp’s|of marketing of Jacob Ruppert, 


pany’s major publications. 

Under the new arrangement, 
outlined by Wayne W. Parrish, 
president and publisher, C. A.| 
Hurt, who has been assistant pub- | 
lisher of Tooling & Production 
Magazine, Cleveland, joins AAP as 
assistant publisher of Missiles & 


C. Allen Hurt Hugh Day 


Rockets. Hugh A. Day, who has 
been with the company as adver- 
tising sales manager of Armed 
Forces Management and Air Car- 
go, becomes assistant publisher of 
American Aviation, while Thomas 
S. Miles, formerly director of air 
information services for AAP, is 
promoted to assistant publisher for 
administrative matters. 

All three assistant publishers are 
to report to Mr. Parrish through 
Leonard A. Eiserer, exec vp and 
general manager. 

Other staff changes also were 
announced, including the opening 
of a fulltime editorial and business 
office in Geneva, Switzerland, un- 
der the direction of Anthony Van- 
dyck, international editor since 
1951. 


@# Mr. Parrish said the realign- 
ment of management responsibili- 
ties was made necessary by the 
continuing rapid expansion of the 
company. Sales have increased at 
a rate of 30% over each of the last 
three years, with sales for the first 
quarter of 1958 33% ahead of the 
same period in 1957. He estimated 
total sales for 1958 will reach $5,-| 
000,000, compared with $3,750,000 
last year; total employment has in- 
creased from 161 a year ago to 325 
at the present time. 

Among the developments leading 
to the reorganization of the com- 
pany has been the rapid growth of) 
Missiles & Rockets. Launched as a 
monthly in October, 1956, it did a 
volume of $600,000 in its first year, 
and is expected to go well over 
$1,000,000 this year, Mr. Parrish 
reported. It becomes a weekly in 
July. 


s Some of this growth has been at 
the expense of American Aviation, 
the company’s pioneer publication, 
but the two publications have re-|! 
ported progress in their combined 
standing in the over-all field. 
American Aviation currently is 
striving to solve a circulation au- 
diting problem which arose when 
the publication was suspended last 
week by Business Publications 
Audit of Circulations (AA, March 
31). BPA charged that “a substan- 
tial number” of subscriptions were 
not individually paid for or lacked 
adequate proof of payment. 


# Other personnel changes: 

M. Michael Cerick, who has been | 
advertising sales manager of! 
American Aviation, bécomes ad-| 
vertising sales manager of Armed | 
Forces Management, Air Cargo 
and World Aviation Directory, 
with offices in New York. 

Gene Halmos, senior editor and 
managing editor of Engineering 
News-Record, leaves McGraw-Hill | 
Publishing Co. to become manag- 
ing editor of Missiles & Rockets. 


*results when you advertise to 


and Peer Fossen, formerly heavy construction, and the I. P.|advertising in the Northwest for New York brewer, has been elected 
with Page Communications Engi-|Thomas fertilizer manufacturing the past 12 years. 


‘a director of the company. . ? 


HARTFORD, CONNECTICUT 


business and industry in 


Business protection is big business! Nation’s Business’ 
big circulation covers a big slice of the insurance 
market. Leading insurance companies report more 
action from their advertising in this magazine which is 
read by ownership-motivated businessmen—the presi- 
dents, owners and partners of businesses of all kinds. 


These are the men who feel the personal respon- 
sibility and therefore take personal action to insure 
their plants, trucks, cars, offices, business records, 
employees and personal liabilities. These heads of 
companies look at protection carefully and buy in- 
surance wisely—from advertisers in Nation’s Business. 
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Advertising Age, April 7, 1958 


Wincheck Names Agency 

Wincheck Co., Hackensack, N.J., 
has named Advertising Campaigns 
Inc., Paramus, N.J., to handle its 
advertising. The company makes 
Win-Chek aluminum doors, win- 
dows and jalousies. The previous 
agency was the old Dobin Adver- 
tising, New York. 


Arndt, Preston Names Two 
Arndt, Preston, Chapin, Lamb & 
Philadelphia, 


Keen, has named 


Mary Lou Strange and William G.|lic relations. Fecker makes equip-;|transmit copy or advertising lay- 
/Batchellor to its copy staff. Miss ment for the fields of astronomy |outs for quick copy-testing in any 
Strange formerly was with Mac- and astrophysics, electronics, opti-| of 200 cities. 

Farland, Aveyard & Co., Chicago, cal testing, etc. 
and Mr. Batchellor comes from 


Fox Joins Jackson Agency 
Harris & Co., Miami. 


Gilbert, Wide World Tie In | Donald L. Fox, formerly assist- 
| Eugene Gilbert & Co., New York ant promotion manager of WNBC- 
Fecker Inc. Names Lando consumer and industrial research-| TV, Hartford, has joined Jackson 

J. W. Fecker Inc., Pittsburgh er, has arranged a tie-in with Wide Associates, Holyoke, Mass. He will 
{subsidiary of American Optical World, commercial photography work with tv stations merchandis- 
Co., has named Lando Advertising |division of the Associated Press. ing Lestoil, manufacturered by 
Agency, Pittsburgh and Erie, Pa.,|Gilbert-Wide World services in- Adell Chemical Co., Holyoke. for 
to handle its advertising and pub-!clude use of a Wirephoto setup to which Jackson is house agency. 


HARTFORD FIRE INSURANCE COMPANY 
SELLS THE BIG, BROAD BUSINESS MARKET 


Hartford Fire Insurance Company’s advertising in 
Nation’s Business opens the door to sales . . . helps its 
field offices and agencies make sales to business execu- 
tives in all types of businesses all over the country. Here 
is an example of how .. . 


HARTFORD GETS BUSINESS IN NATION'S BUSINESS 


Hartford Fire Insurance Company’s 2-page spread 
in Nation’s Business helped its Lincoln, Nebr., agency 
make a profitable sale, according to this report from 
the field office: 

“Yesterday afternoon we received a call from a busi- 
nessman in our city inquiring about business interrup- 
tion insurance. I found he had read your advertisement 
in Nation’s Business. 

“After selling him the Hartford Fire Insurance Com- 
pany business interruption policy, a further discussion 
brought out the possibility of picking up the other cover- 
ages as the present policies expire. I thought you would 
be interested in this concrete evidence of results from 
your fine advertising program.” 


OWNERSHIP-MOTIVATED MEN TAKE ACTION 


Hartford’s 2-page advertisement accounted for an in- 
quiry on the day of issue—a sale the following day! 
Because Nation’s Business gets fast sales action, leading 
business insurance advertisers . . . including Hardware 
Mutuals, The Mutual Life Insurance Company of New 
York, The Travelers Insurance Co., Insurance Com- 
pany of North America, Lincoln National Life Insur- 
ance Company, and others . . . regularly advertise to 
the men who own America’s business and industry in 
Nation’s Business. 


Nation’s Business 


LINAGE GAIN—INSURANCE ADVERTISERS 


EDITED FOR AMERICA’S 
OWNERSHIP-MOTIVATED 
BUSINESS EXECUTIVES 


780,000 PAID CIRCULATION 


Mou 
than 1955 
dowble 957 


including 700,000 ownership-moti- 
vated business executives who have 
personal subscriptions and 80,000 
business-members of the National 
Chamber of Commerce. 


in 2 yeas 


711 Third Ave. at 44th St. 
New York 17, N.Y. 


new end paper permanent 
...waves without lotion! 


EASY—Gillette Co. is introducing its 

new end paper permanent, Self, 

with ads like this in newspapers, 

supplements, and consumer maga- 

zines. North Advertising, Chicago, 
is the agency. 


Jaqua Co. Adds Two 


Jaqua Co., Detroit and Grand 
| Rapids, has been appointed to han- 
|\dle advertising for Ren Plastics, 
Lansing, and for the propulsion en- 
gine division, Food Machinery & 
Chemical Corp., Milwaukee. The 
former agency for the power mow- 
er and chain saw manufacturer is 
Brady Co., Appleton, Wis. Better- 
idge & Co., Detroit, is the previous 
agency of record for Ren Plastics. 


Lawrence Kane Adds Hastings 
Lawrence Kane & Artley, which 
has moved to 405 Park Ave., New 
|York, has been named to handle 
advertising for Hastings House, 
New York book publisher. Frank- 
‘lin Spier Inc., New York, is the 
|previous agency of record. 


| Collins Joins Executive 


Ella Collins, formerly a copy- 
writer and assistant account exec- 
utive of Bozell & Jacobs, has joined 
Executive Advertising, Chicago, as 
ja copywriter and junior account 
|executive. 


Sutherland Joins EWRR 

Robert Sutherland, who former- 
ily operated his own art shop in 
| Houston, has joined Erwin Wasey, 
|Ruthrauff & Ryan, Houston, as art 
director. 


DID YOU 
KNOW? 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 


PLANOGRAPH! 
WHY TAKE LESS? 

Singleweight Quantity Sx? 6x 10 

||| Glossy 2 «$2.75 «$4.00 
|| Prints 50 4.50 6 00 
100 8.00 950 

250 «17.500 22.88 

500 30.00 42.88 
1000 = $5.00 75.80 

Negative 1.15 165 
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Of the forty 


largest advertisers 


using two or more national 


Sunday magazines in 1957, 


thirty-seven used | Parade 


DPascnyn. Parade gives advertisers 


oe the most readers per dollar 
Wily: and the best “fit? 
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Advertising Age 


Feature Section 


Intuition vs. Research 


Woolf: What Do People Like? 
C.M. Comments on Capital O 


How Soft Is Television? 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING : 


Everybody Gets Into the Weiss-Answering Act... 


The Case for Research: A Collection of Replies 
to the Plea for More Marketing Intuition 


When E. B. Weiss insisted, in the Feb. 10 issue of Advertising Age, that Edsel research demonstrated the 
weaknesses of research and pointed up the value of intuitive marketing judgments, he loosed a flood of critical 
replies. We presented one in these columns last week; here we present at least a dozen others, most of them 
severely briefed in order to save space and to avoid repetition of essentially the same arguments. Having 
thus given the replies to Mr. Weiss about three times the space and emphasis he originally received, we will 


hereafter continue the debate, if it continues at all, in the somewhat less flamboyant columns of the Voice of 
the Advertiser. 


David Wallace, Research Consultant to Edsel, 
Takes Up Cudgels to Pummel ‘Trigger-Happy’ Weiss 


By David Wallace 


Bureau of Applied Social Research, 
Columbia University, Research Consultant, 
M-E-L Division, Ford Motor Co. 


I trust you will not find it odd that a 
copy of Ed Weiss’ recent catharsis on Ed- 
sel research has reached my desk. For, as 
director of most of the research that we 
have done, I have a proprietary interest in 
the matter. 

First of all, I was so amazed at 
some of Mr. Weiss’ quotes that I called 
him for his sources. I find that, unfor- 
tunately, the statements were indeed 
made by one of our people. But, 
equally unfortunately, many are far 
from the fact. 

Let me fill you and the trigger-happy 
Mr. Weiss in on the facts (which, of course, 
could have been checked). Edsel’s “mar- 
keting research studies” did not “cover a 
period of over 10 years”: they were start- 
ed with the formation of the Edsel Divi- 
sion in April, 1955. And, although we did a 
lot in that time, I would hesitate to say we 
did “more research of every conceivable 
kind—styling, market, psychological, eco- 
nomic, etc., etc., ete.—than had ever before 
been put behind a new product any time, 
anywhere, anyhow” (Mr. Weiss’ quote). 


s Asa matter of cold fact, we have never 
attempted any styling or psychological 
studies. I, for one, do not know how to get 
out of people, three years in advance, styl- 
ing preferences which they themselves 
have not yet formed. Styling preference is 
made in context, relative to something 
else that then exists. And, as yet, neither 
General Motors nor Chrysler Corp. has 
seen fit to supply us with their plans for 
the future. Nor are we sanguine that the 
inner psyches and ids and drives of the 
man-on-the-street are open to us in any 
meaningful sense through door-to-door in- 
terviews. 

What we have done is to study exten- 
sively the trading patterns of owners of 
different makes of cars and to see some- 
thing of the perceptions and associations 
of these persons with the principal exist- 
ing makes. Perhaps we have more of these 
data than do other manufacturers. These 
findings are, I believe, valid as well as 
fascinating. But they are strictly at the 


conscious level. We are continuing in 
these areas. Our purpose is to possess a 
blueprint of the automotive state of mind. 

On the economic front, we have, of 
course, studied population growth (up 20 
million by 1965), the trend to suburbia 
(one-fourth more families by 1965), GNP 
(up a probable $100 billion by 1965), two- 
car families (now one out of six—and 
growing) and cars on the road (more than 
20 million increase since World War II, 
and a probable 20 more by 1965). All of 
these augur well for the long-term auto- 
mobile business. 


s We perhaps missed a few things. For 
example, when we had to lock-in eighteen 
months ago, Mr. Keith Funston, of the 
Stock Exchange, did not inform us that 
the Market was going to pot a year later. 
Nor did Mr. Khrushchev tell us he was 
going to create a national panic by tossing 
sputnicks all around while we, with our 
supposed superiority in all things, could 
not get a missile off the ground. Nor did 
Mr. Eisenhower's physicians inform us of 
the forthcoming heart attack that was to 
shake the economy and cause political tur- 


moil for months. As I say, perhaps we 
should have weighed these factors. 

As to the trend to the medium-price 
class that we observed, it is well to note 
that about half of all the Fords, Chevro- 
lets and Plymouths sold are now of luxury 
models, well within the dollar boundaries 
of the medium-price range, and that Ford 
shortly after the introduction of the 1958 
models dropped its “standard” model be- 
cause it represented only about 15% of 
sales. 


# Sure, a succession of bum breaks has 
given us a recession. But the enormous 
plant and other facilities of the automobile 
business make it a long-term affair. And 
I don’t believe that even Mr. Weiss will 
argue seriously about the 20 million addi- 
tional potential buyers that even now are 
crowding our schools, or about the 2-3% 
increase in productivity per manhour per 
year that make the 30-hour work week 
and increased GNP more than a specula- 
tion in the near future. 

We're all for the “disciplined intuition” 
that Mr. Weiss recommends. Sometimes 
I think we are the major user of it. But, 
insofar as possible, we like to “intuite” 
with a bit of responsible data at hand. 
And, oh yes, with less hyperbole from our 
speakers—and critics. 


Roper Raps Weiss: Research and Intuition 
Work Together, Not Against Each Other 


By. Burns W. Roper 
Partner, Elmo Roper & Associates 


We had absolutely no part in the Edsel 
research, and hence I can comment on your 
article dispassionately and not as one who 
is defending his own firm’s work. . . 

Basically you take one piece of research, 
generalize from it to all research. Then 
through a series of hops, skips and jumps, 
you conclude that all research is no good. 
I think you are a long, long way from prov- 
ing that but, furthermore, that you are a 
long way from proving even that the Ed- 
sel research was no good. . . 


s It seems to me that there are [these] 
assumptions implicit in your case: 

1. That the various research projects 
undertaken in connection with the Edsel 
were as well conceived by Ford manage- 
ment as it is possible to conceive research 


projects. This may or may not be true. I 
have no way of knowing. But I would like 
to point out that the conception of a re- 
search project is a matter of “disciplined 
intuition,” not a matter of applying a 
mathematical formula or a proven set of 
scientific principles. 

2. That the research on these well or 
badly conceived projects was carried out 
as well as it is possible to carry out re- 
search projects. Again this may or may 
not be true. And also while this is the area 
where the scientific techniques and math- 
ematics come in, “disciplined intuition” is 
a real factor even in this phase of the re- 
search. There are many ways of carrying 
out research projects. 

3. That the statistical data emerging 
from these well or badly conceived, well 
or badly administered projects, were as 
well analyzed as it’s possible to analyze 


statistical data. Again, this may or may 
not be true, but again this analysis is en- 
tirely a matter of disciplined intuition. 
To analyze the significance of research 
data requires “a strict form of mental dis- 
cipline that intuitively evolves out of a 
vast knowledge and experience,” to borrow 
your words. . . 


= As to the validity of the three assump- 
tions, I have no proof or disproof. I know 
nothing of the projects or how they were 
conducted or analyzed. I would point out 
that two of the three are, however, en- 
tirely matters of judgment—intuition, if 
you prefer—and that, while the other (the 
way the projects were executed) involves 
a good deal of “scientific” procedure, 
judgment cannot be wholly dispensed 
with here either. 

You may well have knowledge of the 
Edsel research projects—that you didn’t 
put in your article—which shows weak- 
nesses of the conception, implementation 
and analysis of the projects. If so, it seems 
to me you can only establish with them a 
case against the Edsel research. But not 
knowing really anything about the Edsel 
research, the only conclusion that I could 
make from your critique is that the very 
thing you are arguing for, disciplined in- 
tuition, is a highly important factor in the 
research process: that if the disciplined 
intuition is good, then the end results are 
likely to be good; but if the disciplined in- 
tuition is not good, then the end results 
cannot be good, even if the scientific meth- 
ods employed in obtaining the results are 
beyond question. 


s Let me comment point by point on some 
of the “facts” you “researched” for this 
article, the “disciplined intuition” you ap- 
plied to them, and the conclusions you 
reached. You ask if the product failure 
rate was any worse between 1915 and 1930 
“without benefit of motivational research,” 
than it is currently. I know of no data 
that would answer that question, and in 
view of the changes that have taken place 
in our entire economy, I see no signifi- 
cance to the answer anyway. I can, how- 
ever, cite the results of a survey (if you'll 
pardon the expression) recently conduct- 
ed by the American Marketing Association 
among a group of manufacturers. 

Some 210 of the manufacturers (out of 
how many I don’t know) replied to the 
questionnaire. Each manufacturer was 
asked in essence three questions: how 
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many new products had he brought out 
from 1953 to 1955; was each new product 
tested or “researched” prior to its intro- 
duction or not; and whether or not re- 
searched, was each product, in the manu- 
facturer’s judgment, successful or not. 
These are results of that survey. 


850 Tested 875 Untested 
Products Products 
Successful 91% 65% 
Not successful 9% 35% 


The conclusions I would draw from this 
are that research helps a good deal, but 
that it is not foolproof—one out of 11 
missed even with research. I admit these 
are conclusions based on research data, 
not intuition, but they are the best I can 
offer. 

You comment on the fact that “Henry 
Ford did pretty well with the Model T” and 
that “the Ford Model A (the greatest car 
ever built) did fairly well with little re- 
search.” The facts of the matter are that 
the Model A was one of Henry Ford’s 
few concessions to the changing desires 
for new and different and improved things. 
And while the Model A may be “the 
greatest car ever built,” it was in the last 
two years that the Model A was made 
—1931 and 1932—that Ford finally fell be- 
hind Chevrolet, after a rather steady de- 
cline in the late years of the Model T and 
through the period of the Model A. 

You are quite critical of the fact that 
“if two groups of market researchers were 
separately to study a single problem, likely 
as not they would come up with contrary 
conclusions and recommendations.” (Sub- 
sequently, you are equally critical of the 
fact that 800 stylists allegedly agreed on 
anything.) It is conceivable that two 
groups of market researchers would dis- 
agree because they obtained different sets 
of data. I have seen this happen, but rare- 
ly. It does, of course, often happen that 
researchers disagree as to “conclusions 
and recommendations” but this is usually 
based on differing interpretations of the 
same data. These disagreements are the 
results of defects in the very thing you 
are arguing for—different disciplined in- 
tuitions drawing conclusions from the 
same data. 


s In this connection I would point out 
that Dr. Edward Teller and many other 
eminent scientists see relatively little dan- 
ger in the effects of atomic radiation as 
the result of testing H-bombs and conclude 
that we should go ahead and test them. 
However, a number of other scientists of 
the same degree of eminence are deeply 
concerned about bomb testing because of 
the effects of atomic radiation on future 
generations. Presumably both groups of 
scientists are making their judgments 
based on the same radiation data. Does 
their disagreement invalidate atomic sci- 
ence? 

Further on, you question whether cars 
are sold on the basis of exemplifying one’s 
own personality. You ask, “Are they (car 
buyers) searching for the mere reflection 
of their personality, or for a price?” In 
1957 the various Chrysler cars increased 


their share of market substantially over 
what it had been in the three previous 
years. In 1957 Buick lost substantially in 
share of market. Yet no substantial reduc- 
tions, relative to other makes of cars, were 
made in the price of Chrysler-made cars. 
No substantial increases, relative to the 
prices of other cars, were made in the 
prices of Buick models. 

Is it prices that explain these changing 
sales’ volumes? Or could it be the fact that 
people liked the Chrysler cars better in 
1957 than they had in previous years, and 
that they didn’t like the Buicks as well in 
1957 as they had in previous years? “Ex- 
tension of one’s personality’ wouldn’t be 
my choice of words to explain these sales 
changes, but it seems to me there is more 
evidence of changing degrees of appeal in 
the products than in the price levels. . . 


® You state, “We have had ten years of 
remarkable prosperity in which even inept 
market research could not lead our econ- 
omy seriously astray.” There are several 
observations I would like to make on this 
statement. It was during this ten-year pe- 
riod when, according to you, anyone could 
sell anything, that the Nash-Kelvinator 
Corp. found it necessary to merge with the 
Hudson Motor Car Co. in order to keep 
from going under. It was during the same 
ten-year period that the newly-formed 
American Motors Corp., unable to com- 
pete successfully in the volume merket, 
discontinued the large Nash and Hudson 
cars and decided to concentrate on the 
small car specialty market in which, at 
that time, they had relatively little com- 
petition. . . 

Toward the very end of your article 
you get to the real heart of the problem. 
You point out that scientists, doctors, etc., 
often use hunch and intuition, and this 
pleases you. This appears to be a new dis- 
covery to you; I thought it was well ac- 
cepted as a part of any so-called “science.” 
It is equally a part of marketing research. 
This is why we have long contended that 
research cannot be wisely bought “by the 
pound”; that to buy research on a “low 
bid basis’”’ is to invite trouble. For only 
part of a research study involves the rather 
generally accepted and relatively widely 
known applications of formulas and ob- 
jective scientific procedures. The other 
part of it is the very thing you are arguing 
for—‘“disciplined intuition” as you termed 
it. 

It is not a question of disciplined intu- 
ition versus research data; it is a question 
of disciplined intuition in concert with re- 
search data. 


s You point out, “For years during which 
Darwin was accumulating great numbers 
of facts, he saw no meaning in them— 
then suddenly the flash of vision came.’ ” 
It certainly cannot be your position, can 
it, that the flash of vision would have come 
to Darwin sooner if he hadn’t wasted all 
his time collecting—and getting confused 
by—these great numbers of facts? Isn’t it 
possible that the great number of facts 
helped him to come by the flash of vision? 


Claims Intuition Didn't Help Henry, 
Says His Problem Was Simpler than Edsel's 


By Louis Cheskin 
Director, Color Research Institute 

It is difficult for me to understand why 
the article by E. B. Weiss was ever print- 
ed. However, it’s no worse than subliminal 
projection, Bridie Murphy or space ships 
from Mars. 

There was a great deal of talk about re- 
search in connection with Edsel, very 
much talk indeed. But there really was no 
serious research... 


s If Mr. Weiss does not have an axe to 
grind against research, | suggest that he 
become interested in kinds of research. 
Research can be good or bad, just as ideas 
can be good or bad, or anything else can 


be good or bad... 

Mr. Weiss shuts his mind from the facts 
when he compares the period from 1915 to 
1930 with present marketing conditions. 
Perhaps “disciplined intuition” keeps him 
from realizing that in those days a man 
bought a car for transportation. In these 
days, both Mr. and Mrs. do the buying of 
cars. They get a Rambler, or an imported 
equivalent, for transportation around the 
suburbs and a Lincoln, Chrysler or Cadil- 
lac for show or prestige—and for a little, 
just a little, extra riding comfort. In other 
days consumption was mainly of a biologi- 
cal and materia! nature; in our present so- 
ciety of abundance, consumption is largely 
psychological... 


Henry Ford had only the one problem of 
providing transportation at low cost. Ini- 
tiative and know-how, plus the realization 
that the public wanted cheap transporta- 
tion, brought success to Ford, not “in- 
stinct,” not “intuition.” 

The new products in the 1920s did not 
have to compete with comparable prod- 
ucts. The new products were not new 
brands, they were truly new products, not 
comparable to existing products. The 
Model T Ford competed with the horse 
and buggy, not with cars that performed 
as well and were sold at a price as low as 
the Ford... 


® The major reasons for the Edsel failure 
are the following: 

1. The product was not planned on the 
basis of research. 

2. The product was not planned to meet 
a specific consumer demand. 

3. The company did not or could not 
take into account the psychological effect 
that the Russian satellites had on the 
American people. 

4. Because of the economic slump and 
“sputnik fever’ consumers suddenly be- 
gan to resent paying for purposeless gin- 
gerbread on all cars, including Edsel. 

5. The actual car did not confirm the 
great publicity build-up of an image of 
quality, modernity and unusualness. The 
real car image did not match the imagina- 
ry image the consumers had. There was 
great disappointment. 

The research which misled Ford is 
misnamed if it did indeed consist of mar- 
ket predictions and economic predictions 
of the general nature which Mr. Weiss as- 
sails. Different conclusions can surely be 
reached from the same data. Different 
doctors will frequently make somewhat 
different predictions (or prognoses) from 


Advertising Age, April 7, 1958 


the same symptoms. Depending upon how 
much information is available and how 
many facts can be measured accurately, 
both doctors and economists must allow 
for a greater or smaller range of error in 
predicting what may happen and when it 
will happen. 


® Any market predictions which did not 
clearly state the margin of probable error 
should not be confused with market re- 
search. Unfortunately, it is the habit of 
intuition to overlook margins of error. In 
the unique case of the Edsel, who knows 
what happened? Some research was over- 
looked, in some areas perhaps there was 
not enough research, and the marketing 
strategy seems to have been based largely 
on intuitive confidence in the big secret. 

Certainly if our economists and market 
researchers hide behind statistical smoke 
screens and semantic gobbledegook, it is 
the responsibility of marketing and ad- 
vertising managers to discover where and 
what they are hiding, and to sort out the 
researchers from the hunch players. It is 
not difficult to distinguish research from a 
hunch, and it is my opinion that the reason 
so many charlatans still find a living in 
pseudo research is that many marketers 
still like to rely on their own experience 
and intuition and will accept any predic- 
tions and conclusions which tally with 
their own intuitive hunches. 

It seems to me that the right answer 
should be to use research to check on the 
inspirations we get from intuition to find 
out how generally acceptable they may be, 
and how effective when compared with 
all the other ideas we can collect, and to 
use intuition as well as common sense in 
looking at our research to make sure that 
we are using bona fide research and not a 
combination of statistics and soothsaying. 


Accuses Weiss of Blowing Up Single Case 
With ‘Wrong’ Attack, ‘Loose Statements’ 


By an Ad Manager 
(Who Insisted on Anonymity) 


I think the article on research by 
Mr. Weiss is a typical example of why he 
is a provocative writer but not a very im- 
portant one. 

First, he takes a single case and blows it 
up into something typical when it may not 
be at all. 

Second, he takes an idea which needs 
more discussion (that market research is 
too often used as a substitute for intelli- 
gent intuition), then proceeds to attack the 
idea in the wrong way. 


s Third, he has a lot of loose statements. 
For instance, the Model A “‘was the great- 
est car ever built.’”’ Of course, he can de- 
fend that if you take his definition of 
“greatest.” But he doesn’t tell you what it 
is. Then he says Henry Ford did pretty 
well with the Model T. He overlooks the 
fact that Henry so badly misgauged the 
market that he clung to the Model T until 
it damned near put him out of business. 
This is only one paragraph in his article, 
but it indicates the fallacious reasoning. 
Then he puts a clincher at the end of 
the article which shows, as so often hap- 
pens, that he hasn’t fully digested some- 


thing he’s read. 

If he had really studied the psychology 
of the creative process he would have 
found that “hunch” is in almost every case 
(I say “almost,” although I believe I don’t 
need the qualifying adjective) merely the 
result of research. 


® It’s a pretty generally recognized fact 
that the creative process starts with a ter- 
rific amount of research during which the 
person making the study gets a lot of un- 
digested facts. Then at some unexpected 
time these facts all sort themselves out 
and a “hunch” occurs. I think you’ll find 
this written up in Jim Young’s book which 
you have assiduously circulated. 

Finally there are the black face para- 
graphs sunk in the middle of column 2 on 
page 66. 

Here is stated as a great discovery some- 
thing that has been said again and again 
by a lot of people a lot of times in the last 
few years. Then as though to clinch it, he 
says “Incidentally, how do the market re- 
searchers allow in their calculations for 
strikes, Sputniks, Presidential health cri- 
ses? By intuition?” 

How do the intuitive thinkers sense a 
Presidential heart attack or a Russian 
rocket? 


Research Cuts Down Margin of Error 
of Judgment, Brewery Ad Manager Insists 


By Robert C. Garretson, 
Vice-President Advertising, 
Carling Brewing Co., Cleveland 
Mr. Weiss’ article seems sadly to miss 
the point. If intuition, as a distillation of 
years of experience and sensitive percep- 
tion, can help in solving any of our mar- 
keting problems, there’s nothing to stop 
it! If its suggested answers can be tested 


in practice, or with a valid technique of 
research, it is difficult to argue that they 
should not be tested, and if some of its an- 
swers don’t work, it seems obvious that 
they should be discarded in favor of an- 
swers which have been proved effective. 
To argue on the evidence of one example 
that intuition should replace research is 
clearly indefensible. It would be equally 
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PICTURE OF A PRODUCT TAGGED FOR MORE SALES 


McCall’s Use-Tested Tag is one of the busiest, most ® It provides retail salesmen with convincing, 


realistic selling aids you can put behind your product 
in retail outlets today. 


friendly “sales-talk” material . . . based on actual 
use-testing of your product. 


Here’s how it helps move goods: ® It enables you to do a double selling job... 


® It gives feature-by-feature endorsement of the use 
values of your product by authoritative home- 
makers... the Editors of McCall’s. 


® It gives specific reasons to buy . . . not a vague 
general endorsement. 


® It tells consumers...in non-technical language... 
how to choose the best product for their needs. 


... Selling the use values of your product to shop- 
pers at the point-of-sale. 


...and closing the sale with millions of shoppers 
already pre-sold through your ad in McCall’s. 


For more information on how McCall’s Use-Tested 
Tag can help you sell more ... see your McCall’s rep- 
resentative, or write to Use-Tested Tag, c/o McCall 
Corp., 230 Park Avenue, New York 17, New York. 


MANY FINE PRODUCTS WITH THESE BRAND NAMES HAVE EARNED McCALL’S USE-TESTED TAG: 


ALLEN RUBBER TOP = ELECTROLUX HOOVER 

AMANA ENGLANDER KELVINATOR 
BORG-ERICKSON GEIGY CHEMICAL COMPANY — KIRSCH COMPANY 
BROTHER GENERAL ELECTRIC KITCHENAID 

DETECTO HARDWICK LANDERS, FRARY & CLARK 


MIRRO-MATIC — PHILCO-BENDIX TAPPAN 


NUTONE RCA WHIRLPOOL VOICE OF MUSIC 

OSTER SEALY WEST BEND 

PEPPERELL SPRINGWAILL WESTINGHOUSE 

PFAFF STANLEY-JUDD YOUNGSTOWN KITCHENS 


McCalls 


the magazine of Togetherness... circulation now more than 5,300,000 
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unsound to argue that research should re- 
place all intuition, even though there are 
numerous examples of success through re- 
search, from Duz to All. 

Research, unchecked by experience and 
common sense, can go astray if the mar- 
gins of error all turn out to be wrong on 
the same side, even though the mathemat- 
ical chance may be 1,000 to 1. The question 
is fundamentally whether research or in- 
tuition will result in the greatest margin 
of error the most times! 


® Fortunately, the missed point is that 
there is no serious question of research 
versus intuition. A fruitful marketing plan 
will make use of research wherever and 
whenever it can be used with a margin of 
error no greater than plus or minus 4% 
or 5%, and when the cost of research is 
economically justified by the results 
achieved. It will also make use of intui- 
tion im areas where experience and 
awareness are the best available tools for 
determining which advertising copy or 
method will be most likely to succeed. 


® An argument that the Edsel has failed 
because of reliance upon research instead 
of intuition must be a joke or a sophistry. 
I think I recall a story concerning the se- 
lection of the Edsel name. Apparently the 
name Edsel was chosen intuitively after 
$10,000 had been spent on research which 
was never used! 

According to Mr. Weiss, Edsel’s styling 
was also under-researched rather than 
over-researched. No doubt Ford Motor 
hesitated to let competition or the public 
see their new styling in advance, and con- 
sequently could not adequately test its ac- 
ceptability. No doubt the advertising de- 
partment and the promotion department 
and the production department all agreed 
that the new car had to be a surprise in 
order to create the greatest possible sus- 
pense and to get the maximum of public 
attention and consideration concentrated 
in a short period of time. However, it 
would seem that this decision must ‘have 
been based on intuition and not on re- 
search. 


s It’s possible that research might have 
indicated the need for better pre-selling of 
the new stylistic ideas, and less reliance 
on surprise. The need for firmly estab- 
lished confidence in the new characteris- 
tics of a product with this large a price 
tag might have been revealed. 

The research which misled Ford is 
misnamed if it did indeed consist of mar- 
ket predictions and economic predictions 
of the general nature which Mr. Weiss as- 
sails. Different conclusions can surely be 
reached from the same data. Different 
doctors will frequently make somewhat 
different predictions (or prognoses) from 
the same symptoms. Depending upon how 
many facts can be measured accurately, 
both doctors and economists must allow 
for a greater or smaller range of error in 
predicting what may happen and when it 
will happen. 


s Any market predictions which did not 
clearly state the margin of probable error 
should not be confused with market re- 
search. Unfortunately, it is the habit of 
intuition to overlook margins of error. In 
the unique case of the Edsel, who knows 
what happened? Some research was over- 
looked, in some areas perhaps there was 
not enough research, and the marketing 
strategy seems to have been based largely 
on intuitive confidence in the big secret. 
Certainly if our economists and market 
researchers hide behind statistical smoke 
screens and semantic gobbledegook, it is 
the responsibility of marketing and ad- 
vertising managers to discover where and 
what they are hiding, and to sort out the 
researchers from the hunch players. It is 
not difficult to distinguish research from a 
hunch, and it is my opinion that the reason 
so many charlatans still find a living in 
pseudo research is that many marketers 
still like to rely on their own experience 
and intuition and will accept any predic- 


tions and conclusions which tally with 
their own intuitive hunches. 


s It seems to me that the right answer 
should be to use research to check on the 
inspirations we get from intuition to find 
out how generally acceptable they may be, 
and how effective when compared with 
all the other ideas we can collect, and to 
use intuition as well as common sense in 
looking at our research to make sure that 
we are using bona fide research and not a 
combination of statistics and soothsaying. 


First Hunch, Then Fact 
By Louis A. Fourt 
Chicago 


Imagination paves the way even in 
mathematics. But Weiss neglects to point 
out that hunches of even great scientists 
are frequently wrong. Still, in their con- 
text, these wrong hypotheses do no harm. 
Why? Because they are tested before ac- 
ceptance as gospel. The tests frequently 
prove the hunch wrong, but lead to new 
and sometimes more important knowledge. 

Unfortunately the major part of work 
called market research is fact-finding— 
nose-counting if you like. This can be 
highly productive if used well, but by itself 
nose-counting is an insufficient condition 
for success. It’s not enough to know where 
the best markets are or what people say 
they want, or even what their unconscious 
wants are. . 


s At least two more ingredients are re- 
quired: (1) the intuition to guess well 
how to capture the market that has been 
defined or discovered by fact-searching, 
and (2) if you don’t care to err expensive- 
ly, adequate research tests of these mar- 
keting proposals. 

Marketing plans frequently are defi- 
cient in both of these ingredients. We can 
thank Weiss for pointing out the need for 
the first so forcefully. Alfred Politz among 
others has frequently pointed out the need 
and role of the second. 


Was It Research or Product 
Failure in Edsel’s Case? 
By Curtis C. LeWald 
Curt LeWald Advertising, Miami 


In general, I agree with Mr. Weiss’ 
thesis, but I believe there is a step in be- 
tween a detailed statistical report and 
what you call “intuition.” 

When I handled the agricultural divi- 
sion of the Ethyl account, and the organic 
chemical division of Du Pont for BBDO, 
even though they had one of the finest 
marketing departments in the business, I 
used to make it a practice to make two or 
more field trips a year, calling on farmers, 
feed dealers, tractor dealers, and other 
people actually on the firing line, to get 
first hand reaction from them. This may 
not have been a very scientific way of 
gathering information, but I have always 
felt that it was a very helpful thing to do, 
if for no other reason but to check up on 
more fundamental marketing statistics. 

In regard to Edsel’s failure to come up 
to expectations, I personally feel that 
there was a great deal more to it than just 
errors in evaluating marketing informa- 
tion. 


s Fundamentally, the Edsel did not meas- 
ure up as an automobile to its terrific ad- 
vance build-up. It had been presented for 
several months before its actual introduc- 
tion as “the one completely new car in a 
generation,” with much fanfare about no 
previous inhibitions affecting its design. 
As a result, I had expected to see some 
really radical innovations such as Pres- 
tone cooled engine, which would not re- 
quire water in the radiator, and would 
never freeze up in cold weather; perhaps 
a new ignition system with a battery 
which would never go dead, or something 
else to set it apart from the run of mine 
automobile in the medium price field. . . 

It seems to me the trouble with market 


research in general is that it tells of what 
has happened, rather than what is going 
to happen. 


Back Where It Belongs 
By Nikki Kaye 


Kaye-Pape Associates, Industrial 
Research, San Francisco 


E. B. Weiss hits the nail on the head 
when he stresses “disciplined intuition” 
instead of elaborate, costly market re- 
search. If, as a merchandiser, you don’t 
trust your own judgment, then you have 
to lean on statistical gobbledygook. 

Although Mr. Weiss did a magnificent 
skin-peeling job on market researchers 
and economists, how about motivation re- 
search? There you run into the same thing. 
Most advertising agencies, with their cyn- 
ical, inbred personnel who have removed 
themselves, mentally, from the consumer 
market, naturally have to fall back on mo- 
tivation research. They need any crutch, 
any excuse, any fall-guy they can get that 
will give them an excuse for lack of im- 
agination. 

Market research is not a substitute for 
intuitive common sense. Neither is mo- 
tivation research a substitute for adver- 
tising ability. 

Let’s put research back where it belongs 
—as an aid, not a crutch, or an excuse or 
a substitute for anything. 


Intuition Helpful, But 


It Never Proved Anything 
By Robert J. Reid 
MFA Mutual Insurance Co., Columbia, Mo. 


Mr. Weiss speaks of intuition and that 
very elusive commodity, vision. He claims 
that Einstein credited some of his major 
achievements to intuition. Here I believe 
Mr. Weiss completely misses an important 
point. A great thinker and researcher, such 
as Einstein, would never rely on intuition 
to prove anything. Intuition, used proper- 
ly, can certainly aid the researcher, not 
by giving him correct answers as Mr. Weiss 
asserts, but by giving him ideas as to how 
to investigate the problem, which was cer- 
tainly all Mr. Einstein ever used it for. 

I will agree with Mr. Weiss that a man 
with “vast knowledge and experience” 
will have a better chance of his “guesses” 
paying off, but in the complex corporate 
structure in which we live today, where 
are you going to find this well rounded 
knower-of-all-things? . . 

Because of the complexity of American 
industry today that makes it necessary to 
commit funds for engineering, capital ex- 
pansion, research, and development that 
cannot produce income for five to ten 
years, management decisions are based on 
group decisions. The economist, account- 
ant, statistician, engineer, salesman, law- 
yer, etc., within a large company each has 
an important contribution to make to the 
management of American business today. 
The manager who ignores their advice, as 
a group, and depends merely on his “vi- 
sion” will soon fade away to take his place 
in the cobwebbed past. 


Phobia at Work? 
By Conrad R. Hill 


Assistant Professor of Advertising, 
University. of Missouri 


If nothing else, Mr. Weiss’s article 
proves again that writers have a difficult 
time divorcing subjectivity from their 
writing and their thinking. Each of us, as 
psychologists point out, looks at the world 
through a uniquely different pair of blind- 
ers, or frame of reference, if you will. For 
some reason, Mr. Weiss suspects statistics 
and research. From his other writings, (I 
have a hunch) this fear of numbers, or 
envy of formal erudition severely colors 
his thinking almost to the point of an ob- 
session. 

Too bad, I think. He has much to con- 
tribute—many insights—and __ certainly 
could help clarify many half-baked mer- 
chandising concepts if he would realize 
that confused writing is one of the surest 
indications of a confused mind. 


Advertising Age, April 7, 1958 


Defines Intuition, Research 
By Gerald Allen 
Chicago 


Intuition may be defined as the per- 
ception of a possible unifying relation be- 
tween apparently unrelated (or obscure- 
ly related) phenomena—it may be right or 
wrong. Research is a systematic uncover- 
ing of such relations. It uses intuition op- 
erationally, but its batting average is much 
higher than intuition alone, because it uses 
the methods of science. Perhaps these 
methods are less dramatic than the bril- 
liant, mysterious spontaneity of unsup- 
ported intuition, but research has proved 
itself more reliable in the marketplace, as 
elsewhere. . . 


A Handshake 
By Raymond R. Morgan Jr. 


Vice-President, Harrington, Richards & 
Morgan, Hollywood, Cal. 


What’s this? .. . a heretic who wants 
to take it out of—instead of back to—the 
womb? 

Hope to meet Ed Weiss some day. I'd 
like to shake his hand. 


A Cheer for Weiss 
By Hanley Norins 
Vice-President and Copy Director, 
Young & Rubicam Inc., New York 


Bless you—for a keen, clear, clarion ar- 
ticle in ApvERTISING AGE. It’s time some- 
one took issue with the quacks and sooth- 
sayers who would have us produce adver- 
tising by automation! 

Thanks for saying so well what so many 
of us believe. 


A Slight Case of Confusion 
By L. H. Kurtz 
Larchmont, N. Y. 


I think we have a case here of the usual 
confusion of cause and effect. 

Apparently some of the youngsters 
wanted to hook up some of their bright 
ideas with an expected big success, and 
unfortunately they started talking too 
soon. 

I am inclined to think that the chatter 
and claims of brilliant strategy came from 
young slide rule boys and not from an old 
hand like the recent Edsel sales manager. 
The latter had been around a long time 
and, I am sure, personally operated a good 
bit along the lines you suggest—namely, 
taking known facts of past records and 
projecting them into the future on a com- 
mon sense basis. 

This is the way I operated in the field 
as a car sales manager and did very well 
indeed until the severity of the slump in 
the early ’30s ruined any project based on 
the previous ten-year trends. 

As regards the small car, this will come 
when people buy it instead of talk about it. 
There are plenty of small cars available 
right now if some of the big talkers want 
them as much as they claim they do. One 
of the big three would be foolish to gamble 
hundreds of millions of dollars on the hope 
the public will go for the small car in a 
big way... 

I don’t think that the motivation of 
Romney as regards the small car at this 
time was so much of a hunch on his part as 
it was, in fact, his only chance to keep his 
company afloat. Both the Hudson and 
Nash were dead, and he was not doing 
enough with his present Rambler to make 
any money. He was forced either to gam- 
ble on the small car or go out of business. 


Those Good Old Days 
By James Hanna 
Editor, The Mariner, New York 

I’ve just finished your article in ApvEr- 
TISING AGE. 

Your article hit the research boys right 
on the head. 

Back in the ’30s, when I was an unre- 
generate sailorman, my sweetheart worked 
for—I believe it was—BBDO, generally 
as interviewer for, as it was then known, 
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Collins, Miller & Hutchings’ 

ILLUSTRATION for 1957, 

featuring the photography of Jim Brown, 
has just been presented the 

Artists Guild of Chicago Medal Award 

for outstanding achievement in commercial, 
editorial and advertising art. 

TOPPING THIS RECOGNITION, it went on to capture 
the “Best of the Show” Award as the 
outstanding piece in the entire 12th 

Annual Exhibition. 


To Burton Cherry goes the credit 

for the planning, selection of photographs 
and for the Art Direction. 

The unusual adaptation of the 
photographs effectively illustrates both the 
photographer's art and the 

photoengraver’s skill. The design of the 
magazine was executed by Bill Danzey of 
Burton Cherry & Associates. 


This is a four-color, 8-page booklet 
demonstrating the finest craftsmanship in all 
phases of production. C M & H engravers 
are used to this kind of workmanship— 


 phatngragh of a mane drinking 9 cup @ coftee aie , . ‘ 
4 it’s their daily business. 


fe te 
pr ee ee WE RE HAPPY to participate in this Award! 


COLEINS, MEZREER A HUTCHINGS, INC. 


333 WEST ZEAKME SEREET, CHEC AGO G, ILE EN@OES 


America’s finest photoengraving plant for letterpress and gravure 
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pre-market surveys. We used to meet on a 
bench at the Battery and fill out dozens of 
forms. We settled on a formula by intui- 
tion of how many bad reports she’d hand 
in, and as far as I know we didn’t miss 
public acceptance too far. Of course, this 


sort of thing couldn’t happen nowadays. 
1” nk ~ 
Go ahead, Weiss. Give ’em the other 
barrel. There are more statistical targets 
in the advertising field than market re- 
search. 


Mail Order and Direct Mail Advertising .. . 


Does Better Reading of Your Ads Mean 
More Inquiries and Sales? 


By Elon G. Borton 


If one of your mail order ads is “better 
read” than another, does that mean that 
you'll get more inquiries and/or sales from 
it? Does the amount of copy in your ad 
have any relationship*to its readership 
score? 

In a bulletin to its 
advertisers and their 
copywriters, Electronic 
Industries reports a 
study of some electron- 
ic ads in relationship to 
these very points. 

37 page ads were 
analyzed from their 
Starch readership rat- 
ings, the number of in- 
quiries received, the number of sales, and 
the amount and character of their copy. 
Only ads of the same types of products 
were compared with each other. The ads 
were planned for technical men in elec- 
tronics companies. 


Elon G. Borton 


® Several conclusions were pointed out 
by Walter M. DeCew, sales promotion 
manager of the magazine. One was that 
as the readership rating went up on these 
ads, the number of inquiries dropped. Sec- 
ond was the finding that the best read ads 
“invariably supplied more engineering 
information and more self-contained 
product description than the low Starch- 
high inquiry ads.” In addition, Mr. DeCew 


quotes a statement from Starch that, in 
general, better read ads produce more 
sales than ads which have low reader- 
ship. 

While this survey concerned itself with 
electronic ads, in a technical magazine for 
technicians, mail order advertisers would 
report pretty much the same conclusions 
with regard to ads generally. 

The more information and evidence 
you give in the ad about benefits to the 
reader, the more likely people are to read 
it thoroughly and to be inclined to buy. 
The fuller information satisfies them and 
lessens the likelihood of their sending in 
an inquiry for more information, while 
increasing the quality of the inquiries 
which do result. On the other hand a 
briefer ad with less definite information 
about the product’s use and advantages 
but with enough information to arouse 
curiosity, is more likely to bring in- 
quiries for more information, but these in- 
quiries may be of lower quality. 


s So if you want, primarily, numbers of 
inquiries, play up your catalog or booklet 
or information you will send—and you 
need not go into teo much detailed infor- 
mation or proof about the product and its 
use. If you are more concerned with get- 
ting quality inquiries, partially-sold pros- 
pects in your dealers’ stores or actual or- 
ders through the mail, tell them more 
about how they will use and benefit from 
your product. + 


Looking at Radio and Television... 


A Vote for Renewal 


By the Eye and Ear Man 

How soft is television for the 1958-59 
season? Will an advertiser be able to write 
his own ticket by waiting until the net- 
work has exhausted its prospects and 
must either sustain a show or sell it at the 
advertiser’s price? The answer to the sec- 
ond question is “Yes” and “No.” The first 
question will have to be answered at 
length. 

The selling season is in full swing. Pilots 
are coming in from every direction, with 
one difference from the usual. Pilots are 
being screened only for selected and lim- 
ited prospects. Neither networks nor pro- 
duction companies will grant a general 
screening on a good property unless a real 
buying situation exists. 

Last year pilots were shown to as many 
as wanted to take the time to watch. Con- 
sequently, some expensive pilots like the 
Milton Berle show and “Here Comes the 
Showboat” went begging due, in part, to 
overexposure and that sad fate of running 
a pilot before a smart-alecky group who 
think that making fun of a pilot is expect- 
ed of them. 


s The fact that there are plenty of adver- 
tisers who are seriously looking at pilots 
indicates that there is less softness in the 
television market than was originally ex- 
pected. 

At this point the following nighttime 


shows seem fairly sure of renewal: ABC— 
“Maverick,” “Voice of Firestone,” Law- 
rence Welk on Monday and Saturday, 
“Cheyenne,” “Wyatt Earp,” “Broken Ar- 
row,” “Disneyland,” “‘Tombstone Territo- 
ry,” “Ozzie & Harriet,” Wednesday night 
fights, “Circus Boy,” “Zorro,” “The Real 
McCoys,” “Rin Tin Tin,” and “Jim Bow- 
ie’; CBS—Jack Benny, Ed _ Sullivan, 
Hitchcock dramas, “What’s My Line,” 
“Father Knows Best,” “Danny Thomas,” 
“December Bride,” “To Tell the Truth,” 
Red Skelton, “$64,000 Question,” “Talent 
Scouts,” “Millionaire,” “I’ve Got a Se- 
cret,” U. S. Steel and Armstrong dramas, 
“Sergeant Preston,” “Climax,” ‘“Play- 
house 90,” “Trackdown,” “Zane Grey,” 
Phil Silvers, “Schlitz Playhouse,” “Line- 
up,” “Person to Person,” “Perry Mason,” 
Gale Storm, “Have Gun, Will Travel” and 
“Gunsmoke”; NBC—Steve Allen, Dinah 
Shore, “Restless Gun,” “Wells Fargo,” 
“Twenty-One,” “Wagon Train,’ Groucho 
Marx, “This Is Your Life,” Tennessee Er- 
nie, “M Squad,” Gillette bouts, “People 
Are Funny” and “Perry Como,” among 
ethers. 

In addition, there are several time peri- 
ods already taken on all three networks, 
with shows still to be determined. 

While some of these may fall by the 
wayside, most of them are thought to be 
almost certain renewals. In addition, ad- 
vertisers afraid of being left without good 
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The Creative Man's Corner... 


Advertising Age, April 7, 1958 


err rrer 


So what? 


fore, be compelled to buy it? 


as this? + 


ett ttt 


It's Capital 0 
For the freshest new taste in smoking... 


SMOKE THE BIG ()! 


( JASIS with soothing Menthol Mist 


© Menthol Mia makes the Big 1's nich tobecor rar + cher 
®@ And the frevhnes: tape with pow tong alter smot sag 


“s. Try the Big © tage 


We've seen people, now, walking through the big O and jumping through the 
4 big O and leaping through the big O. And we remain unimpressed. 

) This kind of advertising is, we assume, created to impress upon us the fact 
that the name “Oasis” begins with a capital O and that this capital O appears 
by itself and rather large on the front of the Oasis package. 


Did the person—or the committee—that decided on dramatizing the big O do 
so because of the assumption that some kind of association, some kind of 
favorable association, would take place when the reader who saw the big O in 
a magazine came face to face with it at a cigar store counter and would, there- 


This, we submit, is a very hopeful hope. We submit, in addition, that it is 
also a very slim one. And we submit that it is rather silly. 

What giant brains, we ask ourself, arrived at the conclusion that this is the 
kind of advertising people will respond to—and how, just how, did they arrive 
at this conclusion? And how do they justify putting hundreds of thousands of 
dollars behind such insubstantial communication? 

We know clients and agency people despise and are annoyed by critics like 
ourselves, But just how in the hell critical are they to approve such nonsense 


pure 
* white 


* flavor 


smchong 
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franchises will snap up some more time 
periods which are not listed above as 
probable. 

This hardly looks like a “soft” season 
when so much of the prime time will be 
sold in 52-week commitments before the 
season begins. Also, it looks good for the 
shows that have stood the test of time, and 
they, too, will get full year renewals. 

Where, then, is the alleged softness? In 
the following places: 

ABC—Best chances for good buys: (all 
times are p.m.) 

Monday 7:30-9 

Tuesday 9:30-10:30 
Wednesday 9:30-10 
Thursday 9-10:30 

Friday 8:30-10:30 
Saturday 7:30-9, 10-10:30 
Sunday 9-10:30 


CBS—Monday 7:30-8:30 
Wednesday 7:30-8:30 
Friday 7:30-8 
Saturday 7:30-8 


NBC—Monday 7:30-8, 10-11 
Tuesday 7:30-8:30 
Thursday 7:30-9 
Friday 7:30-8:30 
Saturday 9-10:30 
Sunday 7:30-8 
From these condensations it is easy to 
see that CBS is now weak between 7:30 


rrr ore 


and 8 p.m. four days of the week. Since 
these periods are against strength, and 
since the 7:30 time is not considered Class 
A time by many advertisers, there may be 
contributions toward talent costs in those 
periods to a last-minute buyer. 

NBC has five of these early hours and a 
sixth, in that “Wagon Train,” while a rat- 
ing success, has a hard time getting sold 
out, and will probably once again be sold 
at less than asking prices. Other than 
these times, NBC has a few choice spots 
like 10 p.m. Monday, and 9 p.m. Saturday 
that will undoubtedly be sold soon. 

ABC is generally strong in the early 
hours, but represents some excellent op- 
portunities in the late hours on Tuesday, 
Thursday, Friday, Saturday and Sunday. 
ABC probably will sell minute participa- 
tions in unsold programs. 

Thus it is apparent that only in time 
periods, against tough competition or in 
marginal periods, where _ three-station 
competition is damaging to all networks, 
will there be any degree of softness. Some 
of these times will be available to the late 
buyer. 

The best buys in television will not be 
apparent for six months. They will again 
consist of attempted sellouts by advertis- 
ers who committed early to get a time 
franchise and had to get relief when their 
money ran out. = 
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ighais are you’ve watched the enchanting new Shirley Temple TV show. Perhaps seen some of the 
flattering editorial comments about it. Surely heard of its splendid ratings*. : something else that sets 
this show apart, too. It is probably the first time an agency has put together a national network TV program 
with three of its clients as sponsors and two of them as regional advertisers. ‘Shirley Temple’s Storybook” 
is tailored to the particular geographical distribution of all three. lh every way, this series of tales retold 
by America’s grown-up fairy princess fits each sponsor’s specifications like Cinderella’s slipper. Media magic 
has brought to each advertiser the circulation and the promotional benefits of a prime time network program. 

The secret behind the magic: Close co-operation among our three clients, John H. Breck, Inc.; Hills Bros. 


Coffee, Inc.; and the Sealtest Division, National Dairy Products Corporation. 


N. W. AYER & SON, INC. 


Philadelphia New York Chicago Detroit San Francisco Hollywood Boston Honolulu 


* As we go to press, Nielsen average ratings for the first three telecasts show a total audience rating of 36.4. 
The program’s share of the tuned-in audience has averaged 41.5%. It reaches almost 15,000,000 homes. 
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CHARLES LUCKMAN—who rose to fame 
and fortune as president of Pepsodent and 
later of Lever Brothers and then dropped 
out of the business in 1950 in a disagree- 
ment over policy when sales fell sharply? 

When Mr. Luckman 
earned his degree from 
the University of Illi- 
nois school of architec- 
ture it was depression 
year 1931—no building. 
So he landed his first 
job as a retail store 
salesman for Colgate- 
Palmolive-Peet Co. In 
the next ten years he 
attracted national at- 
tention in the business community by ris- 
ing to president of the Pepsodent Co. at 


Charles Luckman 


What They‘re Doing Today 


WHAT'S BECOME OF ... 


the age of 33. Five years later (1946) he 
became president of Lever Brothers. 


s When he left the company in 1950, he 
returned to the field he was trained for: 
architecture. He joined his old classmate, 
William Pereira, in Pereira & Luckman, 
Los Angeles, which designed and engi- 
neered CBS Television City in Hollywood 
and other large construction on the West 
Coast, and currently has several million 
dollars’ worth of work on the drawing 
board, including a $150,000,000 center for 
Prudential Insurance Co. of America in 
Boston and a $40,000,000 project for Gen- 
eral Dynamics’ Convair division in San 
Diego. Mr. Luckman lives in Bel Air, 
Cal., with his wife, Harriet. They have 
three sons. # 


On the Merchandising Front... 


Weiss Puts Another Pox on Prognosticators 


By E. B. Weiss 


It must be at least ten years ago that I 
put my first pox on our economic prog- 
nosticators. Every subsequent year I add- 
ed another pox on prognosticators—some- 
times several a year. 

During the first few 
years, individual econ- 
omists and associations 
of economists, econom- 
ic services and highly- 
respected professors of 
economics in our fore- 
most universities, rose 
up in righteous wrath. 
If they had any doubts 
—serious or otherwise 
—about their divine- 
given ability not merely to forecast the 
economic future, but to pinpoint its move- 
ments in fractions of a percentage point, 
these doubts never showed up in their 
correspondence. 

But, about the seventh or eighth year 
of my annual pox on prognosticators, the 
sport began to become tame. The econo- 
mists no longer rose to the bait. I also 
found that: 


e 1. Economic prophecies, especially at 
year-end and mid-year, continued in full 
flood tide. I hadn’t slowed them down an 
iota. 


E. B. Weiss 


e 2. Although more and more business 
executives indicated an awareness of the 
utter impossibility of doing anything 
more than merely guess concerning the 
economic future—nonetheless, every time 
business hesitated ever so slightly they 
turned to our economic soothsayers pre- 
cisely as the ancients turned to the sooth- 
sayers in days of yore. 

And so something over a year ago I 
renounced my annual lance-throwing at 
our economic forecasters. I announced 
in AA that I had put my last pox on eco- 
nomic prognosticators. 


@ When, toward the close of 1957, the 
year-end flood of economic predictions 
broke down the flood gates I held my 
peace. When the President’s Council of 
Economic Advisers assured the nation 
that, at 11:59 p.m. on June 30, recovery 
from a recession that they had failed to 
predict would set in, I kept my inventory 
of pox on ice. 

When Chairman Martin of the Federal 
Reserve Board (an organization blessed or 
damned, depending on your viewpoint, 
with as many economists as any single 


entity in this nation) continued to insist 
as late as late October, 1957, that inflation 
continued to be the great danger, and then 
indicated a contrary opinion some two to 
three weeks later, when the rediscount 
rate was lowered, I looked longingly at 
the pox but took no decisive action. 

But after all, there is a limit to will 
power. And when Chairman Martin of the 
FRB told a congressional committee in 
February, 1958, that economic forecasting 
is a “futile process” and that there had 
been “entirely too many predictions,” 
self-vindication insisted that I put at least 
one more pox on prognosticators. 

So—a pox on prognosticators! 


® You economists know no more about 
the economic future—near-term or long- 
term—than the great unwashed, no matter 
how many iegrees you sport, no matter 
how awesome your charts, no matter how 
befuddling your semantics. Whether you 
have the prestige of Harvard behind you, 
whether you speak for an organization of 
economists, whether you simply tot up 
economic statistics or perform mumbo- 
jumbo over fearsome charts (as old-time 
soothsayers performed their rituals over 
steaming cauldrons), you simply guess. 

And you also play follow-the-leader! 

Let the first six economists quoted as- 
sert that gross national product (an ut- 
terly nonsensical mathematical folderol) 
will drop between 3% and 5% in the first 
half of 1958 and will then be followed by 
an upturn of zippty-zippty per cent—and 
then note how the large majority of eco- 
nomic also-rans come up with remarkably 
similar predictions. For a discipline—not 
a science, be it noted, simply a discipline 
—that concerns itself with such a gigantic 
total as our complete economy (plus the 
psychology of 175,000,000 people) to come 
up with such precise figures, so precisely 
similar, can only suggest the use of echo- 
sounders, not the intellect. 

And, of course, periodically we are 
treated to the spectacle of a group of 
economists handing down forecasts un- 
known to each other (so there can be no 
playing follow-the-leader) and, although 
using the same (misleading and largely 
meaningless) statistics coming up with 
diametrically contradictory conclusions. 

Thomas I. Storrs, vp of the Federal Re- 
serve Bank of Richmond, said at a mort- 
gage bankers’ meeting in February: “I am 
impressed with the courage with which 
forecasters come forward with specific 
statements as to the future. Frequently 


wrong, but never in doubt, might well be 
the motto of the economic forecasters who 
spread their predictions abroad today.” 
In recent weeks, the bank official said, 
“We have all been treated to the state- 
ments of the six-month club that the first 
half of 1958 will show a downward move- 


ment to be reversed rather promptly by . 


the middle of the year.” He added he was 
“never sure whether these people have 
access to [tea] leaves not available to me 
or just trust to the passage of time and 
man’s fallible memory to avoid unemploy- 
ment when the upturn comes, say, on July 
5 rather than on July 1 as predicted.” 

The turn of the year, Mr. Storrs re- 
marked, is open season for forecasts and 
produces what may be termed a “fad 
forecast.” Part of this arises, he said, from 
the fact that many forecasters analyze 
similar data and arrive at the same con- 
clusions. But he added: ° 

“Tt also arises, I fear, from the fact that 
forecasters read the forecast put out by 
other forecasters.” 

It is odd that our economists had no 
hesitancy about predicting the course of 
events for 1958 at a time when Sputnik 
had not yet flashed across the sky (did 
any economist include this event in his 
potpourri?), when the Federal Reserve 
Board had yet to lower the rediscount 
rate (I failed to see a single economist 
who predicted this event or who indicated 
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that he allowed for this in his so-called 
calculations) and when not a single econ- 
omist, including those retained by our 
auto manufacturers, had the slightest no- 
tion that auto production for January- 
February would be off about 25%. 

If our economic statistics involved any 
degree of sound mathematics—if our 
ability properly to interpret business sta- 
tistics had any degree of scientific accur- 
acy—if our ability to sense both public 
and business psychology were a bit better 
developed than the some-day-to-be- 
discredited motivational research (which 
it isn’t!)—it would still be necessary for 
the economist to anticipate accurately the 
unanticipated (and give it proper weight, 
too) before his economic forecasts were 
worth even a dime a dozen. 

Since none of these “ifs” has the remot- 
est chance of being anything other than 
“iffy” for the foreseeable future, as our 
economists love to say, then a dime a doz- 
en is an outrageously high price for any 
economic forecast. As a matter of fact, a 
reputable discount house wouldn’t even 
sell them at customary discounts. After 
all, discount houses respect the intelli- 
gence of their customers. 

So—a pox on prognosticators. 

And if just one reader encourages me 
ever so slightly, I have other poxes that 
I’d really enjoy wafting in the direction 
of our prognosticators. # 


Looking at the Retail Ads 
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Just about every Detroiter 


speaks two languages: 


English and CARtalk 


THE J. L. HUDSON COMPANY 
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By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


What makes a store great? 

Good merchandising, of course. And 
immediately and in the same breath— 
right policies. 

There are other things—but those two 
are no doubt the most all-embracing. 

One of America’s greatest stores is Hud- 
son’s in Detroit. Maybe it’s America’s 
greatest. In volume there is little ques- 
tion but that it’s the greatest—main store 
and immediate branches considered. 

In dominance, only one or two stores 
in the country could begin to challenge 
it—because the people of the Detroit area 
rate it so highly no one else even begins 
to threaten its position. 

Few stores do an intelligent institutional 
job. Generally, Hudson’s does that job 


well. 

Good institutional advertising reflects 
something of the oneness of store and 
community. Weak institutional advertis- 
ing is apt to be either self-lauding, or 
completely divorced from any store pur- 
pose ...a gesture you might say of money- 
wasting simply to “show the people we 
are not selfish.” 


® This institutional ad is pretty well cal- 
culated to please the local people and to 
say a good word for Hudson’s. 

This is one of any number of large in- 
stitutional ads they run each year. It 
should have had high readership. It should 
have left the reader with a good feeling. 
It should have pleased the automotive in- 
dustry. It should have turned a lot of peo- 
ple into Hudson’s restaurants—the only 
part of the stores for which a direct bid 
was made in the ad. 

Thus, everyone should have been happy. 
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The right idea can change the everyday 
living habits of millions of families. 
And that’s the kind of ideas Better 
Homes & Gardens specializes in. 
Every page of this famous idea 


the family toward their goal with ideas that 
set them to talking and doing and then 
buying all the things they need to put 

their plans into practice. A new 

kitchen leads to all sorts of new 


magazine shows men and women j habits—to new interest in kitchen 
whose first interest is home and family : ‘ equipment, and cooking and foods. 
how to make their dreams come true. % i What a sales climate BH&G 


The dream could easily be a new kitchen 
—a wonderful new kitchen where Dad 
and Junior can shine as part-time chefs 
and Mother and Sis can whip up a 
plain everyday sandwich or a holiday 
feast with equal pleasure. 

Better Homes & Gardens keeps nudging 


provides for any product that 
contributes to better family 
living! It’s unique among all the 
major media. Meredith of 

Des Moines . . . America’s biggest 
publisher of ideas for today’s living 
and tomorrow’s plans 


4 of America reads BHaG the family idea magazine 


4,500,000 COPIES MONTHLY 
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Salesense in Advertising .. . 


It's Hard to Learn What People 
Actually Like 


By James D. Woolf 

Some toothpaste advertisers are cur- 
rently emphasizing the claim that their 
products prevent or banish bad breath. 
Their copy dwells on this theme, I am 
told, because a motivation (“depth 
probe”) study reveals 
that most people use 
dentifrices primarily to 
sweeten their breath. 

Is this finding valid? 
Is breath-sweetening 
actually a major rea- 
son people scrub their 
teeth? I have some rea- 
son to doubt it. I have 
just seen another study 
which queried a hun- 
dred average men and women on this 
question. 60% of them said they used 
toothpaste primarily to clean their teeth 
and prevent decay. A few mentioned fla- 
vor. Some mentioned germ-killing and 
teeth-whitening. None of them said a word 
about the prevention of bad breath. 

What is the reason for these contradic- 
tory findings? Time after time I’ve seen 
this sort of thing happen, but I have never 
been able precisely to pin down the rea- 
son, 

Part of the answer may have to do with 
the way the questions are framed or asked. 
Part may be due to the small size of the 
sample. Part may have to do with the re- 
spondent’s desire to portray himself in the 
most attractive light. Part may be due to 
the fact that the respondent is uninter- 
ested—or even bored—and says the first 
thing that pops into his head. And a big 
part, I am sure, is the fact that most peo- 
ple have no fixed convictions concerning 
their preferences and wants. 


James D. Woolf 


2 Concerning this latter point, take, for 
example, this question: “What is your fa- 
vorite magazine?” That seems to be a sim- 
ple question capable of an honest and pos- 
itive answer. But seemingly it isn’t. I once 
participated in a survey among 1,000 fac- 
tory workers, all women, concerning the 
magazines they liked best. They were 
asked to check, on blue cards, their favor- 
ites in order of preference. Shortly after 
the test was completed, the cards were 
lost by a careless file clerk, and the survey 
had to be made all over again, this time 
on pink cards. After the completion of the 
second inquiry, the original blue cards 
turned up. The two sets of answers were 


then compared—and found to be totally 
contradictory! Magazine A, which was 
first on the blue cards, was accorded 
fourth place on the pink cards; Magazine 
B was third on the blue cards and first on 
the pink cards; Magazine C was fifth on 
the blue cards and second on the pink; and 
so it went. 

It is really true, I think, that people often 
do not know exactly what they want, or 
what they are apt to like. If King C. Gil- 
lette had stopped to research the shav- 
ing wants of men, he never would have in- 
vented and promoted the safety razor. A 
consumer survey would have dredged up 
little or no enthusiasm among shavers for 
his contraption. The fact is, I believe, that 
Gillette’s invention nearly died a-borning. 
He managed to sell only a handful of his 
razors during the first five or six years of 
its precarious existence, and the foolhardy 
venture, like the Bell telephone, nearly 
went under. 

Similarly, the world was indifferent to 
the first typewriter; only 1,200 machines 
were sold in the first seven years. What a 
happy circumstance that the inventor, 
Christopher Sholes, did not depth-probe a 
panel of business men on whether or not 
they wanted a “Mechanical Chirograph- 
er!” 


# It is a practice among some agencies, 
when in a quandary, to carry pattern ads 
around from door to door in a “consumer 
reaction” survey. (“Will you please look 
carefully at these three advertisements, 
madam, and tell me which ones you like 
best.”) It isn’t merely that every woman 
fancies herself as an advertising expert; 
more important, she doesn’t really know 
what she likes, and she is pretty foggy 
about what she is apt to like after expo- 
sure to sufficient advertising. I venture to 
say that there would have been no dread- 
ful sack dresses if women had first been 
researched by designers. 

I can’t vouch for it, but there is a story 
going around that a jury of women turned 
thumbs down on the Bufferin ads with 
their gruesome picture of the mechanical 
man’s esophagus and digestive system. 
The general sentiment seemed to be that 
the picture was unattractive, even repul- 
sive. The interviewer then asked the 
women to hold up their hands if Bufferin 
tablets were in their medicine cabinets. 
Nearly all hands, so the story goes, went 
up! 


What They Were Saying 25 Years Ago... 


Russel Wright, industrial designer, dis- 
cussing display fixtures he designed for 
Gimbel Bros. (AA, March 4, 1933): 

“Fixtures which display theniselves, in- 
stead of the goods, have no place in ef- 
ficient merchandising . . . I grouped my 
fixtures into general units; each group 
having a marked similarity of design 
while partaking of a general style and 
thereby contributing to the general effect 
of simplification and unification. 

“TI decided on bright chromium as my 
key material. It contrasts well with the 
dull sheen of the unstained mahogany 
counters, has a hard, cold brightness and 
attracts the eye and, in a majority of 
cases, contrasts weli with the varied char- 
acter and warmth of the merchandise.” 


Edgar Kobak, vp of McGraw-Hill and 
president of the Advertising Federation of 
America, addressing the Chicago Adver- 
tising Council (AA, March 4, 1933): 

“The advertiser has begun to ask for the 


order in his copy. There has been a change 
in copy appeal, with a more direct sales 
punch than formerly.” 


A proposed law, designed to ban “loss 
leaders” and drafted for state legislatures 
by the Association of Grocery Manufac- 
turers of America (AA, March 4, 1933): 

“The term ‘unfair price competition’ 
means the advertisement or offer for sale 
or sale of merchandise at or below its pur- 
chase cost, in the course of intrastate com- 
merce in this state, which is made to pro- 
mote the sale of other merchandise and 
which is effective or has a dangerous ten- 
dency either to unduly lessen competition 
or to create a monopoly in any line or part 
of such commerce. 

“Unfair price competition is hereby de- 
clared unlawful. Any person who uses it 
shall be guilty of a misdemeanor and shall, 
upon conviction, suffer the penalty pre- 
scribed.” 


Going back to an earlier day, how many 
women had a conscious hankering for a 
soap that was “99 44/100% pure’? Or a 
soap that floated? Or a soap that was pre- 
ferred by “nine out of ten movie stars’? 
Or a soap that promised them a “school- 
girl complexion”? Or a safety pin that 
wouldn't prick baby’s bottom? Or an un- 
derarm deodorant that would protect their 
sweet-smelling daintiness? The fact is, I 
think, that people begin to want a specific 
thing—a soap, say, that stops “B.O.”— 
when somebody comes along and tells 
them, in terms of benefits, why they 
should start a-hankering. 

This article should not be construed as 
a diatribe against research. Intelligent, 
common-sense research is of course a val- 
uable marketing tool. What I seek to em- 
phasize here is my belief that most peo- 
ple don’t really know what they like or 
want, or are apt to like or want. A con- 
templated product, reported on favorably 
by research, may turn out to be a turkey 
when it is ultimately produced and put on 
sale. 
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I have in mind a certain company that 
invented and planned to market a novel 
household appliance. Several pilot models 
were mocked up and put into the hands of 
a crew of house-to-house researchers. 
65% of the 500 women interviewed de- 
clared pleasantly that they would very 
likely buy the device when it was finally 
available in stores. On the strength of this 
encouragement, the manufacturer invest- 
ed $100,000 in tooling up for mass produc- 
tion. 

Then came disillusionment: the con- 
sumer wasn’t having any. A newspaper 
campaign in three test cities didn’t create 
a ripple of demand. I have a notion that 
research of this kind isn’t too reliable wn- 
less it involves an actual sale. 


* * * 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IIl., for “Salesense in Adver- 
tising,” available on five days’ approval. 
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Salesman: This book will show you 
how to be a better farmer than you 
are. 

Farmer: I already know how to be a 
better farmer than I am. 


In this so-called art course, addressed 
to copywriters everywhere, I am often 
at a loss as to which level of experi- 
ence I should aim particular remarks. 
We have a title this time about ham, 
with an appropriate subhead about 
visual ideas. 


Of course I know that you personally 
are probably not a ham writer. I 
chose today’s subject for one reason: 
An actual experience by a photogra- 
pher with a ham writer prompted him 
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‘Put the ham upon the table’ 


The natural way to help yourself to visual ideas 


to make his comments to me, and I am 
passing the idea on without changing 
the product. In my opinion, the prin- 
ciple is right, whatever the product. 


“If only,” said the photographer, 
“this writer would put the ham upon 
the table and look at it awhile, before 
and during his writing about it! I bet 
it would be a more effective way to 
think about how to photograph it, 
maybe even how to write about it, 
because the ham itself would give him 
ideas!”, he ended with conviction. 


As I say, I have no notion of the 
writers’ experience levels where this 
suggestion will be helpful. I hope it 
fits in somewhere. 


Next Lesson: “Can Copy-Art or Art-Copy Clubs Succeed?” 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 
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Alameda County—now the largest population cen- six out of nine retail sales classifications in Northern 
ter in Northern California—is a quality, as well as California as measured by Sales Management. West 
Ved, 0 ie important to recognize quantity market. In the latest three-year period Coast ne plans should not overlook the op- 
Metropolitan Oakland's covered by Sales Management surveys, the rate of portunities inherent in these facts. 
commanding size as a increase in retail sales was 31% greater than the L. D. DuNHAM 
market. It is equally important country as a whole. Alameda County dominates Vice-President and Manager 
to remember this fact: DANCER-FITZGERALD-SAMPLE, INC., SAN FRANCISCO 


ONLY THE 


Cribune 
COVERS METROPOLITAN OAKLAND* 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 
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‘Cheer,’ New Harrad 
Magazine, Will Bow in June 


by Harrad Publications Inc., New 
York (AA, Feb. 24), will bow with 
the June issue. Cover price will be 
35¢. The magazine will have a cir- 
culation guarantee of 125,000 and 
a tentative b&w page rate of $675. 
Howard Harkavy Advertising, New 


WANTED 
ALL WE CAN GET 

PRODUCTION MANAGERS 

AND BUYERS OF PHOTO 

PRINTS . .. REGARDLESS 
OF PREVIOUS EXPERIENCE 
To send for our latest price list, and 
our MONEY SAVING get acquainted 
offer... FOR TOP QUALITY GLOSSY 
8 x 10 PHOTOPRINTS ... AS LOW 
AS 7¢ each. 


NEWARK PHOTO STUDIO, Inc. 
925 Broad Street E 
NEWARK 2,N. J. 


| 


York, has been named to handle 
Cheer promotion and advertising. 


Cheer, new monthly magazine Opening ad campaign slogan is| 
planned for the teen-age market a for Youth . . 


. youth for 
heer . . . advertisers will Cheer 
for Cheer.” 


Drive Set for Perma Starch 


Dumas Millner Corp., Jackson, 
Miss., will spend a reported $750,- 
000 during the next six months to 
advertise Perma Starch. Network 
radio, spot tv, consumer and busi- 
ness magazines and newspaper ad- 
vertisements have been scheduled. 


The agency is Gordon Best Co.,|! 


Chicago. 


Gibbs Joins MGM 

William R. Gibbs, former tv 
commercial production supervisor 
of Young & Rubicam, San Francis- 
co, has been named director of in- 
dustrial and commercial films for 
MGM, Hollywood, effective April 
7. Ray Dietrich, Mr. Gibbs’ assist- 
ant at Y&R for the past two years, 
will succeed him at the agency. 


vv 


Use This Space to Print or Type Your Classified Advertising Message 


That's what an 
Ad Age Classified Ad 


makes you! 


It’s a wonderful smug-like 
feeling to get a raft of replies 
from a low-cost classified ad in Ad Age. And 
action you get because The Advertising 
Market Place is the Monday meeting place 
for almost 150,000 top marketing men — the 
people with authority to buy or sell immedi- 
ately as they see fit. Try it. 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


_] State 


Clip and mail 


this form to: 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 

200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles, Calif. 


| 


Reynolds Crane 


DAY’S WORK—Pictured at an all-day workshop held 
March 22 by the Chicago chapter of American Wom- 
en in Radio & Television (AA, March 31) are Doro- 
thy Reynolds, chapter president; Sterling C. Quin- 


Quinlan 
lan, ABC vp in 
Crane, 


sultant. 


Phillip Waller 
charge of WBKB, speaker; Martha 


WLS; Elizabeth Bain and Lee Phillip, 
WBBM-TV, and Judith Waller, radio and tv con- 


British Car 
Sales in U.S. 


Contented... Rose 250% in ‘57 


Value of British Auto 
Exports Topped That of 
Whisky for First Time 


Lonpon, April 2—While auto- 
;mobile production in the U.S. is 
| Slumping severely, the British mo- 
tor industry is running at a high 
level. 
| One reason for the boom: 
|creased exports to America. 
| British automobile makers 
earned $111,000,000 in the US. 
| market in 1957, a new high. Sales 
| were up a whopping 250% over 
| 1956. 

This year the industry expects to 
increase its sales to America by 
| another 50%. First-month figures 
were encouraging. Some _ 60,000 
| British vehicles were shipped over- 
seas in January, 1958, a gain of 
6,000 over January, 1957. Some 14,- 
000 of these cars went to the Amer- 
lican market. 


|e British Motor Corp. (Austin, 
Morris, MG, Riley and Wolsey), 
| Britain’s largest manufacturer, re- 
ported record production for Jan- 
uary, with exports accounting for 
about half of output. BMC sent 
36,000 cars to the U.S. market in 
1957 and expects a “substantial 
improvement” in sales this year. 


In- 


|e Ford Motor Co. reports that pro- 
{duction is running at the record 


destined for overseas markets. 


e Standard Motor Co., which tri-| 


pled its sales to the U.S. last year, 
says exports to America are con- 
tinuing at this high level, causing 
a rationing of its cars in the home 
market. 


e Rootes Group (Hillinan, Sun- 
beam), which increased its sales to 
the U.S. by nearly 400% last year, 
also reports that sales to America 
are continuing at this high rate. 
Export markets take about 60% of 
output. The company says it even- 
tually hopes to increase production 
to 1,000 cars a week. 


e Vauxhall Motors, General Mo- 
tors’ British subsidiary, reported 
January exports at a new high of 
10,660 cars, a 14% increase over 
the previous monthly high. Of this 
total, 2,750 went to the U.S. and 
Canada. . 


® Success of the British auto mak- 
ers was pointed up here by a report 
from the American Chamber of 
Commerce in London, which 
showed that the dollar value of 
auto exports in 1957 exceeded that 
of shipments of scotch whisky for 
the first time. 


‘GERMAN AUTO 


PRODUCTION SOARS 

Bonn, April 2—West German 
automobile production continues to 
roll along in high gear. 

Output in the first month of 1958 
totaled 127,557, a new monthly 
high. The previous production re- 
cord for one month was 115,019, set 
last October. 

A little less than half of the Ger- 
man production is being exported. 


high level of 1,200 cars a week, | # Volkswagen, Germany’s top pro- 
with more than half of the output | ducer, is aiming at a 500,000 year in | publisher. 


|1958. It produced 380,000 cars last 
| year. 

Production facilities are being 
used at almost capacity rate, and 
in the home market there is a 
strong “seller’s market.” If you 
order a Volkswagen today, you 
| have to wait four to five months 
for delivery. Other producers also 
enjoy this enviable position. 

Following are the 1956-1957 pro- 
|duction figures for the most pop- 
ular German cars: 


1956 1957 
Volkswagen oo... 331,190 380,561 
Opel Rekord Olympia .... 120,185 156,407 
a 35329 45,907 
Goggomobil ................000« 33,385 43,372 
BMW Isetta occ. 31,707 33,700 
DKW Sonderklasse ........ 49,694 33,374 
Opel Kapitan .............. 42,958 29,885 
Mercedes 180 ................ 29,477 28,916 
Mercedes 190 ................. 20,033 25,910 
Ford Taunus M15 ............ 38872 25,877 
Mercedes 219-220 .......... 18707 25,030 
Borgward Isabella ........ 17,692 23,258 
Ford Taunus M1}2 ........... 18,287 17,094 
Ford Taunus M7 .......... 15,879 


North Elects Mrs. Westbrook 

Mrs. Alice M. Westbrook, crea- 
tive director of North Advertising, 
Chicago, since the agency was 
founded in 1955, has been elected a 
vp. Mrs. Westbrook is responsible 
for award-winning campaigns pro- 
duced for the agency’s Lanvin per- 
fume and Tonette home permanent 
accounts. 


Revere Advertising Adds Two 
Revere Advertising, Minneapolis 
and Chicago, has been appointed 
to handle advertising and sales 
promotion for K&K Mfg., Minneap- 
| olis manufacturer of automatic 
jelectronic calf feeding equipment, 
and for John Rudin & Co., Chicago 


like full ROP 


COLOR? 
... buy it now in The Gary Post-Tribune 


Color advertisers like Oscar Mayer and 

Land O’Lakes seem pleased the way color sells 
foodstuffs. Color sells in Gary, too .. . IF you use 
The Gary Post-Tribune circulation which 

exceeds the combined sale of all other daily news- 
papers by over 100% in the metropolitan city 
zone of 211,357 people. 


ask a Burke, 
Kuipers & 
Mahoney man 
to show you 
color samples 
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* ABC average total paid circulation for 
six months ending Dec. 31, 1957. 


* By far the greatest paid-circulation audience ever offered 
by an advertising publication—the 30th consecutive ABC statement 
(15 years) showing continuous growth in paid circulation. 
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‘Journal’ Names Macdonald |'Budd Co. Promotes Boas AAPG Names Hill Agency Keystone Adds 9 Stations 
Donald A. Macdonald has been MHerbard A. Boas Jr., Sevmnenty| American Assn. of Petroleum; The Keystone Broadcasting Sys- 
named to the new position of as-| manager of sales promotion, has| Geologists has named Herbert E.|tem has added nine new affiliates, 
sistant advertising manager of the been named director of marketing | Hill Advertising, Los Angeles, to| bringing its total to 1,034. New af- 
eastern edition of The Wall Street of Budd Co., Philadelphia. Before | handle its account. The association | filiates are WKIS, Orlando, Fla.; 
Journal. He has been with the coming to Budd, Mr. Boas was as-|also named Jess M. Laughlin Co.,,WAUC, Wauchula, Fla.; KPID, 
Journal five years, most recently sistant director of advertising and|Los Angeles, which has been its | Payette, Ida.; KMRC, Morgan City, 
as head of the Boston sales office. public relations of Sinclair Oil Co.| western representative, exclusive|La.; WBEC, Pittsfield, Mass.; 
national representative for its| WHEY, Millington, Tenn.; KBBB, 


A.A.P.G. Bulletin. | Borger, Tex.; KBUS, Mexia, Tex., 
3 Ww = ¢> oO Say TT and WHSM, Hayward, Wis. 
McQuade Forms Food Council 


OUTDOOR ADVERTISING 4 °w sales advisory service, the Wallington Opens Oftice 


Grocery Merchandising Advisory G. Grantly Wallington has 
JUNIOR PANELS less than .05¢ for every |Council, has been formed by Mc-| opened an office in the Hiram Sib- 
WRITE OR CALL... thousand impressions 


Quade Associates, 15 W. 44th St.,|ley Bldg., Rochester, N.Y., as an 
9 Pa" 
. inate, ig? - iy) 
“=> 


New York. The new council, Mc- advertising consultant. Mr. Wall- 
| Quade says, “aims to increase man- |ington was formerly secretary and 
|ufacturers’ sales through pertinent /a director of the Rumrill Co., with 


ia 


NATIONAL COVERAGE 


130 UNION ST. 8600 EAST 77th ST. 
SPRINGFIELD, MASS.| KANSAS CITY, MO. 


|motion guidance and action.” 21 years. 


: 


fen aad 
moa Id's | t 
Setters World's larges 
_ ¥ os ley LW 
Foo 888 eee Pr oducer of 
p88 ces aug 4 / 
rm Osu ee uest, opportunity: 
58 seecesinret 
haa esas eoese ‘gne Just as Alcoa is “the world’s largest pro- 
ve “s 0 eee ducer of aluminum,” Pittsburgh is the 
esse Ceeceer ALCOA world’s largest producer of opportunity — 
sees , eee sees ALUMINGYMT opportunity for increasing your sales this 
dik sseases~ year! And Alcoa—one of many industrial 
wees nin gasses sss giants headquartering in Pittsburgh—is 
} bt gan ot su one of many reasons for the richness of 
¥- Sean ace ase this market of 3 million people who spend 
; a id As JU over $314 billion a year at retail! Aware, 
; as ‘ : s S . alert marketing men are cashing in on 


Pittsburgh—and on the Post-Gazette, the 
only daily newspaper to give balanced 
coverage of both the central city and the 
booming suburbs. That’s why advertising 
hit another all-time high in the Post- 
mer Gazette in 1957. 


; Y 
rirseuRGH BY 
IT COSTS LESS TO SELL MORE IN THE Pittsburgh re 
Post-Gazette 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN AND SCHMITT 


|marketing, merchandising and pro-|which he had been associated for 


7 
re 


e 
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TELL A STORY—Entrants write a short 
story based on the photo, get an 
entry blank from dealers in a new 
contest by Roxbury Carpet Co. This 
first ad appears in the April Bet- 
ter Homes & Gardens. St. Georges 
& Keyes, New York, is the agency. 


50th Year as Media 
Representative 


Cuicaco, April 2—The Branham 
Co., newspaper and radio-tv rep- 
resentative operating throughout 
the U. S., is celebrating its 50th 
year in the advertising business. 

The company was formed in 1908 
by John M. Branham, who had 
been a salesman for the Nashville 
Tennessean. The business began 
with three salesmen operating out 
of offices in New York and Chi- 
cago. The Tennessean is still a cli- 
ent of Branham, which now has 11 
offices and more than 65 employes. 

In 1936 the number of Branham 
clients who owned radio stations 
led the company to add radio to its 
media list. In 1947 a television de- 
partment was added. Separate sales 
organizations handle the varied 
media. 


® Following the death of Mr. 
Branham in 1935, John Petrie be- 
came president and later chair- 
man of the board. Mr. Petrie died 


Eugene Corcoran Monroe Long 


in 1953 and Monroe H. Long, who 
had succeeded Mr. Petrie as pres- 
ident, then succeeded him as board 
chairman. Eugene F. Corcoran is 
now president of Branham. The 
company is owned by active em- 
ployes. # 


Bacon Opens Own Agency 

Robert W. Bacon has formed his 
own advertising and sales promo- 
tion company, R. W. Bacon Co., 
with offices at 98 Ellsworth Dr., 
Bloomfield, Conn. Initial accounts 
are Trinity College, Connecticut 
Opera Guild, Plastic Engineering 
Corp. and Killington Basin Ski Re- 
sort. Mr. Bacon formerly was con- 
tinuity director for WTIC, Hart- 
ford radio station. 


Ronson Art Changes Name 
Ronson Art Metal Works (Can- 
ada) Ltd., Toronto, has changed 
its mame to Ronson Products of 
‘Canada Ltd. paralleling a similar 
change a few years ago by Ronson 
\Corp., Newark, the parent com- 
|pany. The change is coincident 
with the company’s move to a 
new plant and factory location at 
166 Ronson Drive, Rexdale, Ont. 
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Coming 
Conventions 


*Indicates first listing in this column. 

April 6-11. National Federation of Ad- 
vertising Agencies, annual convention, 
Del Monte Lodge, Pebble Beach, Cal. 

*April 13-15. National Assn. of Trans- 
portation Advertising, Casa Blanca Inn, 
Scottsdale, Ariz. 

April 14. Ohio Valley Industrial Adver- 
tising Conference, Cincinnati. 

*April 15. Premium Advertising Assn. 
of America, Premium Advertising Con- 
ference, Navy Pier, Chicago. 

April 15-17. Point-of-Purchase Adver- 
tising Institute, Hotel Sheraton-Astor, 
New York. 

April 17. University of Michigan, 5th 
annual advertising conference, sponsored 
by the departments of journalism and art 
and the school of business administra- 
tion, in Ann Arbor. 

April 18-19. Advertising Federation of 
America, 9th District, Advertising & 
Sales Club, Kansas City, Mo. 

April 22-24. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 24-25. Assn. of National Adver- 
tisers, 5th national workshop on adver- 
tising budget and cost control, West- 
chester Country Club, Rye, N.Y. 

April 24-26. Advertising Federation of 
America, 4th District, The Floridian, 
Tampa 

April 24-26. American Assn. of Adver- 
tising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W 
Va. 

April 24-27. American Women in Radio 
and Television, national convention, Fair- 
mont Hotel, San Francisco 

April 25-26. International Assn. of Sales 
and Advertising Clubs, annual confer- 
ence, Prudhomme’s Hotel, Vineland, Ont., 
Can. 

April 25-26. Mutual Advertising Agen- | 
cy Network, Bismark Hotel, Chicago. 

April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Hotels, | 
Los Angeles. | 

April 30-May 2. Sales Promotion Exec- | 
utives Assn., first national convention, 
Hotel Roosevelt, New York | 

May 1-3. Pacific Northwest Newspaper 
Advertising Executives Assn., VERSSS, | 
B.C 


May 1-3. Advertising Federation of | 
America, 5th District convention, Mans- 
field, O 

May 4-7. National Newspaper Promo- 
tion Assn., national convention, Penn- 
Sheraton Hotel, Pittsburgh | 

May 5-6. Magazine Publishers’ Assn., 
spring meeting, The Greenbrier, White 
Sulphur Springs, W. Va 

May 5-7. Assn. of Canadian Adver- | 
tisers, annual meeting, Royal York Hotel, | 
Toronto | 

May 8. Agricultural Press Assn. of | 
Canada, Royal York Hotel, Toronto 

May 8-9. Public Utilities Advertising | 
Assn., annual convention, Penn-Sheraton | 
Hotel, Pittsburgh. 

May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual) 
meeting, Royal York Hotel, Toronto } 

May 15-16. International Advertising 
Assn., annual convention, Hotel Roose- 
velt, New York. 

May 19-21. Sales promotion division of | 
National Retail Merchants Assn. (former- | 
ly National Retail Dry Goods Assn.), an-| 
nual convention, Palmer House, Chicago. | 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N.C. | 

May 26-30. American Management Assn., 
national packaging exposition, New York 
Coliseum. 

May 30-June 1. Federation of Canadian 
Advertising and Sales Clubs, 10th annual 
convention, Brittania Hotel, Huntsville, 
Ont. 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

June 4. Assn. of National Advertisers, 
2nd annual workshop on cooperative ad- 
vertising, Hotel Sheraton East (formerly 
Ambassador), New York. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 9-11. Assn. of National Advertis- 
ers, spring meeting, Drake Hotel, Chicago 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B. C. 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston 

*June 27-29. Northwest Daily Press 
Assn., annual summer meeting, Madden 
Lodge, Gull Lake, Brainerd, Minn 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation Sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase-Park 
Plaza, St. Louis 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase-Park 


Plaza, St. Louis | 


Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Nov. 3-4. National Business Publica- 
tions, Chicago regional conference, Drake | 
Hotel. 

Nov. 16-19. Broadcasters’ Promotion | 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca | 
Raton Hotel and Club, Boca Raton, Fla. | 


Townsend to Schneider Cardon| 
Charles E. Townsend, formerly | 
Canadian representative of Wort- 
man, Barton & Spohn, New York, 
has joined Schneider Cardon Ltd., 
Montreal, as account executive. 


BELOIT NEWS and JANESVILLE GAZETTE 


@ The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 32 counties in Wisconsin and a substantial portion of 3 counties in Illinois 
Statistically speaking, every family in metropolitan Rock County, the home 
county of Beloit and Janesville, subscribes to one of these two papers. 


FOURTH LARGEST CIRCULATION IN WISCONSIN 


P. T. BREWER GEORGE W. GRESSMAN 
BELOIT, WIS. o JANESVILLE, WIS. 
EMerson 5-8811 PLeasant 4-3311 


The Dates 


Tue: April 15: 
Wed: April 16: 
Thu: April 17: 


ADMISSION FREE 


POINT-OF-PURCHASE 


12th ANNUAL SYMPOSIUM AND EXHIBIT 


April 15-16-17, 1958 


~ atid 


Merchandising Moves Your Product! 


Nowhere but at point-of-purchase is there so per- 
fectly synchronized a meeting of product, consumer 
...and shopping money. This is the place and the 
moment of Imminent Decision: to buy or not to buy. 


This is your place, your moment to sell. 


Come to the biggest, finest POPAI show ever and 
see...new concepts and techniques from leading 
creators of point-of-purchase display material... 
material that catches the eye, captures the interest, 
sells the product. See the display material that has 
moved millions of dollars in merchandise from store- 
shelving to consumer. See how it can be adapted 


11 AM to 7 PM 
10 AM to 8 PM 
10 AM to 6 PM 


to sell your product. 


ADVERTISING INSTITUTE’S 


SHERATON-ASTOR HOTEL, NEW YORK CITY 


Like Lures and Lunkers 


...in Wisconsin the combination is... 
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Know Your Subject, Viewer 
Warns TV Producers 

To the Editor: I don’t believe 
any of us (unless it’s our job) 
should be too hasty to carp about 
each other’s work. But, occasion- 
ally one gets a different viewpoint 
than the creator of an ad or a tv 
commercial and sometimes that 
viewpoint can be helpful to our 
colleagues. 

For instance, let’s look at the tv 
commercial on Instant Sanka 
coffee. The series is smart and 
succinct. But why oh why didn’t 
the creator talk to a fisherman be- 
fore he put that casting rod into 
the hand. The script goes some- 


thing like, “Are you casting about | 


for a good cup of coffee?” The 


hand goes through the motions of | 


casting and horror of horrors— 
the click is on the reel. 

Millions of bait casters (men 
and women) will cringe with 
mental pain if they don’t turn 
away from the set in time to avoid 
this torturous racket of somebody’s 
“goof.” For to a fisherman, this 
is an unpardonable sin and never, 
but never, is a bait cast with the 
reel click on. 

The click is a device that alerts 
one when trolling slowly or “still” 
fishing and is always snapped off 
when one gets “fast” to a fish. 

So, please guys and gals, when 
illustrating, writing copy or crea- 
ting a tv commercial—if you don’t 
know your subject at first hand 
and thoroughly, please get to 
someone who does. It might save 


// for Outstanding 


Public Relations 
in Virginia 


We're mighty proud of the 1958 Public Rela- 
tions Award. It was presented to Times-World 
Corporation, publisher of The Roanoke Times 
and The Roanoke World-News, by the Rich- 
mond Public Relations Association for out- 
standing public relations in Virginia. 


Pride in our 
clear-cut 


laudits is only natural. Our goal is one of 
ublic service—to provide the nearly half-million 


people living in this vast, active, 16-county area the three V's: 


1) Vital news coverage 


2) Vigilant civic leadership 
8) Vigorous, stimulating journalism 


Service to advertisers is an integral part of our goal, too. 
The message you give the readers of these two great news- 
papers is news to them! They are eager, waiting and wanting 
to learn more about your products—and what your products 


will do for them! 


Because these people believe in us, they will believe in you. 


They have the buying power. 


It is up to you to give them 


the inclination to buy. You can do it through these news- 


papers! 


Roanoke is a “Burgoyne” City 


FREE DESCRIPTIVE BOOKLET! “The Beckon- 
ing Land” gives EE full detalis on the 
your S. F. W 


Roanoke Market. 
sentative or write direct. 


. repre- 


7 ei _ National epresentanves — me 
j FERGUSON — 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


you a bit of embarrassment and 
a lot of the rest of us some 
troublesome moments. 
Ed Lacey, 
Advertising, Sherman Labora- 
tories, Detroit. 
> — - 


Grey—Not Grant—Has 
Greyhound Rent-A-Car 

To the Editor: Your March 17 
story about Greyhound Rent-A- 
Car and its debut on the Steve 
Allen Show contained two errors. 
I’m sure you will want to correct 
them. 

First, Grey Advertising Agency 
is responsible for Greyhound bus 
and car rental advertising. Grant 
is not the agency for Greyhound 
Rent-A-Car or any other service of 
The Greyhound Corp. 

Second, while Greyhound Rent- 
A-Car is already established in 
nearly 100 key cities throughout 
the nation, the two-year-old com- 
pany has recently begun opening 
franchise operations. It is expected 
that the 700 licensees you men- 
tioned will be added this year. 

Reservation points, however, 
now total almost 10,000, including 
independent travel agents affiliat- 
ed with Greyhound Highway 
Tours and Happiness Tours. Of 
course, most Greyhound bus ter- 
minals can reserve cars for use in 
Greyhound Rent-A-Car cities. 

Verne F. Kelley, 

Advertising Manager, The 

Greyhound Corp., Chicago. 

* os . 


Bowen Press Ad Has 
Another Supporter 

To the Editor: It seems to me you 
missed the boat in your March 10 
sample of “Advertising We Can 
Do Without... No. 41.” 

This is not a case of misused 
technique, but simply a consumer 
who is bringing his wrath to the 
public notice. How can you blame 


him, when he has paid hard won|} 
dollars for a product which we in|} 
the advertising and merchandis-|/ 
ing business (or profession) have : 
told him was well worth the price? 
If more consumers emulated this}! 


one, for any and all products, the 


result would be threefold. First, || 


the relatively few dishonest com- 
panies would fold their tents. 
Second, the majority of well-in- 
tentioned companies would make 
the necessary improvements in 


product and service to fully match|} 


their claims. 

Third, and most important to 
those of us in the business, ad- 
vertising would at last become 
universally respected. 

Chris Yaneff, 

President, Chris Yaneff, De- 

sign and Advertising Counsel, 

Toronto. 


Wichita Encouraged to Aid 
Integrity Drive 

To the Editor: Just a word to 
thank you for some mighty fine 
results in your campaign as re- 
ported in the Feb. 10 AA. It seems 
that the men are really apprecia- 
tive of your thought. 

If there were ever a time when 
this kind of a program should be 
launched it is now. If the study of 
history means anything we are 
in the same position that many 
other nations have been before 
becoming extinct. Few nations 
have fallen from without before 
they have fallen from within. We 
are the most criminal nation in the 
history of the world. Yes, it CAN 
happen to us—as it has to others. 

Am enclosing some stamps. Will 
you please send me the value of 
them in the issues of Feb. 10 of 
ADVERTISING AGE? I plan to use 
them to get our daily paper and 


one of our television stations to do 
something about this. 

If my plan goes over, will tell 
you about it. 

W. A. Botts, 

W. A. Botts Advertising Serv- 

ice, Wichita, Kan. 

. 
Calls Speech a ‘Beacon’ 

To the Editor: Let me add my 
wholehearted agreement with your 
speech on integrity. It is a refresh- 
ing and stimulating beacon in an 
otherwise mad jungle of misplaced 
values. 

I sent my copy of the Feb. 10 
printing to Washington, with a 
strong suggestion that “Assistant 
Secretary of Defense E. Perkins 
Maguire incorporate some of its 
thinking into a speech he’s making 
to our fraternity convention in 
April. 

Could you send me one, prefer- 
ably several, copies? 

James H. Kennedy, 

Director of Communications, 

Bruce g@ayne & Associates, 

Management Consultant, West- 

port, Conn. 

. . 
Lottery Law Reprinted 


for Colorado Merchants 
To the Editor: In your Jan. 27 


issue you carried a story headed| 


“Watch Those Promotions. Post 
Office Checks Them Carefully 
Against Lottery Law.” 

This is one of the most infor- 
mative pieces on a very contro- 
versial subject, and we would 
like to have your permission to 


republish this article in pamphlet | 


form for distribution among our 
merchants, giving credit of course, 
to ADVERTISING AGE. 
Al Look, 
Advertising Director, The Dai- 
ly Sentinel, Grand Junction, 
Colo. 


‘Fun to Dance with.’ He Says 
To the Editor: A nominee for 

your “Ads We Can Do Without” 

department. 

This thing is pretty hideous to 


SOATS & CLARKS ZIPPERS AND 4 THREAD 


Ban - 
07> a 2S 
Denise, - 
meet, even in the New York Times 
Magazine—but I guess she would 
be fun to dance with. 
Bruce Friedlick, 
New York. 
* * - 


Outdoor Given a Voice 
To the Editor: “Outdoor Is Still 
Suffering” . .. not so much in 
silence, thanks to your splendid 
editorial (AA, March 24). 
Charles J. Murphy, 
Murphy Advertising, Dubuque, 
Ia. 


Rumor, Rumor, Rumor 
Discourages This Subscriber 

To the Editor: Recently I re- 
ceived a notice that my subscrip- 
tion would run out shortly, and 
was urged to renew it once again. 
This was several weeks ago and 
at that time I had every intention 
of doing so. 

However, I have recently been 
completely disillusioned by your 
irresponsible coverage concerning 
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the recent account changes in the 
automobile business. 

It seems to me that the advertis- 
ing business would be a much 
happier fiel@#to work in if it were 
not influenced and_ ultimately 
guided by the high school year- 
book technique of rumor, rumor, 
rumor, and last week “George was 
seen with Mary” technique. 

If and when your editorial 
policies have changed and you 
discuss a serious business in a re- 
sponsible way, I shall perhaps re- 
consider my present decision. 

Robert R. Tompkins, 

Young & Rubicam, Los Ange- 

les. 

e + e 


The Language Is Tricky 

To the Editor: Never should 
have quit smoking! I find myself 
reading those cigaret ads with a 
prejudiced eye. I know that the 


Where there’s a Man... 


Marlboro campaign is a great one, 
but one of the new themes is con- 
fusing. 

They probably want their new 
slogan, “The cigaret designed for 
men that women like,” to convey 
the idea that Marlboro is designed 
for men but women like it, too. But 
doesn’t it have this other meaning 
—that Marlboro is designed for 
men who are liked by women? 

Edward LaGrave Jr., 

Truppe, LaGrave & Reynolds 

Advertising Agency, Des 

Moines, Ia. 

® . 


Newsletter to Reprint 
‘Auto Buy Now’ Report 

To the Editor: As editor of a bi- 
weekly newsletter, I would like 
permission to reprint your article, 
“You Auto Buy Now, Clevelanders 
Told, and Buy they Did” in the 
March 10 issue. 

Our publication, “The Yellow 
Pagettes,” is distributed to the 
sales force, internally, and is not 
sold. 

S. Nugent, 

Editor, Sales Promotion De- 

partment, The Reuben H. Don- 

nelley Corp., Chicago. 
e + . 


Hopkins, Caples Help 
Disperse ‘Subliminal Fog’ 

To the Editor: I was glad to see 
James D. Woolf take up the cud- 
gels in behalf of Claude Hopkins in 
ADVERTISING AGE for March 17. 

I think the more we keep Hop- 
kins and Caples to the front the 
better chance we will have to 
fight our way out of the fog of 
subliminal advertising, brain- 
storming, motivation research, and 
similar confusing issues. 

It was an excellent idea also to 
reproduce some of Hopkins’ actual 
ads. 

L. H. Kurtz, 

Business Manager, Public Re- 

lations Staff, General Motors 

Corp., Detroit. 

J o 


Ad Reader Wonders How 
Influential You Can Be 

To the Editor: On Page 7 of 
| ADVERTISING AcE Feb. 24, appears 
an advertisement illustrated by a 
photograph of many books, des- 
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Advertising We Can Do Without .. . No. 45 


STOP MIAMI 39" 


FLY NORTHEAST 


AIRLINES 


NON-EXISTENT—Joe Hanson of New 
York nominates these and similar 
airline ads for the “Advertising We 
Can Do Without” category, point- 
ing out that the “$39.60 plus tax” 
rate played up does not exist, and 
that it is actually the one-way cost 
of a round trip ticket, with other 


restrictions. Mr. Hanson may be a bit too tough on the airlines, but 


“aa 


“ NATIONAL 


AIRLINE OF THE STARS 


either in or out of our business. 

The only instance I can remem-| 
ber where we differed strongly) 
was on the John Hancock series on! 
great Americans. 

That’s a pretty consistent record 
and partially explains why I clip 
and read his article in every issue 
of ADVERTISING AGE. Other reasons 
are that I find them interesting to 
read, as well as to the point, on our 
important job of making ads. 

Clement B. Haines, 

Vice-President, Lamport, Fox, 

Prell & Dolk Inc., South Bend, 

Ind. 

_ 


Spreads Borton Article 
Among Direct Mailers 


To the Editor: In your issue of 
Feb. 17, there was a very timely 


we accept his nomination, because it is not possible to fly from New 
York to Miami for $39.60 plus tax. If the ads said, “Round trip, New 
York to Miami, $79.20 plus tax,” they would be acceptable. 


cribed in the text below as “68| will be held available and ready to 
different books.” Idly glancing at|send to those who may apply for 


the titles, I discovered that some| 


books appeared twice, in different 
EDITIONS. I counted the books. 
There are 68 books in the picture, 
all right, but at least four are 
duplicates (one book, two edi- 
tions). 

My faith shaken, I next began 
to doubt if the influence of the 
influentials really does move side- 
ways, and to doubt the existence 
of a magazine called The Saturday 
Evening Post. 

Stephen Milliken, 

Kraftson & Milliken Inc., New 

York. 


Pome to a Toupee 

To the Editor: Reading your 
item, “Revion Breaks Drive for 
Top Brass Hair Dressing” (AA, 
March 10) prompts this: 


Or There’s the Devil Toupee! 
“Keeps your hair in place 
around-the-clock” 
May stand you in good stead, 
But I’d much rather keep my 
hair 
In place around-my head. 
Buell R. Snyder, 
Beachwood, N. J. 


Anybody for Alphabets? 

To the Editor: George Bernard 
Shaw’s Will 

The Times (London) has accept- 
ed an advertisement in its Official 
Notices column in the issue of Fri- 
day, Feb. 28, in the following 
terms: 

deceased 
“Re George Bernard Shaw, 


“The Public Trustee, whose 

address is Kingsway, London, 

W.C.2, is offering a prize for a 

design of an alphabet of at least 

40 letters as described in George 

Bernard Shaw’s Will. Full par- 

ticulars can be obtained by send- 

ing a foolscap 442d stamped* and 
addressed envelope to the Public 

Trustee.” 

The chairman of our parent 
company, I. J. Pitman, is helping 
the trustee of the will to carry out 
its terms, and has asked me to 
write you on this subject because 
it is clearly possible that your 
readers may include a number of 
those well qualified to design a 
brand-new alphabet of letters dif- 
ferent from those of the present 
alphabets, and the majority of 
them will be interested to learn 
that such a novel and revolution- 
ary approach to typographical re- 
presentation is to be invited. 

I am therefore not only sending 
you the information of the official 
advertisement, but enclosing a 
copy of the three documents which 


them. Needless to say, any re- 
ference to this which you might 
bring to the notice of your readers 
would be particularly helpful in 
ensuring that the new alphabet is 
the best that the ingenuity and 
skill of present-day man may 
achieve. 
John Bryant, 

President, Pitman Publishing 

Corp., New York. 

*Two international postage cou- 
pons required. 


Ad Teacher Depends on AA 

To the Editor: Just a short note 
to tell you how much help Apver- 
TISING AGE has been to me in my 
first try at teaching a university 
extension course in advertising. 

The course, a 15-session glimpse 
into advertising principles in 
practice, requires scanning books 
of the trade for current news and 
views which make lectures inter- 
esting and stimulating. 

Naturally, this is where ADVER- 
TISING AGE more than fills the bill. 
Week after week, your features, 
inside stories, Creative Man’s 
Corner, Looking at Radio and 
Television, etc., add their capsule 
comments to my lecture notes. 

I consider AA to be my silent- 
but-vital salesman in all my 
classes. 

R. Martin Dwyer, 

Adv. Copywriter, Dewey and 


Almy Chemical Co., Cam- 
bridge, Mass. 
7 - a. 


To Reprint Weiss’ 
Research Article 

To the Editor: May we have 
your permission to reprint the E. 
B. Weiss article starting on Page 
65 of your March 10 issue? We 
would like to distribute it along 
with other material in one of our 
regular mailings to our advertisers. 

Naturally, we thought it was a 
most refreshing and _ thought- 
provoking piece. 

Herbert Walther, 

Publisher, Contractor, New 

York. 


He's Eye to Eye with Woolf 
To the Editor: Tonight, I read 

James D. Woolf’s weekly article— 

this one on the ad, “Why We Put 


Premiums in Nabisco ae 


Wheat.” 
I had liked this ad when I read| 
it and thought that perhaps he was 


going to criticize it. On the con-| 


trary, he commended it and I 
found that, again, I must agree 
with him. 

This reminds me that, in the 
past 11 years that I’ve been Mr. 


and informative article on “Mis- 
takes and Boners in the use of 


|they punctuate 


Direct Mail” by Elon G. Borton. 


of our customers and prospects in 
this area. 

Joseph Kaye, 
Sales-Advertising Manager, 
Unique Direct Mail Service, 
Newark, N. J. 

a . . 
Matter of Punctuation 
To the Editor: The new slogan of 
Kudner Agency, quoted in your 
March 3 issue—“Work Like Hell” 
—is the same as that of several 
smaller agencies I could name, only 
it differently— 
“Work? Like Hell!” 
John Evans, 
John Evans Advertising, Chi- 
cago. 
* 


He's for Scientific Marketing 
To the Editor: In flaying away 
at market researchers (AA, March 
10, Page 65), E. B. Weiss asks the 
source of “the oft-repeated asser- 


Woolf’s faithful reader, I’ve agreed, As we are always preaching| tion that some 70% or 80% of ‘new 
more consistently with him on ad-| that, we would like permission to products’ fail when put on the 
vertising than with anyone else,|use the article and send it to all|market.” He more likely suspects 


“the correct figure is 50%.” 

How will he feel to learn that 
one of the few measurements to 
date shows 98% failures? 

Says the U.S. Government book- 
let, *“New Product Introduction 
for Small Business Owners”: 
“Statistics show that more than 
98% of all new products fail dur- 
ing their first two years of distri- 
bution and sale. But... a study 
of 200 large corporations intro- 
ducing new products in the last few 
years shows they have had a bat- 
ting average of 19%.” 

In other words, for firms of all 
sizes, 98% fail; for large firms, 
81% fail. 

We corresponded further with 
the author, Peter Hilton. (He is 
founder of New Products Institute, 
and president of Hilton & Riggio 
Inc., New York agency.) He ad- 
vised that the research was done 
in 1947-48 from government sourc- 


during the 


in Daily 
CITY ZONE 


second Seattle 


6 to I. 


the Seattle Post-Intelligencer 


OUTGAINED 


Pacific Northwest newspapers 


During the same period, the Seattle 
Post-Intelligencer OUTGAINED the 


city zone circulation MORE THAN 


Preferred by readers — most productive for advertisers 


past 5 years 


other 


and Sunday 
CIRCULATION 


newspaper in daily 


Portland Oregonian ..... 
Spokesman Review . 
Seattle Times 
Spokane Chronicle 


Tacoma News Tribune .... 
Portland Journal 


ABC CITY ZONE CIRCULATION GAINS 
(6 months ending September 30, 1952 compared 
with 6 months ending September 30, 1957. 
Publisher's Statements.) 


SEATTLE POST-INTELLIGENCER 


DAILY SUNDAY 
GAIN GAIN 
17,922 15,898 
-++ 6,147 1,658 
-oe 4,787 4,169 
. 2,930 10,794 
... 2,146 No Sunday 
... 2,107 3,868 


1,748 


Represented Nationally by Hearst Advertising Service Inc, 
Offices in 15 Principal Cities 
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es, trade associations, and trade 
media. Many of the product in- 
troducers, he learned, were very 
small operators with nest-eggs who 
were going to take a flier at 
launching some new item despite 
little experience. 

The large-corporation survey 
was made by Ross-Federal Re- 
search Corp., New York. It covered 
manufacturers of packaged con- 
sumer goods. When asked the rea- 
sons for their 81% mortality rate, 
most blamed insufficiently 
thought-out marketing programs. 
Near the bottom of the list, they 
blamed insufficient product re- 
search. 

Viva scientific marketing! By the 
way, what’s the mortality rate 
when witch doctors perform their 
rituals over sick tribesmen? 

Henry G. Burger, 

Merchandising Consultant, 

Brooklyn. 

*U.S.A., Small Business Ad- 
ministration, Management Series 
No. 17 (Washington: Government 
Printing Office, 1955, 30¢), Page 
3 and Page 63. 


Here's the Thought Behind Norfolk & Western RR's | 
Christmas Ad; Praise from Readers Told by Agency 


To the Editor: Please allow me to | of all sizes buy space in newspapers 
set forth the following considera-|just to say “Merry Christmas” to | 


tions regarding the advertisement 


of our client, the Norfolk and West- | 


ern Railway, upon which The Cre- 
ative Man commented in the Jan. 
20 issue. 

First, I think it should be consid- 
ered that the mere fact that an 


individual or a business uses paid | 


space in a publication to say some- 
thing to people does not necessarily 
make his message an “advertise- 
ment.” Publications are a medium 
in which words and pictures are 
used to express a thought. In this 
case, the Norfolk and Western 
management, without any thought 
of gain, wanted to join with others 
in expressing a thought which it 
believes vital in the preservation 
of things dear to humanity and 
necessary for its maximum well- 
being. 

Each year, as I am sure you 
know, thousands of business firms 


|people at large. I am sure at least | 
some of this space is bought and! 
used with sincerity. It is the season | 
of the year when men of good faith | 
want to say something warm and | 
reassuring to other men. In the 
|case of the Norfolk and Western, 
this same motivating spirit was 
present, but the N&W chose to say 
something more profound—not just 
because some of those who saw the 
ad would shout “hurrah for the 
N&W,” but actually and genuinely 
because this railroad feels a re- 
sponsibility in this direction. If 
they are unusual or even unique in 
feeling this responsibility, more 
power to them—and the mere fact 
that they have chosen to do some- 
thing different does not make them 
wrong. 

I rather feel that the Lord will 
|appreciate the gesture, and if He 
does—can you do less? 


Ad Age gives 
him worthwhile 


Says R. D. HIRSCHBOECK 
General Sales Manager 

Theo. Hamm Brewing Co. 
San Francisco 


“Have you,” asks Mr. 


“ever set a magazine or trade paper 
on the bookcase in your office, say- 
ing: ‘There’s an interesting story I 
must read when I have time?’ ” 

“Not so with my Advertising Age 
anymore—no, sir! I’ve learned long 
ago to stop scanning and start read- 


| 


| 


| 


|Christmas. And then he says that 


We also find The Creative Man's | 


with the article in ADVERTISING 
Acer’s Feature Section, Feb. 10 is-| 
sue, which is headed, “Let’s Use 


and Integrity Fashionable.” I sub- 
mit to you that the proposition of 
making Christmas more universal- 
ly appreciated for its spiritual 
meaning is quite in keeping with 
decency and integrity; in fact, it 
may well be the well-stone of both. 

This article urged advertisers to 
use advertising to “do something— 
not for me and not particularly for 
advertising—but as human beings 
and citizens of the United States.” 

The article says “America wears 
two faces—and the ads show only 
one.” I believe the Norfolk and 
Western’s ad captioned “Let’s Keep 
Christ in Christmas” shows anoth- 
er face, and a face which is warm- 
ing and reassuring to many people. 

The article says, “We can try to 
make it popular to be a good guy, 
and unpopular to be a bad guy.” 
Between this recommendation and 
the Norfolk and Western’s ad, I see 
no inconsistency. 

In The Creative Man’s column, 
he says he does not question the 
good intentions of the Norfolk and 
Western Railway, and points to 
an appalling commercialization of 


the voice of advertising is hardly 
the vehicle for prompting the spir- 
itual meditation which is required 
to thwart such commercialization. 

Can you truly think of a better 
vehicle? Remember, we are speak- 
ing of a publication as a vehicle, 
and not of “advertising”—just as 
television is a vehicle for Billy 
Graham and Bishop Sheen. The 
fact that these two devoted men 
use television and radio to deliver 
a message does not make what they 
say “advertising.” At least, not in 
the sense to which your thinking is 


\limited—but surely it is advertising 
if advertising is, as I understand it 
to be, a tool for reaching people and 
|influencing them to think the way 


Hirschboeck, 


gram. 


ing AD AGE. So I’ve been having 


my Advertising Age mailed directly 


to my home. 


“The results have always been 


1000% in my favor. I 


when I am relaxed, unhurried, and 
the payoff is that I’ve taken some 


real worthwhile ideas 


MAIL THIS 
COUPON FOR 
TRIAL 
SUBSCRIPTION 


read Ad Age 


back to my faction. 


.o ra 


Advertising Age. 


| 200 East Ilinois Street, Chicago 11, Ilinois 


Here is my order for a year’s (52 issues) service of Advatiing 
Age. Anglme I am not satisfied, my money will be refunded. 


“I find the up-to-date news and spe- 
cial features of Ad Age stimulating 
to my thinking—at home, where I 
have time to be stimulated.” 


READ AD AGE AT HOME 


Why don’t you, like Mr. Hirschboeck, 
read Ad Age at home—where you'll have 
time to be stimulated? For a mere $3 
you may have 52 idea-packed issues— | 
which comes to less than 6¢ a week! Mail 

the coupon NOW—for guaranteed satis- 


| 


desk the next day. One of these ideas 
—this year—has become the nucleus | 
of a year-round merchandising pro- 


My Name. Title. 
Company. 
Nature of business 
©) Home or 
© business add 
yA State 


City. 
0 $3 enclosed 


OC Bill firm 


0 Bill me 


you would like them to think. 

Let me assure you also that 
“Let’s Keep Christ in Christmas” 
is not a slogan, as The Creative 
Man says. It is merely the simplest, 
shortest, easiest understood way 
there is of expressing the thought 
which is behind the N&W mes- 
sage. I understand that you are 
concerned with the mechanics of 
advertising, the so-called rules, and 
I think you should know that this 
same message was used in bill- 
board advertising. A short message 
was necessary in this medium, but 
that had absolutely nothing to do| 
with our deeming it good copy for 
any visual medium. We simply take 
it for granted that there are a lot 
of persons, reared in the Christian 
faith, who know the true meaning 
of Christmas, but often forget it in | 
the tinsel and merriment. We feel | 
that to such persons, “Let’s Keep 
Christ in Christmas” has all the 
meaning in the world, and that! 
anything else would be superficial. | 

From a copywriter’s standpoint, | 
I think the “copy” The Creative 
Man suggests—“Let us remember 
that Christmas begins with Christ” | 
—is a roundabout way of saying} 


‘practically the same thing, that} 
some persons would not connect it | 


with the intended thought at all, | 
and that, mechanically speaking, a 
is stilted and rather awkward. 

As for the suggestion that it| 
would have been better if the ad/| 
had called people to prayer, I say | 
once again that the purpose of the 
message was to remind people of 
the true meaning of Christmas and | 
all the things which are implicit in 
it, including prayer. And if it is 
necessary to draw a picture for 
those who don’t understand, we’ve 
done that, too—because if you will | 
remember, the only illustration 
was that of people going into the 
doors of a church. Substantiating 
this, we have a letter from a gen- 
tleman who has risen to very envi- 
able heights in the yey 


world, commenting on your col- 
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umn, and saying, “I realize that 


comments somewhat incompatible ADVERTISING AGE meant no ‘irrever- 


ence,’ but I do think that AA’s sug- 
gested headline was about half as 
good as the one you so beautifully 


Advertising Skills to Make Decency | used.” 


Although I hope I impressed 
you with the fact that the purpose 
of this message was not to win pub- 
lic acclaim, I am reluctant to close 
this letter without telling you that 
the Norfolk and Western has re- 
ceived tremendous mail thanking 
them for it—not just this year, but 
each of the four years in which the 
same message has been put before 
the people. 

Edwin R. Deady, 
Vice-President, Houck & Co., 
Roanoke, Va. 

- . + 

Offers Theories About 
the Ringless Mother 

To the Editor: A word of explan- 
ation to those good humored sociol- 
ogists who missed the wedding ring 
in the WBNS-TV ad (Voice of the 
Advertiser, March 17)— 

Theory No. 1 (fantastic): Some- 
body forgot! 

Theory No. 2 (possible but not 
probable): The missing ring is a 
crafty plan masterminded by the 
agency to prove the alertness of 
AA readership. 

Theory No. 3 (sounds good to 
us): We quote Dr. Harry Ezell, 
prominent Central Ohio obstetri- 
cian, “In the period immediately 
following childbirth, many young 
mothers find shoes, girdles and 
wedding rings to be physically un- 
comfortable. So, in the privacy of 
their own homes, they take them 
off.” 

Bolstering Theory No. 3 is the 
fact that the young lady is a real 
live mother, feeding her very own 
baby. She is happily married and 
owns a wedding ring. 

John W. Corbett Jr., 
Vice-President, Maurice Mul- 
lay Inc., Columbus, O. 

7. 7. es 

Heads Bump 

To the Editor: Your readers are 
constantly catching the newspaper 
makeup man in his whimsical or 
absent-minded moods. How about 
the fellow who was responsible for 
placing (in SEP for March 29) an 
insert soliciting mail subscriptions 
right opposite an article headed 
“Don’t Fall for the Mail Frauds”? 
As bound, the solicitation appears 
at a hasty glance to be an overrun 
illustration for the article. 

Dave Park, 
St. Louis, Mo. 


TWO 
ABOVE-AVERAGE- 
INCOME 
MARKETS 
.. FARGO, 
N. DAK. 
AND 
MOORHEAD, 
MINN.... 
YOURS 
WITH 
IMPACT 
COVERAGE 
THROUGH 
THE 
PAGES 
OF 


See your 
nearest 
KELLY-SMITH 


Representative 


THE FARGO 
FORUM 
and Moorhead Daily News 
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a “SUBLIMINAL” message: 


You may be aware of the experimental technique 


me 


refer to the new (and sneaky) approach called 


“subliminal” or “phantom” selling. 


On TV, a line such as “eat popcorn” is flashed 


many times during a show—so fast it is “only 


registered on the subconscious mind.” On radio, 


the message is ‘way below normal broadcasting 


intensity, such as whispering. Some advertising 


es Ot ee ee ee 


folks claim it works wonders. 


Well, the Valley Bank is always willing to try 


something new—especially if it promotes a 


service that benefits everybodv So here is the 


world’s first subliminal newspaper ad! 


You will have been exposed to our secret message 


13 tumes Our statistimans will check all offices next 


week to note any increases. We hope it works! 


‘WORLD'S FiRST’—The fine print 

(here only a smudge between 

lines) says “Open a VNB savings 

account for an insured future!” as 

Valley National Bank, Phoeniz, 

happily tries “subliminal” advertis- 
ing. 


Best Ads Strike 
Like Lightning, 
Alfred Seaman Says 


New York, April 1—“If we 
had a button which would activate 
a machine to squeeze all the power 
out of advertising, the recession 
would be over tomorrow morning,” 
according to Alfred J. Seaman, 
exec vp of Compton Advertising. 

Speaking at the Eastern Round 
Table of the Life Insurance Adver- 
tisers Assn., Mr. Seaman declared 
that an advertisement is sometimes 
like lightning but mostly like elec- 
tricity. “When it’s like lightning, 
everybody senses its impact imme- 
diately. When its like electricity, 
nothing seems to happen until you 
plug in. Then the lights go on and 
the machine starts to work.” 


® As an example of advertising 
working like lightning, he cited the 
test marketing of Gleem toothpaste 
in Indianapolis. Distribution was 
limited to the Indianapolis area, 
but advertising reached into the 
suburbs with the result that “drug- 
gists in outlying villages went into 
Indianapolis, bought Gleem and 
then smuggled it from under the 
counter to their best customers. 
That’s lightning.” 

Another case he cited was the 
New York Life Insurance “Career” 
campaign. Already the company 
has had requests for over 18,000,- 
000 reprints of this series which 
discusses such questions as “Should 
your child be a doctor?” “Should 
your child be a librarian?” # 


Sanger-Funnell Gets Account 

Sanger-Funnell, New York, has 
been named to handle advertising 
for Seymour Smith & Son, Oakville, 
Conn., effective June 30. Wilson, 
Haight, Welch & Grover, New York, 
the former agency, said the garden 
tool manufacturer’s account was 
terminated because of a conflict of 
interest between accounts at the 
agency. 


Elliot, Jaynes Adds One 

Elliot, Jaynes & Baruch, Chicago, 
has been named to handle adver- 
tising for Universal Foods Corp., 
Chicago, which markets soup bases, 
gelatin desserts, jellies and other 
products under the Soup’s On and 
Universal labels. Heinze & Pen- 
found, Chicago, is the former agen- 
cy. 


Wisconsin Judge Bans Ads 
on Prices of Eyeglasses 

A Milwaukee circuit court judge 
has upheld the constitutionality of 
a Wisconsin law prohibiting the 
advertising of eyeglass prices. King 
Optical Co., Chicago, sought to re- 
strain the Wisconsin board of ex- 
aminers in optometry and William 
J. McCauley, Milwaukee district 
attorney, from interfering with 
King’s advertising policies. 

King maintained that the statute 
prohibiting persons from advertis- 
ing the price of glasses pertained 
to optometrists, not optical dispens- 
ers. King said it took orders for 
eyeglasses on prescriptions from 
licensed optometrists or oculists, 


Carll Joins Teawell 

Charles E. Carll, formerly direc- 
tor of public relations of Ford Mo- 
tor Co. and, more recently, opera- 
tor of his own pr company in San 
Diego, has joined Teawell & Shoe- 
maker, San Diego, as head of the 
agency’s new pr and management 
counseling divisions. 


ONE OF THE FIRST 100 MARKETS 
—— QUAD-CITY POPULATION — OVER "% MILLION 
" WHBF COVERAGE AREA— OVER 1 MILLION 


WHBE 


CBS FOR THE QUAD-CITIES 


For Market or Coverage Data Write er Call 
- AVERY-KNODEL, INC. 


fieirice Canth at: WME: Gogh tober. I, 


Ford's Sales Message 
finds the KEY MEN 
Thanks to Advertising! 


Says Henry Ford II: 


‘Advertising is an indispensable 
aid to our sales force.”’ 


The sale of trucks is a highly specialized field. 
Especially where large trucks are concerned, 
we know that performance and utility heav- 
ily outweigh the styling and prestige consid- 
erations that play such an important role in 
passenger car sales. Because of this premium 
on performance and utility, it is rare that one 
person alone makes the decision to buy a 
large truck. Our research indicates that an 
average of five persons collaborate on such 
a decision, and that they in turn are influ- 
enced by three other persons. 


Because truck purchases are so largely a 
matter of group decision making, advertis- 
ing is an indispensable aid to our sales force. 
It enables us to get our product story through 
to all members of the decision-making group 
—including those members who may not be 
accessible to our sales personnel. Our sales- 
man may or may not know the key man in the 
decision-making group, but the right adver- 
tising message will find him. 


a ee Ad E President 


Thanks to the advertising pages of the trade 
press, American Industry today has a wide 
choice of advanced techniques and improved 
tools and materials. This speeds production, 
steps up quality, cuts production costs. Then 
advertising, in turn, lowers selling costs to 
the consumer. Result: 


AMERICA IS A BETTER AMERICA— 
THANKS TO ADVERTISING! 
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Thomas Joins Philip Carey 

John C. Thomas, for the past|! 
three years an account executive |” 
with Farson, Huff & Northlich,| 
Cincinnati, has been named sales) 
promotion manager of Philip Carey || 
Mfg. Co., Lockland, O., manufac- 
turer of roofing, siding, insulating 
material and interior cabinets. 
Farson, Huff & Northlich handles 
the Carey account in the U. S. 


WINS Names Agency, S.M. 

WINS, New York, has named 
Wexton Co., New York, to handle 
its advertising, sales promotion and 
exploitation. There was no pre- 
vious agency. The station also has| 
named John D. Kelly, formerly 
national sales manager of WVUE- 
TV, Philadelphia, its sales manag- 
er. 


an a 


ee 2 


Millsap Pitt 


PENNSYLVANIA'S | 
RD LARGEST 
~ LIQUOR 

MARKET 


OLD & NEW—New officers of the Magazine Represent- 
|}atives Assn. of Southern California are Robert E. 
| Pitt, Robert W. Walker Co., president; Walter P. 
|Greenwood Jr., Bob Wettstein & Associates, secre- 
tary; Merton Millsap, Townsend-Millsap & Co., 


Hoover 


Sells 


ident; Kenneth 


Greenwood Clarke 


treasurer, and (not shown) Conrad J. Grabb Jr., 
McDonald-Thompson, vp. Outgoing officers, shown 
here, are Howard L. Hoover, The New Yorker, pres- 


Sells, Curtis Publishing Co., sec- 


retary, and John L. Clarke, Westways, treasurer. 


A LUNE 
67,000: 
ABC CIRCULATION 


33' 


The Newspaper Advertising Ex- 
ecutives Assn. has issued a four- 
page brochure describing its annual 
summer fellowships for advertising 
professors. The fellowship  pro- 
gram, now in its 12th year, pro- 
vides for teachers of advertising 


31) E&. Lancaster Ave., Ardmore, Pa 


TV-TULSA covers 45 counties where . 


EFFECTIVE BUYING INCOME 
Totals $1,897,469,000.00* 


Oil-rich Tulsa and 31 Oklahoma counties in 
the “fabulous 45” account for half the state's 
EFFECTIVE BUYING INCOME —the half you can’t 
reach without TV-Tulsa. 


Kansas, Missouri and Arkansas counties are an 
added bonus to the rich Oklahoma market. 


a al 


you get the fabulous 45. GV. °, 


*Sales Management's Survey 
of Buying Power 1957 


WAEA Fellowship Brochure Out} to spend six weeks at a newspaper | 


working closely with newspaper 
advertising management. The fel- 
lowship provides $600 plus $100 
| travel allowance. Six fellowships 
are available in 1958. Copies of the 
brochure are available from the 
| NAEA office, 417 N. Vermilion St., 
Danville, Ill. 


Meyerhoff Promotes Clark 

Frank P. Clark, assistant account 
executive, has been promoted to 
director of merchandising and 
promotion of Arthur Meyerhoff & 
Co., Chicago. He will coordinate 
and direct the agency’s services to 
clients on point of sale material, 
premium buying, store merchan- 
dising, dealer helps, trade promo- 
tion and the development of media 
assistance to support schedules 
and campaigns. 


Edsel Sets Radio Saturation 

Ford Motor Co. is running a 
two-week saturation radio cam- 
paign beginning April 1 to help 
spark a spring selling push for its 
Edsel. About 1,000 stations in more 
than 400 markets are carrying spots 
during the primary hours for 
| driving. Foote, Cone & Belding, 
| Edsel’s agency, has also reportedly 
bought some weekend time through 
‘the Impact buying plan of CBS 
Radio. 


Meyer Joins Stauffer 

Louis W. Meyer, formerly with 
Lever Bros. Co., New York, has 
been named national sales manager 
of the wholesale division of Stauf- 
fer Home Reducing Plan, Los 
Angeles. He will be responsible for 
regional distributor activities, sales 
promotion, marketing procedures 
and general supervision of sales 
programs and company sales poli- 
cies. 


'Nalley’s Pushes 
New Products, Sets 
Doubled Ad Budget 


Tacoma, April 2—Nalley’s Inc., 
specialty food packer selling in 
eight Western states, will spend 
$350,000 for advertising and pro- 
motion this year, the company an- 
nounced at a 40th anniversary 
party for advertising and media 
groups. 

L. Evert Landon, Nalley’s pres- 
ident, revealed the ad figures for 
the first time. He said the budget, 
which includes media, store dis- 
plays and dealer cooperative ad- 
vertising, is more than double the 
1950 figure. 

During the plant tour and party 
for 110 guests, Mr. Landon said 
new product developments are 
continuing at the company, and 
during March a new line of bar- 
becue sauces in 12 oz. decanters 
was introduced. 


“It is our intention to develop 
additional products that will relate | 
to our specialty food items, rather | 
than with food staples,” he said. 

The company’s sales for 1957) 
reached $18,700,000, a new high, | 


said. # 
William DeGrace Joins Coe 


named vp in charge of public re- 
lations for Coy & Associates, new 
Detroit agency. He was formerly 
with Clark & Bobertz, Detroit, as 
a public relations account execu- 
tive. 


Mutual Names Finley 
John Finley, former CBS account 


count executive with the Mutual 
Broadcasting System, Chicago. 


9% above 1956 totals, Mr. Landon | 


executive, has been appointed ac- | 
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Supermarket Bank 
Service Draws 
Bankers’ Protests 


Cuicaco, April 1—A new Nation- 
al Tea Co. customer service, inaug- 
urated last week, is running into 
snags here as savings and loan 
groups question the chain’s Nation- 
al Savings Transmittal Service. 

The service, opened in ten of the 
chain’s metropolitan area stores, 
makes it possible for shoppers to 
conduct savings business with the 
First Federal Savings & Loan Assn. 
of Chicago at the same time they 
do their marketing. The free serv- 
ice provides for deposits to ac- 
counts, requests for withdrawals 


| (with checks mailed to the cus- 


tomer’s home) and for applications 
for new accounts. 


s Adverse reaction to the plan 
came fast as the Federal Savings 
& Loan Council of Illinois for- 
warded a resolution protesting the 
agreement between the bank and 
National Tea to the Federal Home 
Loan Board in Washington, which 
is studying the plan. 

Chief complaint is that if the 
service is allowed to stand it may 
lead to other similar tie-ins with 
large savings institutions and mer- 
chandisers to the detriment of 
smaller savings associations. The 
council also fears the plan would 
open the door to branch banking, 
illegal in Illinois. 

Both sides are awaiting rulings 
on the legality of the plan from 
both state and national authorities. 
State Auditor Elbert S. Smith is 
checking to determine if the chain 
is operating a savings and loan 
business without a charter. The 
Washington board has been asked 
for a ruling on whether First Fed- 
eral is conforming with federal 
regulations in taking part in the 
plan. 

Both National Tea and First 
Federal say that the service was 
checked by their legal departments, 
which found that the plan is with- 
in the law. # 


KTUL-TV Promotes Two 
Bill Swanson, station manager, 
has been promoted to general man- 


| ager of KTUL-TV, Tulsa. He as- 


sumes the duties of Mike Shapiro, 
who has resigned to become station 
manager of WFAA-TV, Dallas. 
John J. Black, local-regional sales 
manager, has been promoted to 
national sales manager of KTUL- 


William J. DeGrace has been! yy. 


Starr Joins Richard Minns 

Stanley Starr, formerly an ac- 
count executive of Walker Saussy 
Advertising, New Orleans, has 
been named director of radio and 
television of Richard L. Minns & 
Associates, Houston. He will also 
be in charge of the radio and tele- 
vision department of the agency’s 
new office in Los Angeles. 


bd 
ft Pimiteoui says: 


for the 


mr ear 


check your ‘‘A"’ list 


pe 6 13-county area around Peoria, Illinois. Over half a 


million consumers live and work there . . . their spend- 
able income tops $1,128,500,000. Peoria Journal Star reaches 


market with a 


this market with 100,000-plus circulation . 
covers Metropolitan Peoria (1st in Illinois, 
except Chicago ) with a circulation-to- 


.. and 


homes ratio of 94.2%. 


BILLION BUYING DOLLARS 


Peoria Journal Star 


affiliated with WTVH 


Ward-Griffith Co., National Reps. 
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Perlstein Wins 
Pabst Proxy War; 
Seeks President 


Resumption of Merger 
Talks with Pepsi-Cola 
Seen as a Possibility 


CuicaGo, April 3—Harris Perl- 
stein, president and board chair- 
man of Pabst Brewing Co., started 
to look around for his successor to- 
day after his management slate 
won a bitter proxy fight that start- 
ed a month ago (AA, March 10). 

And Mr. Perlstein also left the 
door wide open for merger talks 
when he told reporters that the 
Pabst board of directors would 
consider any merger proposition 
that would benefit the company. 

Asked if he would resume mer- 
ger discussions with Pepsi-Cola 
Co., Mr. Perlstein said he felt the 
next move would be up to Pepsi, 
since the talks last fall were dis- 
continued by Pepsi when the proxy 
fight became imminent. 


= When results of the proxy con- | 


test were announced today it was 
disclosed that nearly 98% of the 


John Toigo ‘Disappointed’; 
Future Plans Uncertain 
Cuicaco, April 3—Expressing 
his disappointment at the results 


Young & Rubicam (Eastside Old, 
|Tap beer). 
| In a final statement the Pabst-| 
Spaeth faction said the company’s | 
stock should be listed on a national | 
|securities exchange so that infor-| 
mation about the company would 
|be available to any interested | 
party. The group also advocated 
|the principle of cumulative voting. 
It came to light today that a| 
compromise proposed by the Pabst 
management, which would have 
given the Pabst-Spaeth group some 
representation on the board, was 
refused by the family group. Un- 
der the arrangement both manage- 
ment and the Pabst-Spaeth group 
would have had five members each 
on the board, with the other four 
directors being neutrals. 


Perrottet 


West 


es At Tuesday’s annual meeting, 
some old advertising skeletons 
were hauled out of the closet. Mar- | 
shall Lachner, former president of | 
Pabst who resigned last October, 
came in for some more lumps from 


Winslow Hubbard 


FOR MORE EFFECTIVE BUSINESS PAPERS—Members of ANA and business 
paper publishers working to make business papers more effective 
as an advertising medium met a week ago in New York. Shown are 
Louis J. Perrottet, vp, Gage Publishing Co., newly elected chairman 
of publishers group; Paul B. West, president, ANA; Ralph Winslow, 
vp, Koppers Co., ANA chairman, and head of its business paper 
committee; and Philip Hubbard, president, Reinhold Publishing Co., 
and outgoing chairman of the publishers committee. 


the company management. During 
the proxy fight, Mr. Lachner had 
been blamed by the Pabst manage- 
ment for losses suffered by the 


specified that Mr. Lachner would 
not discuss Pabst or any company 
lofficers or officials after he left. 
brewer in 1956 and 1957. “I wonder what Mr. Lachner 
Mr. Perlstein criticized the| would say if he could talk,” Mr. 
giveaway and cut price promotions | Spaeth said. 
|brought in by Mr. Lachner, and | “This is a red herring and means 
| added that Pabst’s point of sale ma- | nothing,” Mr. Perlstein said in re- 
terial suffered during the Lachner|ply. He said termination agree- 
regime. |ments of this kind are common- 
“At this time last year our main| place today. Mr. Lachner, who had 
reliance was being placed on pro-|a five-year contract and was re- 
motions of the giveaway and cut | ceiving $100,000 yearly, settled for 
price variety,” Mr. Perlstein said. | $225,000 when he resigned with 
“Coupons, premiums, 5¢ off, 10¢ off|three and one-half years of his 
—produced one after the other in| contract unexpired. 
such rapid order that nobody could| ADVERTISING AGE learned that 


Schlitz’Berger, 
Last of Toigoteam, 
Submits Resignation 


| MILwauKkee, April 1—The last 
,of the four-man marketing team 
|} which moved from the old Biow- 
Beirn-Toigo agency to Jos. Schlitz 
Brewing Co. two years ago (AA, 
March 5, °56) has resigned from 
the brewery. 

Louis Berger, Schlitz director of 
media and market research, sub- 
mitted his resignation to the com- 
pany today. Schlitz said a succes- 


95 


Westinghouse Will 
‘Hike Ad Spending to 
$38,000,000 in ‘58 


METUCHEN, N. J., April 2—West- 
inghouse Electric Corp. will spend 
a total of $38,000,000 on advertis- 
jing in 1958. 
| Mark W. Cresap Jr., president, 
| reported this figure today at the 
| Westinghouse annual meeting here. 
Mr. Cresap said the company be- 
lieves that a recession is no time 
to curb promotional expenditures. 

Westinghouse ranked as the na- 
tion’s 1lth largest advertiser in 
1956, with expenditures of $32,- 
000,000, according to ADVERTISING 
Ace’s annual compilation of the 
100 top national advertisers. 

One stockholder, Mrs. Frances 
Goodman, asked today “why West- 
inghouse has such a poor advertis- 
ing policy compared with General 
Electric.” She got no answer, as 
the chairman, Gwilym A. Price, 
pointed out that her question was 
not pertinent to the subject then 
being debated—cumulative voting. 

Mr. Price reported that first 
quarter earnings will fall short of 
earnings in the first quarter of 
1957. He did not hazard an esti- 
mate for the full year “in view of 
unsettled business prospects.” 

Westinghouse sales topped the 
$2 billion mark in 1957 for the first 
time. # 


‘Household’ Plans 
New Format, Boost 


of the Pabst proxy contest, John | 


Toigo, who was the Pabst-Spaeth | keep up with them. 


Mr. Lachner will receive monthly 


sor had not been named and that 


in Newsstand Sales 


group’s candidate for president of 
Pabst Brewing Co., told ADVERTIS- 
ING AGE that his future plans are 
uncertain. 

Pointing out that his one-year 
contract with the Pabst-Spaeth 
families does not restrict him from 


| “These turned out to be nothing 


but crutches for our sales organ- | 
izations and distributors to hobble | 
about with. Now we have made | 
them throw away the crutches and | 
are engaged in the process of| 


iteaching them to walk on their 


Toigo said he might return to the) 


agency field, join a marketing con- 
sultant company, open his own 
marketing consultant business or 
do free lance marketing consulting. 

Mr. Toigo, who resigned two 
weeks ago as vp and director of 
marketing of Jos. Schlitz Brewing 
Co. (AA, March 24), said he will 
do whatever the Pabst-Spaeth 
group wants him to do, # 


outstanding stock was voted. Man- 
agement received 2,266,298 shares, 
about 56% of a total of 4,112,377 
shares of outstanding stock. The 
Pabst-Spaeth family slate accumu- 
lated 1,759,399 shares. 

The new board of directors will 
not have a member of the Pabst 
family for the first time in the 
company history. Robert and Da- 
vid Pabst, who were members of 
the board until today, ran on the 
defeated Pabst-Spaeth slate. Rob- 
ert Pabst also was replaced on the 
board of Hoffman Beverage Co., 
a Pabst subsidiary. 


® Selection of a new president will 
be one of the first projects to be 
taken up by the board of direc- 
tors. Mr. Perlstein, who returned 
to the presidency last October after 
leaving the post in April, 1956, has 
said that he wishes to be relieved 
of the presidential duties. 


Mr. Perlstein said that no deci- | 


sion has been reached by the com- 
pany’s board on someone to fill the 
job. However, ADVERTISING AGE 
learned that board members have 
talked to at least one man about 
the position, but no definite ar- 
rangements were made in view of 
the proxy fight. 


s Mr. Perlstein said the company 


| | 
going into another business, Mr. | OW? feet again, to sell merchan-| 


dise on its merits.” 


s Regarding point of sale material, | 


| Mr. Perlstein said, “So far as mer- 


chandising and marketing are con- 
cerned, a great deal of attention | 
has been given to point of sale ma- 
terial to fill a void which was cre- | 
ated when my immediate prede-| 
cessor as president of this company 
{Mr. Lachner] adopted the philos- | 


|ophy that money for coupons, pre- 


miums and the like should take the | 
place of point of sale material. 
Good point of sale material is once | 
again flowing into the field.” 

In displaying the new Pabst) 
Blue Ribbon six-pack, Mr. Perl- 
stein asserted that last year, when | 
premiums were being used exten- 
sively, the cartons “became so non- 
descript that they were almost un- | 
identifiable.” 


ws In answer to a question from 
the audience, Mr. Perlstein said | 
that his nephew, Nathan N. Perl- 
stein, was receiving a retaimer fee 
from Pabst as an advertising con- | 
sultant. Asked what Nathan Perl-| 
stein did to earn his money, Mr. | 
Perlstein pointed to a free plug! 
that Pabst received on the Bob 
Hope show several weeks ago as 
one example “of what Nate does 
for us.” 

Nathan Perlstein, former director 
of advertising and marketing at 
Pabst, left the company at the end 
of 1956 to open his own marketing 
consultant company, Nathan Perl- 
stein & Associates (AA, Dec. 3, 
56). He received a two-year con- 
tract from Mr. Lachner when he 
left Pabst, Harris Perlstein dis- 
closed. 

In answer to a qu2+tion from Carl 
Spaeth, a major stockholder and 


a leader of the movement to oust 


payments from Pabst until March, 
1963, under terms of the termina- | named. 
tion contract. “The marketing department here 
Taking a swipe at Mr. Toigo, | went to pot,” Mr. Berger told Ap- 
Richard Hehman, Pabst’s director|veRTIsING AGE. “I could have 
of marketing, said a motivational | stayed on but I felt that my abili- 
research study had disclosed that| ties and knowledge were not being 
consumers thought Mr. Toigo’s| put to their best use.” 
Schlitzer campaign was “childish”| He went on to explain that the 
and that they “resented being|marketing department ceased to 
called Schlitzers.” function after John Toigo left two 
Mr. Hehman added that there|weeks ago (AA, March 24) and 
was some question about who ac-/that he had no staff duties. Mr. 
tually created the Schlitzer adver-|Toigo, who was vp and director of 
tising campaign. |marketing at Schlitz, resigned to 
enter the Pabst Brewing Co. proxy 
® Robert Pabst told reporters that | fight as a candidate for president 
Mr. Toigo is receiving $50,000 year- | of the brewery on an anti-manage- 
ly as a marketing consultant from | ment slate. 
the Pabst-Spaeth group. However, 
any money Mr. Toigo makes from 
other sources would lower his fee 
by that amount, Mr. Pabst said. 
ADVERTISING AGE reported exclu- 
sively two weeks ago that Mr. Toi- 
go had a contract with the Pabst- 
Spaeth group and that he probably 
would open his own marketing 
consultant company if the group 
failed to win control of Pabst (AA, 
March 24). Mr. Toigo declined to 
discuss terms of the contract. + 


‘Smart Set’ Finds 
Post-Mencken Fame 
—in Patent Fight 


New York, April 3—A three- 


it didn’t know if one would be 


® As for future plans, Mr. Berger 
said he first plans to take a “one 
or two-month vacation with my 
wife, either to Europe or Venezuela 
or both.” He said he has not had 
a vacation in two years. 

Mr. Berger said he left Schlitz 
on friendly terms, and added that 
he felt the Toigo marketing team 
had made many valuable contribu- 
tions to Schlitz. “I received fair 
treatment at Schlitz and I have no 
complaints, but I felt it would be 
to my best interests to leave,” he 
said. 

Mr. Berger said he was surprised 
when he learned that Mr. Toigo 
had left Schlitz, and added that he 
didn’t know that Toigo was mak- | 
jing the move. “I was a little an-| 


Topeka, April 3—Household 
Magazine will get a new format as 
a result of a $1,000,000 improve- 
ment program announced today by 
Oscar S. Stauffer, president of 
Capper Publications Inc., owner of 
the magazine. 

Household will appear on news- 
stands in October with side bind- 
ing, a completely restyled format, a 
planned minimum of 100 pages per 
issue, and expanded editorial fea- 
tures, especially in the five major 
categories of home building, home 
furnishings, gardening, food and 
home equipment. 

With the October issue, the pub- 
lication’s circulation guarantee will 
be increased from the present 2,- 
600,000 to 2,750,000, of which 750,- 
000 will be on newsstands. No rate 
change has been announced, but a 
new rate card will be issued later. 

Restyling of Household Magazine 
follows drastic restyling, in Janu- 
ary, of Capper’s Farmer, which 
now also is side bound and has a 
modernized, “open” editorial treat- 
ment. + 


LSA 
BECOMES ° 
AUTOMATIC .. ss 


is contemplating no changes in its | the present management, Mr. Perl- 


| way contest involving rights to the 
name “Smart Set” is in progress 
at the U.S. Patent Office, involving 
Colgate-Palmolive Co. Carter 
Products and Bronson Products, 
of Chicago. 

All three filed trademark appli- 
cations last year—Colgate and Car- 
ter in March, Bronson in November 
—and were ruled to be interfering 
with each other. On April 17, the 
trademark office will close the re- 
cord, barring further interference 
by any of the companies, before 
it rules on the matter. 

The Colgate application is for a 
line of wave set, hand lotion and 
lipstick under the Smart Set name. 


advertising and marketing person- | stein said he would not release Mr. 
nel or in its advertising agencies,| Lachner from the termination 


Norman, Craig & Kummel (Pabst| agreement he signed when he left 


Carter Products filed for a hair 
}set and coloring product called 
Very Smart Set and Bronson Prod- 


| noyed at first but I knew John had | 


|“I’m not mad at him any more; as | 
}a matter of fact, I’m not mad at}! 


/ men who made the trek to Schlitz | 


a quick decision to make,” he said. | 


any one.” — ~) THE BURNER WITH A BRAIN: 
In addition to Mr. Toigo and | ‘ts tes#. 50 SNE Foons! a0 son Ovens: no ror waTcmnG: 
|Mr. Berger, the other two B-B-T 


were Robert F. Branch, director of | 
market plans, and Richard Steen- | 
berg, advertising manager. Mr. | 
Steenberg left the brewer last fall | oe 
to join Showcase Productions, New ~ 
York (AA, Oct. 28). Mr. Branch | §3 
resigned two months ago and has 


not yet relocated (AA, Jan. 20). # |For cotor—“Color gets 50% more 
readership than b&w” according to 
the Philadelphia Gas Works, which 


eo 


PHILADELPHIA GAS WORKS 


Molnar Joins Dowd, Redfield 


J. Dennis Molnar, formerly vp 


is banking heavily on color news- 


of Atherton & Currier-for 11 years, paper pages like this in a 13-week 


|has joined the drug division of| 


Blue Ribbon beer, Old Tankard | Pabst. 
Ale, Andeker beer); Grey Adver-| 
tising (Hoffman Beverages), and | termination 


Mr. Spaeth read a portion of the 
agreement which 


ucts for a hair spray and cream | Dowd, Redfield & Johnstone, New| 
sham 


|Set name. # Revlon Inc. 


push starting in April. Arndt, Pres- 


poo, also under the Smart| York, as account supervisor on|‘0", Chapin, Lamb & Keen is the 


agency. 
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Rates: 


THE ADVERTISING MARKET PLACE 


$1.25 per line, minimum charge $5. 


00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 


two lines for box number. 


Closing deadline: 


Copy in written form in Chicago office 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative (Classified only); 


Classified Departments, 


Inc., 4041 Marlton Ave., 


Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified takes card rate of $17.75 per column 
inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


- 6 MONTHS ENDING DEC. 31, 1957 


40,429 


HELP WANTED 


POSITIONS WANTED 


EAST COAST—Top-flight, hard-hitting, 
big-producing advertising salesman, man- 
agement calibre, for hard sell, national 
mass magazine. Experience in food, fur- 
nishings and home accounts required. 
Under 45. Give full identification in first 
letter, including experience, education, 
family, salary range and _ references 
Box 1416, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y 


MOLENE 

pacceaguing Public Relations 
Copywriter = Advg. Managers 
Artists . Media ..Preduction Service 
“All is grist, which comes to our mill” 
Andover 33-4424, 105 W. Adams St., Chgo 3) 


IF YOU ARE AMONG NEW YORK’S 
MOST SUCCESSFUL HIGH-PAID SPACE 
SALESMEN WITH FARM PAPER EX- 
PERIENCE, about 40, known as hard 
worker with ambition and ideas, and) 
desire new opportunity, present case in 
writing. Outgoing, friendly personality 
wanted. Replies confidential. Photo if 
convenient. 
Box 1417, ADVERTISING AGE 

480 Lexington Ave, New York 17, N. Y. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 } 
FOR NATIONAL MAGAZINE—Unusually 
high-grade, aggressive ad salesman, in 
household appliance and furnishings field 
in Chicago territory Congenial team 
worker wanted, with loyalty, pride in 
success. Write fully in strict confidence. 
Box 1418, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
200 So. State St. HA 77-1991 Chicago 
CREATIVE WRITER—S. E. Agency 
Fast growing consumer agency (TV and | 
print) has good opportunity for experi- 
enced, proven agency man who can 
create and write sound copy. Will work | 
with outstanding creative director and/ 
eventually be creatively responsible for 
own accounts. Profit sharing trust and/ 
other advantages. Give details including 
age, salary, references, etc., to President 
Box 1425, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION PROMOTION 
HELP NEEDED 

We have opening for young experienced 
Circulation Promotion man with ability 
to write convincing direct mail sales 
letters. Excellent opportunity to advance 
to Circulation Manager of growing multi- 
publication publishing company. Ideal 
living conditions in quiet progressive 
mid-west community. Attractive salary, 
profit sharing, pension, group insurance 
and other fringe benefits. Give age, ex- 
perience and salary required in first 
letter. 

Box 1426, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Editors........ 


A.E., cosmetics. Heavy in merchan- 
dising, promotions, knowledge of 
trade OPEN 


LAST CHANCE! Market analyst, 
food background. Coast agcy. to $17,500 


FOOD A.E., in 30's. Major agency 

and client experience. 15-$17M 
INDUSTRIAL A.E. Late 30's or 

40's. 25% fringe benefits $13-$15M 


SPACE REP., industrial, Chicago- 
10M 


based, 50% travel. + 
GLADER CORPORATION 
Don Harris, Dir. Adv. 


Div. 
110 8. Dearborn CE 6-5353 Chicago 


| Good 


;now employed, 


| mail, 


6 years experience as Advertising “Yes” 
man. Observed many successes and fail- 
ures. Want to become “No” man. Now 
looking for Boss who can stand thinker 
who will disagree. Object-Vigorous Ad- 
vertising. 
Box 1404, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ONE-MAN TV DEP’T. 
N. Y. agencies, nat’l, local | 
Copy, prod., time-buying, con- 
Young. Agency or client. Will re- 
locate 


Box 1413, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
CREATIVE SALESMAN 
A young business builder strong in 
audio-visual media knows how to sell 
client, agency, station and studio. Has 
served as TV AE 


10 years 
accounts 
tact. 


sense and the ability to get along with 
people round out this package. Will travel 
for a greater challenge with greater re- 
ward potential than present position of- 


fers. Write for personal interview to: 
Box 1427, ADVERTISING AGE 
|200 E. Illinois St., Chicago 11, Illinois 


INDUSTRIAL AE OR AD DEPT. 
at client and prospect contact, 
marketing planning, factual copy, rough 
layout. Some experience all media. 6 yrs. 
printing sales, 2 yrs. own agency, 2 yrs. 
AAAA agencies. Prefer industrial, South. 

Box 1428, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

DEPENDABLE-EXPERIENCED 

LAYOUT ARTIST 

seeks better opportunity 
in the mid-west, south or 
Experience includes direct 
brochures, ads, pamphlets, sales 
sheets, catalogs, presentations & displays 
Can produce good solid layouts; roughs 
or comps. Also some 


preferably 
south-west. 


interested only in permanent job with 
future. Resume and samples at once. 
Box 1429, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


CALLING CALIFORNIA! 
Creative gal copywriter (25), wants job 
that will put bright ideas and 6yr b/g in 

all media to productive use. 

COMING SOON—CONTACT ME 

Box 1430, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

CREATIVE MEDIA EXPERT 
Want to change to a shop that talks my 
language,—where there is room to make 
a contribution,—and to grow. Over 20 
years experience with 3 of the top ten 
Strong on plans writing, strategy, market 
and media research. Heavy print, light 
TV. Prefer NYC or West Coast. Resume 
available 

Box 1431, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


High creativity coupled | 
with production know-how, good sales | 


finished art. Family | 
man, age 30. Reliable, cooperative worker | 


REPRESENTATIVES WANTED 


| Publisher of 3 annuals in men’s field 


— for reps strong on mail order. 
Box 1422, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 
| ADV. SPACE REPRESENTATIVE 
Publisher: Do you need established Chi- 
cago and Midwest representative but 
can't afford “high priced’’ man? I have 
|12 years exp. and willing to work hard 
| to build. Univ. grad. Age 38. 

Box 1433, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Well established Rep, based N.Y.C. seeks 


sports, athletic or sports equip. pubis. 
Comm. basis. Excellent record, top con- 
tacts, college, mature. Send recent issue. 


Box 1350, ADVERTISING AGE 
|480 Lexington Ave., New York i a 
Rep with fine record, top contacts wants 
| trade publ. Comm. Covers N.Y.C. & N.E. 
Send magazine with reply 

Box 1351, ADVERTISING AGE 
|= Lexington Ave. New York 17, N. Y. 

BUSINESS OPPORTUNITIES 
| One man Agency, heavy on creativity 
and Graphic Design, would like to com- 
bine forces with one man Agency or 
A.E., heavy on sales and who wants to 
expand. Superior 7-4830 - Chicago. 


MISCELLANEOUS 


Advertising Age, April 7, 1958 


MERCHANDISING PROBLEMS? 


A-Z general sales mgr. of $4,500,000 
toiletry and cosmetic mfr. with 
long-time urge to help develop a 
true “integrated marketing” organ- 
ization for top-rated package goods 
agency or manufacturer. 


Rare sales merchandising back- 
ground in proprietary drugs, toilet- 
ries, cosmetics, and household prod- 
ucts thru drug, grocery, variety, 
hardware and dept. store trades. 


Presently responsible for all mar- 
keting strategy including new prod- 
uct development, package design, 
field sales and product merchandis- 
ing. 


Young—31 (it’s true); polished 
(had to be); “hungry” (that’s why). 
Loves wife, children, problems— 


recognition, too. 

Résumé upon request; meeting at 
your convenience. 

Box 986, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, lll. 


Ideas Stifled in 
Department Store 
Ads, Yunich Says 


(Continued from Page 3) 

ror success or failure for a store. 

“But the very worst thing that 
could happen in retailing would 
be to suppress the fountain of pro- 
motional ideas that can stem from 
advertising and publicity people. 

“When this happens, we lose our 
vitality, find only sterility and 
languish in the sweet smell of stag- 
nation. Ultimately, self-imprison- 
ment sets in when our advertising 
people become subtly impelled to 
think and write to please the mer- 
chants and not the public. This 
very act can largely destroy the 
personality of a store as it is ex- 


ATTENTION: PUBLISHER OF CONSUM- 
ER MAGAZINES. We will discuss the 
awarding of our magazine printing con- 
tract. (1 million annually - 100 plus 
pages) to publisher with facility to 
handle national newstand distribution of 
l our quarterly sports magazines. 
Box 1423, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SUBLEASING IDEAL ART STUDIO 
AND AGENCY SPACE IN LOOP 
All or part of 1400 Sq. ft. available 
now for immediate occupancy by agency 
and art studio. Enjoy low rental right 
in the heart of advertising row. 
PHONE DE, 2-7206 - CHGO. 
7 E. WACKER DRIVE, ROOM 409 


SALES HUNGRY? 
| Publisher, mfgr, agent! 
biz! I jam wily sell into adv-mdsng- 
promotions, easy. Consult, campaign; fee, 
retainer. No job too big, no detail too 
tiny for my shirt-sleeve method. Proven 
results. Satisfaction Guaranteed. Write 
right now. 

Box 1434, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

A New Service—AD WORKSHOP 
Complete “by-mail” art and copy service. 
Professional, fast, reasonably priced. 
Overloaded? Write: Ad Workshop, Graph- 
ic Arts Bidg. Kansas City 5, Missouri. 

PIN-UP STOCK PHOTOS - $7.50 
Sparkle Advertising with California Eye- 
stoppers; only ‘$7.50"' each with all re- 
production rights. Write on your letter- 
head for free reel-photos illustrated list. 
Also do custom work. Jacques Delangre 
Photography, 1330 North 46th Ave., Los 
Angeles 41, California. CLinton 7-7804. 


ee, ERCHANDISING MGR. 


Midwest 4A agency seeks man with 


strong history in packaged foods, or 
related products. Excellent opportunity. 
Contact me in confidence 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. « Chicago + WA 2-4800 


ELECTRONICS ACCOUNT EXECUTIVE 
AD MANAGER OR PR DIRECTOR 
Top-flight industry contacts. Engineering 
background. Was marketing exec., PR 
and ad manager for firms in 9-figure 
bracket. Knows how to deal with engi- 
neering-minded management. Can write 
copy for engineers as well as manage- 

ment. Intense drive. 

Box 1432, ADVERTISING AGE 
Mariton Ave., Los Angeles 8, Calif. 
80. CALIF. PUB SPACE REP 

15 years media purchasing know-how 
with Eastern & Western agencies. Can 
represent publication exclusively or join 
staff of western rep or publisher. Avail- 
able immediately. Max J. Kerstein, 
4073 Muirfield Rd. Los Angeles 8. 
WEbster 3-7564. 


4041 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 


187 N. LASALLE, CHICAGO «= LLLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


BACON KNOWS 
MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines — a complete 
bianketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 

service for magazines. Best 
coverage, fastest service, highest 
accuracy. 
* BUSINESS * FARM 
* CONSUMER 


14 £. Jackson Blvd, Chicago 4 
WAbash 2.8419 


Att’n Business Paper Publishers 
MIDWEST LINEAGE 
SAGGING? 


If so, you need us—a representative 
organization with youth, vigor and 
enthusiasm. Our proven sales record 
and experience in every major Mid- 
western market can be verified dur- 
ing our first meeting. Write today, 
we'll arrange meeting at your con- 
venience. 
BOX 982 
ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING 
We handle your employment problem 
confidentially and effectively. 

ACCOUNT EXECUTIVE .. $15,000 
Industrial exp. Idea man, self 
starter 
ACCOUNT EXECUTIVE oe 
i and consumer bkgd. 


Ag 

SALES “BRomorion rar $10,000 
Sales Admin., structural 

equipment 

SALES ADMINISTRATOR 
Sales admin, mkt. rest., 
mdsng. bkgd 
MARKET RESEARCH 
Mktng., sales prom. Mfr 
Tools & controls. 
COPYWRITER 
Consumer hard lines, 
4A Ad Agency. 


B. L. CLEM 
Advertising Consultant 
Imperial Personne! 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


FOR PR-PUBLICITY 
IN PHILA. AREA . 


Agencies, companies needing ‘expert 
professional aid on one-shot or con- 
—s basis, call or write: 
he Beacon Agency, Inc. 
Western Saving Fund Bidg. 
Phila. 7, Pa. Kingsley 6-1830 
will send qualifications. 


AGRICULTURAL ADVERTISING MAN 
SEEKS BETTER OPPORTUNITY 
Successful Advertising-Promotion mer 
medium size firm, now ready for bigger 
things. ll-year agcy., mfgr., publisher 
pomrone, Long on feed, ingredients, 


arm + . Some 
exp. in groc. prod ” & food ingred Who 
needs hard-working, creative, AE, ad 
mer., assistant, etc.?? Mid-30's, BA de- 


Advertising Age, 


200 E. Illinois St., Chicago 11, Illinois 


Get new, better | 


pressed in print.” 


FOR LEASE—SLIGHTLY USED 
ADVERTISING MANAGER 


1929 Model—Tuned up daily—All new 
creative ideas for top advertising mileage 

not a fleet model—definite individual 
thinker—runs well with coordinated team 
—seeking larger garage and newer roads 
to drive in Chicago or West. Can lease as 


s Buyers usually feel safer and 
more comfortable when advertising 
is literal and imitative, rather than 
original and emotional, Mr. Yunich 
acknowledged. 

But “once creativeness is shack- 
led,” he added, “ideas stop flowing 
|and a store is progressively shorn 


| of its sex appeal for customers. We 


Acct. Exec. or Adv. Mer. for $12,000— 
guaranteed to run best at high speeds 
Box 981, Advertising Age, 200 E. Illinois 
St.. Chicago 11, Illinois 
FREE-LANCE 
COPYWRITER 
Creative, sales-minded approach. 


Space ads, sales promotion material, 
catalogs, presentations. Agency and 
manufacturer experience Phone 
RO 4-2828 (Chicago) or write: Box 
984, Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


| become afraid of being anything 
‘other than smugly conservative 
|\Imagination is locked up in cold 
storage. Our vitality is gone. Pro- 
| motional effort is leveled to a 
| repetition of the past and soon our 
appeal is reduced to ‘offprice’ pre- 


sentations in newspapers—the most 


SALES PROMOTION 
Suburban New York (Westchester) 


..Excellent opportunity for 
intelligent young man (un- 
der 35) with experience in 


advertising, merchandising, 
sales promotion — package 
goods. 


.. Should have writing ability 
and production know-how. 

This man will be an assistant to 
the “eo! manager of a suc- 
cessful manufacturer. His future 
depends upon his ability. 
Send detailed background of ex- 
perience and salary requirements. 
All replies will be handled in com- 
plete confidence 


Box 983, ADysataa AGE 
480 Lexington Ave., N. Y. 17, N.Y. 


‘elementary form of promotion— 
| and the most costly.” + 


|Dow Plans Saran Push 

| Dow Chemical Co. is planning a 
| summertime promotion, beginning 
in April, on “outdoor living” use 
‘of its Saran wrap. Daytime tv shows 
| —‘The Price Is Right,” “Truth or 
Consequences” and “Treasure 
| Hunt”—will be used in April, May 
land June. Color ads will run in 
June and July in Better Homes & 
Gardens and the Ladies’ Home 
Journal and two-color ads will run 
during the summer in The Amer- 
ican Weekly, Parade and This 


ADVERTISING SALES MGR. 
Currently Sales Mgr. handling national 
accounts for a group of Trade Publica- 
tions, desires change. Background in- 
cludes Merchandising, Sales Promotion 
and Advertising experience covering 15 
years. A perpenete man of high caliber 
Approx. $13,500 
JOB MART (Agey.), 280 Madison Ave., N.Y. 

Urray Hill 5-2611 


Week Magazine. MacManus, John 
|& Adams, Bloomfield Hills, Mich., 
| is the agency. 


|Wexton Names Solow Exec VP 

Martin Solow, formerly vp and 
|account supervisor at Wilbur & 
Ciangio, has been named exec vp 
of Wexton Co., New York. 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 
Line or halftone flush mounted. 
Fast Service— 
Satisfaction Guaranteed 
Larger Sizes Proportionately Priced 
Write size of cut and screen preferred 
on back of copy and mail to 


WARD KAH 
Box A 87, Glendale, Calif. 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 
appointment on’ 
~« MADISON « SUITE 1417 
CHICAGO 2, ILL, 


CEntrel 6-5670 


AVAILABLE 
CREATIVE ADVERTISING EXEC. 


7 yrs. of manufacturer and adv. agency 
experience. Cosmetics, soft goods, diversi- 
fied accounts. Strong on sales promotion, 
merchandising, administration, campaign 
planning. Desires association with pro- 
gressive agency or manufacturer. Write 


Box 898, ADVERTISING AGE, 480 Lex- 
ington Ave., Y 


New York 17, N 


SALES TECHNICAL WRITER 
Needed Immediately 


Top quality writer to handle bro- 
chures, magazine articles and adver- 
tisements in radio-electronics field. 
High quality writing experience nec- 
essary. This position with advertising 
Staff is no ordinary writing assign- 
ment. Opportunities are outstanding. 
Salary open. Background in engineer- 

ing, aviation, broadcast, microwave, 
| or amateur radio fields helpful, but 
|} writing ability is primary requisite. 


Write or call M. E. Schinkel, 
Advertising Manager, 

Collins Radio Company, 
Cedar Rapids, lowa 


J 


Almost everybody of 


importance in 


advertising and 


marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


: : ha a ot : ca a Ee , ok Dee Swe lh en ae Poe ae = batt = RK aa es 3 1 : eae an ae ee ae z ee ee et seieee Rae . Saree, 
ati . as - ‘ 
a, . 
, 96 SC 
7 
ag | ee | 
: Se Sa a A Se eS eee | 
ee ee pea 4 | | 
ie | 
Sar ' 
oe j r 
ea 
= 
Be 
3 ee 
a 
‘ 
ri 
i | 
- 
ae 
Pe ee | 
' 
ah. | 
_ | 
. Se | 
= 
ee | 
“a 
+ | } 
is ~ 
af a 
Aim 
rE: 
se Ps 
ss 
ms ~ ulihiniaitlasiaiidiiitciuiiihnseentihimaaidied 
2 | | | 
2a 
ae | ? ee ve 
oa | 
Po | Athen 
a | | 
“s SaaS 
be, B Personnel 
ae Mee ae ] 
_ eS ——as— | Boobie 
‘ a . 
gree. Write _ 
Es a | 
a 
x Pe || — 
; a DN F< 
a ° :¥ 
4 | 
| ee 
| ? 
’ if 
| a a 
se : =e eS Y Ojo 
IS ee = oe Sh 
=| , Minors | 
} | 
sales ‘ - . . i ee a “Edie ~ : ° te " ails : : Boe : aes s - ene TB ie ae er maria 
ee te | ; ae i. Re a i es 2 ee a PaO a chats it a a ae He Abe ree ae pa ete ee : ; a ; “4 = i Stic Tee ap a io $s ao Five ; “3 a ee Aes ¥ 


tadaaaes tation te 
CBS, ‘Life’ Win 
Most in N. Y. Art 
Directors Show 


(Continued from Page 2) 


go to the artist or photographer. 
The following listing includes the 
advertiser and agency as well as 
the award-winner and his co- 
workers. 
Special award winners are: 


Art directors special medal award— 
Ernst Haas, photographer of the Life ar- 
ticle, “Beauty in a Brutal Art.” Art di- 
rector: Charles Tudor. 

Kerwin H. Fulton medal award, 24-sheet 
poster—Bruce F. Green, art director, N. W. | 
Ayer & Son, for Atlantic Refining Co., 
with John F. Smith, photographer. 

The other award winners follow: 


Magazine ad, 2 pages or more, 3 or more 
colors—Robert Pliskin, art director, Mc-| 
Cann-Erickson, for Columbia Phonographs, 
with Becker-Horowitz, photographer. 

Newspaper ad over 500 lines—Herb| 
Lubalin, art director, Sudler & Hennessey, | 
for Federation of Jewish Philanthropies, 
with Herb Stricker, designer, Ike Vern, | 
photographer. | 

Booklet, direct mail, 
or more colors—Louis 
rector, CBS Radio, 
photographer. 

Poster other than 24-sheet—Helmut 
Krone, art director, Doyle Dane Bern- 
bach, for E. & J. Gallo Winery, with 
Wingate Paine, photographer 

Point of sale, record album covers, 
book jackets—Kenneth Deardoff, design- 
er, with S. Neil Fujita, art director, and 
Garry Winogrand, photographer, for Epic 
Records. 

Editorial spread, 3 or more colors—Hen- 
ry Wolf, art director, Esquire, with Saul 
Leiter, photographer. 

Magazine advertising art, 
colors, general 


12 or more pages, 3 
Dorfsman, art di- 
with Robert A. Ritta, 


3 or more 
iNustration—Irving Penn, 
photographer, with Hugh White, art di- 
rector, Young & Rubicam, for General 
Foods Instant Sanka coffee. | 
Magazine advertising art, b&w, general 
illustration—Ted Streshinsky, photogra- 
pher, with Edward B. Henderson, art di- 
rector, Kenyon & Eckhardt, for Equitable 
Life Assurance Society of the U. S. 
Editorial art, fiction, 3 or more colors— 
Tom Allen, artist, with Marvin Israel, art 
director, Seventeen 
Editorial art, non-fiction, 


3 or more col- 


ors, general—Gregorio Prestopino, artist, | 
with Charles Tudor and Bernard Quint, 
art directors, Life. 

Editorial art, non-fiction, 2 colors or 


b&w—Stefano Robino, 
Richard Gangel, art director, Life. 

Tv, design of complete unit, show ti- 
tling, continuity stills—Guy Fraumeni, art- 
ist, with Edward J. Bennett, art director, 


photographer, with 


Foote, Cone & Belding, for “Hallmark 
Hall of Fame.” 

Tv, design of complete unit, show ti- | 
thing, film—John Hubley, art director, CBS 


Television, produced by Storyboard Inc., | 
Emery Hawkins, artist. 

Tv, advertising art, film commercials, 
full animation—Chris Jenkyns, art direc- 
tor, with Robert Cannon, art director /art- 
ist, and Bill Higgins, artist, with Play- 
house Pictures, producer, for U. S. Navy. 

Magazine ad, single page, 3 or more 
colors—Art Kane, art director Irving Ser- | 
wer Advertising, for I. Miller & Sons, 
with Saul Leiter, photographer. 

Magazine ad, single page, 2 
b&w—Heilmut Krone, 

Dane Bernbach Inc., 
with Howard Zieff, photographer. 

Magazine ad, 2 pages or more, 3 or more. 
colors—Joseph Nissen, art director, Alt-| 
man-Stoller Advertising, for Dan Millstein 
Inc., with William D. Helburn, photogra- 
pher. 

Magazine ad, less than full page, color 
or b&aw—Peter R. Palazzo, art director/de- 
signer, for I. Miller & Sons. 

Newspaper ad over 500 lines—Arnold 
Varga, art director/designer for Cox's Inc 


colors or 
art director Doyle 
for Polaroid Corp., 


Newspaper ad 500 lines or less—Michael 
Wollman, art director, designer and artist, 


| color or b&w—Gene Federico, 
Douglas D. Simon Advertising, for Mandel | 


~wrwere eer er ee Se = 
ae ee ee) 


steps—An Art Directors Club medal was awarded for design of com- 


plete unit, tv, for this 


with Suren Ermoyan, art director of Len- 
nen & Newell, for American Airlines. 
Trade periodical ad, full page or more, 2 
or more colors—Izz Liebowitz, art director, 
Anderson-McConnell Advertising, with 
Peter James Samerjan, photographer. 
Trade periodical ad, full page or more, 
b&w—Louis Dorfsman, art director, CBS 
Radio Network, with Joseph Schindelman 
Trade periodical ad, less than full page, 
art director, 


Mfg. Co., 
tographer. 

Booklet, direct mail, less than 12 pages, 
3 or more colors—Herb Lubalin and David 
Dewhurst, art directors, Sudler & Hen- 
nessey, for New York Life Insurance Co., 
with Bebe Gershenzon, artist, and Irv 
Bahrt, photographer 

Poster, 24-sheet—George Warren Booth, 
art director, J. Walter Thompson Co., for 
Ford division, Ford Motor Co., with Har- 
old Halma, photographer. 

Poster, other than 24-sheet—Howard 
Wilcox, art director, Cunningham & 
Walsh, for the New York Daily News, 


with Lester Bookbinder, pho- 


with Howard Zieff, photographer/design- | 


er. 

Point of sale, packages—Rudolph de 
Harak, free lancing with MacLean Ad- 
vertising for Peter, Strong & Co. 

Editorial page, 3 or more colors—Henry 
Wolf, art director, Esquire, with Tosh 
Matsumoto. 

Editorial spread, 3 or 
Henry Wolf, art director, 
Hugh Bell, photographer 

Editorial spread, 2 colors or b&w—Alex- 
ander Liberman and Priscilla Peck, art 
directors, Vogue, with Richard Rutledge, 
photographer 

Sales presentations or promotion kits, 
runs of 50 or more—Tom Courtos and Kurt 
Weihs, designers, with William Golden, 
art director, CBS Television with CBS 
Photo 

Magazine cover, general or mass maga- 
zine—George Giusti, designer /artist, with 
Frank Zachary, art director, for Holiday. 

Institutional, company magazines and 
house organs—John Alcorn, Seymour 
Chwast, 
fins, art directors/designers for Monthly 
Graphic 

Institutional, 
sche, art director, General Dynamics Corp 

Institutional, letterheads and trademarks 

Tom Courtos, designer, with William 
Golden, art director, CBS Television. 

Institutional, announcement card—Saul 
Bass, art designer, for Lightolier, with 
Phyllis Tanner and Saul Bass, artists. 

Magazine advertising art, 3 or more col- 
ors, general illustration—Norman Nisimu- 
ra, photographer, with Dennis Kavanagh, 
art director of Young & Rubicam, for 
Hunt Foods & Industries. 


more colors— 
Esquire, with 


Magazine advertising art, 3 or more col-. 


ors, fashion or style illustration—Bert 
Stern, photographer, with Art Kane, art 
director, Irving Serwer Advertising, for 


|I. Miller & Sons 


Magazine advertising art, 3 or more col- 
ors, general illustration—Irving Penn, pho- 
tographer, with William Kammer, 
director, Young & Rubicam, for Johnson 


SOUND—This Columbia phonograph ad won a medal in the magazine 
ad category in the Art Directors Club contest. 


Milton Glaser and Reynold Ruf- | 


| 
annual report—Erik Nit- 


art | 


<—_——_eemeeer jtor, with Eleanor Bunin, artist, for CBS 


Television. 


ing, single frame—Jack Sheridan, 
director/artist, with Albert McCleery, pro- 
ducer, for “NBC Matinee Theater.” 

Tv, advertising art, film commercials, 


|tor/artist with Academy Pictures, pro- 
|ducer, with Lawrence Berger art director, 
Batten, Barton, Durstine & Osborn, for 
Timken Roller Bearing Co. 


|John Coleman, 
Ewald Co., 


art director, Campbell- 
for Chevrolet division, Gen- 


j art director; Tom Armstrong, writer, Hans 
|Koenekamp and Arthur Feindel, photog- 
|raphers. = 


S Tired Decimals 
Stifle Marketing 


Research: Wiebe 


(Continued from Page 2) 
did about announcing the bound- 
aries beyond which he does not 
explore. He not only rules out 
small-sample qualitative research, 
but also the very productive role 


CBS Television entry. 


& Johnson. 
| Magazine advertising art, 3 or more col- 
ors, humorous illustration—Ludwig Bemel- 
mans, artist, with Orville Sheldon, art 
director/designer, Foote, Cone & Belding, 
for Hiram Walker & Sons. 

Magazine advertising art, b&w, fashion 


or style illustration—Wingate Paine, pho-|Of ‘why’ questions in sampling 
tographer, with Lee Batlin, art director, | studies.” 

Altman-Stoller Advertising, for Cole-Mort Mr. Wiebe cites the following 
Inc. as 


statement from Mr. Williams’ arti- 
cle: 

“The preferences, interests, at- 
titudes and beliefs of the consumer 
are not, to be sure, an unimportant 
fraction of the problem of consum- 
er behavior. However, the adver- 
tiser or producer is rightly inter- 
ested not in the words used to 
|describe these conditions, but in 
|such questions as ‘How widespread 
is the preference?’ ‘Does it differ 
from one section to another?’ ‘Will 
exploitation of this belief antago- 
nize more consumers than it per- 
suades?’ ” 


Newspaper advertising art, general il- 
lustration—Feliks Topolski, artist, with 
| William Golden, art director/designer, for 
CBS Television. 

Trade periodical advertising art, b&w or 
two colors, humorous illustration—Ray- 
mond Jacobs, photographer, with Louis 
Dorfsman, art director/designer, for CBS 
| Radio. 

Booklet, direct mail art, 3 or more col- 
ers—Carl Erickson, artist, with William 


|@ Mr. Wiebe comments: 

“Now, this comes very close to 
|saying that clients are rightly in- 
|terested, not in what people say, 
but in how many and which ones 
say it. And this is precisely where 
the more traditional market re- 
searchers are most vulnerable. 

“They sometimes tend to mea- 
sure the obvious, the ambiguous 
and the trivial with elegant preci- 
sion, report with rock-like confi- 
dence on infinite sub-groups, and 


|do with this ‘bag of beans.’ ” 

Mr. Wiebe goes on to contend 
that small-sample qualitative re- 
search can be useful to advertisers 
in turning up new ideas. “Let us 
give small-sample research its 
due,” he says. “Highly perceptive 
lresearchers can find at least ed- 
dies, glimmers, and ripples in most 


This is the legitimate contention of 
EDIBLE—An Art Directors Club of 'small-sample researchers. The ex- 
New York medal went to this edie aed dar Gen wate 
| rect mail booklet for CBS Radio. quantitative projections of such 
findings to the general population. 


1 . vi ° ” 
Golden, art director, CBS Television They should not say so.” # 


Record album art—Art Kane, photogra- 
|pher, with Robert M. Jones and Herb 
Lubalin, art directors with Sudler & Hen- |, ’ 
nessey, for RCA-Victor | LH] Appoints Four 

Editorial art, fiction, 3 or more colors—| JT. James Thompson, formerly 
| Phil Hays, artist, with Marvin Israel, art 
|director for Seventeen. 

Editorial art, fiction, b&w—Joseph Glas- 
|co, artist, with Bradbury Thompson, art 
| director for Seventeen. 
| Editorial art, non-fiction, 3 or more col- 
| ors, fashion or style—Richard Rutledge, 
photographer, with Alexander Liberman 
}and Priscilla Peck, art directors, Vogue. 
| Editorial art, non-fiction, 3 or more col- 
ors, food—James Viles, photographer, with 
Cipe Pineles, art director, for Charm. 

Editorial art, non-fiction, 3 or more col- 
ors, general—Gordon Parks, photogra- 
pher, with Charles Tudor and Bernard 
Quint, art directors, Life. 

Editorial art, non-fiction 2 colors or 


Angeles sales office of Ladies’ 
Home Journal, Mr. Thompson has 
| been succeeded at Mademoiselle by 
Fred Beck, formerly of Foote, Cone 
& Belding. Arthur H. Russell, pre- 
viously of Woman’s Home Com- 
panion, and Don Q. Davidson, for- 


| the Chicago sales staff of the Jour- 
|nal. Walter A. Peterson Jr., former- 
Bg I coe, & om \ly of McCall’s, has been added to 
w, fashion or style—Richar vedon, | ’ 
photographer, with Alexey Brodovitch and joe Journal’s New York sales staff. 
Adrian Condon, art directors for Harper's | 
Bazaar. 
Editorial art, non-fiction, 2 colors or) 
baw, general—Feliks Topolski, artist, with | 
Alexey Brodovitch and Adrian Condon, 
art directors for Harper's Bazaar 
Magazine cover art, general or mass 
magazines—Doris Lee, artist, with Phillip 
F. Dykstra, art director for New York 
Herald Tribune, Today's Living. 
Tv, design of complete unit, promotion- 
al, single frame—Georg Olden, art direc- 


‘Digest’ Boosts MacMannis 
Bertram R. MacMannis has been 
named to the new post of New York 
advertising sales manager for the 
U. S. edition of the Reader’s Digest. 
Mr. MacMannis will also continue 
as advertising representative in 
|the New York-Philadelphia area. 


eral Motors Corp., with Henry Caroselli, | 


leave the client wondering what to) 


lof us, corresponding to the big cur- | 
rents that flow through society. | 


West Coast advertising manager of | 
Mademoiselle, has joined the Los 


merly of Kraft Foods, have joined | 
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‘U.S. Steel Drive 
Aims to Widen 
Entire Steel Market 


(Continued from Page 2) 
\items made of steel, irrespective of 
whether or not it is USS steel. 


| Tv, design of complete unit, show titl- | 
art) 


|live and animated—Paul Kim art direc-) 


TV advertising art, film commercials— | 


\8 A restyled USS trademark will 
|be featured in all advertising and 
jcorporate promotion. A streamlined 
lidentification program to enable 
the public to relate U. S. Steel more 
clearly with its divisions and sub- 
sidiaries will be inaugurated, and 
the advertising program in indus- 
trial papers will feature special 
marketing assistance to customers 
jas well as the corporation’s metal- 
|lurgical, research and special facil- 
ities services. 

The “lighten-brighten-w iden” 
theme has been designed by Bat- 
ten, Barton, Durstine & Osborn, 
the corporation’s agency, to capi- 
talize on the findings of the Politz 
survey. 

Those findings indicate that the 
public’s regard for U. S. Steel is 
high, particularly concerning relia- 
bility of products, quality of prod- 
ucts, and the belief that the cor- 
poration is progressive and has 
grown large because it has done a 
good job. 

But the public perceives mater- 
ials and companies in terms of end 
products, and generally associates 
U. S. Steel with buildings, heavy 
machinery, bridges, etc. The new 
campaign will direct public atten- 
tion to various appliances and oth- 
er household items. 


® As a symbol of the current con- 
sumer merchandising campaign, 
Lippincott & Margulies, industrial 
designer, has developed a circle 
embracing the word “steel” in 
black, and three concave diamond 
shapes colored yellow, orange and 
blue to emphasize “lighten, bright- 
en and widen.” 

It is expected that manufactur- 
ers of consumer products made of 
steel will use this symbol as a hall- 
mark for any product made of steel, 
whether or not it is U. S. Steel, 
Mr. Chapple said. 

As the campaign progresses, Mr. 
Chapple said, all advertising media.- 
will be used. In addition, the 
|jcorporation’s annual “Operation 
Snowflake” to promote holiday 
|sales of consumer items made from 
steel will be continued by means of 
extensive newspaper advertising. + 


Publicity Media Service 
Publishes Two Directories 
Publicity Media Service, 311 
Madison Ave., New York, has pub- 
lished “‘Mordell’s Directory of the 
Nation’s Press—1958,” a list of 
some “50,000 key personnel” of 
newspapers and newspaper serv- 
|ices broken into 18 categories. The 
price of $25 includes a revision 
supplement to be issued in Sep- 
tember. The company has also pub- 
lished “New York Publicity Out- 
| lets—1958,” listing “key personnel” 
| of some 100 consumer magazines 
jand of newspapers, radio, tv and 
“other media” in the New York 
area. The price of $12 includes a 
September revision supplement. 


Pepsi-Cola Has Highest Net 

Pepsi-Cola Co. in 1957 had the 
highest earnings in its history, its 
|current annual report shows. Its 
net for '57 was $9,559,675, a 7.6% 
increase over the 1956 net of $8,- 
884,787. The number of domestic 
bottling plants selling more than 
|1,000,000 cases of Pepsi annually 
reached 58 in 1957, an increase of 
three over 1956. 


WKENB Appoints Needles 

Erwin Needles, former partner in 
Julian Gross & Associates, Hart- 
ford agency, has been appointed 
sales manager of WKNB, New 
Britain, Conn. Prior to joining the 
agency, Mr. Needles was tv sales 
manager, WNBC, New Britain. 
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Parks 


ing manager; Frank N. Carpenter, 


Perine 
LIKE CHAMPAGNE—Checking over introductory adver- 
tising for Shulton Inc.’s new Beauty Ice are Richard 
N. Parks, sales manager; Maxine Rowland, advertis- 


Rowland Carpenter 

ine, account executive, Wesley Associates. The new | 
product is a combination moisturizer and astringent 
—‘like bathing your face in champagne,” according 


vp; and Jay Per- to newspaper and magazine ads breaking this month. 


a3 


Congress Okays 
Roads Bill with 
Outdoor Ad Rider 


(Continued from Page 1) 
he gives a bonus of one-half of 1% 
of the cost of the project to states 
which adopt satisfactory billboard 
controls. In addition, the federal 
government participates in paying 
for roadside advertising easements, 
since the cost of advertising rights 
may be included in the federal 
government’s 90% share of the 


AAA Alerts Affiliates 

2 WASHINGTON, April 4—The 
ve American Automobile Assn. today 
e called on affiliated clubs to start 
ise making plans for legislative activi- 
ty in their respective states to im- 
plement federal billboard legisla- 
tion. 


cost of the project so long as they 
do not exceed 5% of the total price. 

Actual significance of the con- 
trols will remain uncertain until 
after the Secretary of Commerce 
gets down to the problem of draft- 
ing his first billboard control 
agreement. 


proved today, it is up to the Sec- 
retary to try to control the erection 
of “signs, displays and devices” 
within 660’ of the highway right- 
of-way. 


s However, he is instructed to 
adopt standards which provide for 
(1) directional and other official 
signs, (2) signs advertising sale or 
lease of the property on which 
they stand, (3) signs “permitted 
under state law and not inconsist- 
ent with the national policy” ad- 
vertising activities conducted with- 
in 12 miles of the point where the 
sign is erected, and (4) signs “au- 
thorized by state law and not in- 
consistent with national policy” 
designed to give information “to 
the specific interest of the traveling 
public.” 


s Under an amendment sponsored 


According to the legislation ap-| 


: ee } 
|the Cotton amendment does not; 
preclude states from acting to 
eliminate billboards on older right-| 


Lanolin Plus 
oe if they wish to act on aed Moves to EWRR 


s While states will not receive the 
one-half of 1% bonus for esta- 
| blishing controls on old right-of- 
| way, they would still get federal 
help in buying easements, since 
the cost of advertising rights can, 
| within limits, be included in the 
price of the project. 

The bill also specifies that on 
application of state authorities, the 
Secretary may waive billboard 
control within any urban or indus- 
we area. 


(Continued from Page 1) 
reason for the change. 

Kastor, Farrell won the account 
just last June, replacing Russel 
M. Seeds Co. (now Keyes, Madden 
& Jones). That appointment was 
made by Dr. Joseph Schultz, who 
resigned as president of Lanolin 
Plus in November and opened his 
own cosmetics company. 

James T. Selvage, of Selvage & 
Lee public relations, New York, 
took over as board chairman of 
Lanolin Plus last November. 

J. E. Fleisch, senior vp at EWRR, 
led the team which made the 
winning presentation. He will be 


2 In the final debate today Rep. 
|J. Harry McGregor (R., O.), com-| 
| plained that the plan to pay a one- 
half per cent “bonus” to states . 
‘which control billboards “puts the #°C0unt supervisor. Others named 
| federal government into the brib- to the account include June 
ery business.” On the other hand, \dams, assistant account se 
Rep. Stuyvesant Wainwright (R., tive; Allen Bishop, merchandising 
N. Y.) termed the plan “a weak director; and Harper Boyd, mar- 
and pitiful attempt” to strike a| keting director. + 

|blow against billboards. + 
| 


York Moves Machinery Division | 
from Basford to Donahue & Coe 
York Corp., York, Pa., a division 
of Borg-Warner Corp., will move 
| the advertising for its engineered 
|machinery division from G. M. 
| Basford Co., New York, to Donahue 
(Continued from Page 1) | & Coe, Chicago, effective July 1.| 
not announced their plans. Donahue & Coe, which has been | 
These are the latest in a series | handling the company’s consumer | 
of changes that have taken place | Products, now will handle the en- | 
within Eversharp since Mr. Fraw- | tire advertising account. | 
ley assumed the presidency. He is| Tod Owens, York ad and sales| 
|best known for his success with| Promotion manager, said, “This 
|Paper-Mate Pen Co., which he | unification of the advertising of the 
|subsequently sold to the Gillette| various divisions of the corpora- 
Co. Other executive changes within| tion was made necessary by our 
Eversharp have taken place in pro- | Plans for coordination of all sched- 
duction, purchasing, administra-|ules and the growing overlap of 
|tion, sales and export since Mr.|the markets for the product divi-| 
|Frawley took over. | sions.” Billings for the machinery | 
| Future advertising plans for|division are estimated at about 
| Eversharp razors are not known at/| $500,000; the consumer divisions 
'this time. Last December the com- | reportedly bill about $1,500,000. 
pany sold its writing instrument 
|division to Parker Pen Co. (AA, 
| Dec. 23). 


Eversharp Leaves 
‘C&W for Compton; 
Ad Staff Revamped 


| WEST COAST COMPTON 
MERGES WITH CN&P 

| New York, April 4—It was a big 
week for Compton on the West 
Coast. The agency will merge im- 
mediately with Carvel Nelson & 


by Sen. Norris Cotton (R., N. H.)| Powell, Portland, Ore., an agency 

the half of 1% bonus can be paid/ which bills about $1,500,000, and 

only for projects on right-of-way | whose account list is topped by 

purchased since July 1, 1956. Sawyer’s Inc. (View-Master pro- 
In the original debate on the) jector products). 

Cotton amendment, its sponsors) Compton bought Western Ad- 

said its main impact would be to|vertising Agency (around ber 


protect advertising rights on old| 000,000 in billings) in December, 
right-of-way incorporated into the! and figured it then had $4,000,000 
interstate system. This represents|in West Coast billings. In April, | 
roughly one-third of the total! 1956, it acquired W. H. Hunt & As- 
mileage. | sociates, Los Angeles, and in June 

During final debate in the Sen-| of 1956 it took over the Biow Co.’s 
ate today, however, sponsors of|San Francisco office and major 
billboard control emphasized that | billing. s 


J. BARRET SCARBOROUGH, president | 
and publisher of Everywoman’s 
Magazine, has been named vp on 


June issue (AA, Feb. 3, et seq.) 


the president’s staff of Everywom- } 
an’s Family Circle, New York. The | Figur 
magazines will combine with the | as re 
| in the parent company total. 


Advertising Age, April 7, 1958 


Top 100 Business Paper Spenders 


Source: Associated Business Publications 
(Story on Page 1) 


Company 1957 1956 
ic a chesnsansamiael $4,090,000 $4,566,000 
2. American Cyanamid Co. ........ = ait 2,955,000 1,973,500 
Bi SI CIN GING, orcencceineiastistbasdibiinenncesesocsniessieiah 2,919,700* 2,510,500* 
4. E. 1. du Pont de Nemours & Co. ooo. .ccccccccccccceseceeeeee 2,800,000 2,117,400* 
5. Allis Chalmers Mfg. Co. ...cccccceceee iaibeidaie 2,496,100* 2,146,300* 
ie es MN TIL. “srisdeesinatsisavtanncinmnstitipsnnenannsensecsbisbtesadais 2,021,800 1,744,000 
Fi ee TNE GID, eaststncentinienictcciinrernteireneeesin 2,000,000 1,875,100* 7 
8. Westinghouse Electric Corp. .... 1,045,000 
ey, I CID | Siiceciscecetttticictesneectenisicseencsernes 1,375,000* 
PL I) INO saan sateahnnnepinliononaenie 1,061,000 
11. Republic Steel Corp. ........ 1,193,200* 
a TIE TEI GIR cccenriieniinsseeninsiniiebiioniialiiieitens 1,149,100* 
13. Eastman Kodak Co. 1,250,000 
14. Westinghouse Air Brake Co. ....... suanienqvenneniieneintaes 1,287,000 1,000,000 
is My I Ge ID ID, ccsccecccscccnsscccsentncccévercen 1,250,000 940,000 
ee I I ns ctii ce ciessciteciniscentonieiaiiinasennbnnainen 1,231,500* 1,058,900* 
TZ, Coterete Fuel & Wen Cer. .ecccccsscrccsessssssssesscssrseses 1,209,500* 1,083,800 
OM TI TIA: sil ile ichirceaacreethastunnanlianadsbisiginaadetmenibanbbseasaieniie 1,181,200 835,000 
ac SS SIND, SUIS pabentaiestcnsenisncicasccocscnncecenczeere 1,125,000 1,035,500* 
20. Minneopolis-Honeywell Regulator Co. ............... 1,100,000 1,125,600* 
Bie SIR TTR indiiivnineialissdennntennsiantainentpisttinncizinese 970,300* 
Te SI TI PRIN ieccicccnticecicsctsicencrcciesommnsorns 127,900* 
FI aaa ee a 1,000,000 
24. Food Machinery & Chem. Corp. ...... 25,400 
25. International Harvester Co. , 775,000* 
I a aeessahhoniiil 937,700* 923,800* 
27. Armour & Co. 924,600* 910,900* 
III ~ GR, ii. sccersticctneciscdastinnesnicineiehateita 900,000 1,224,200* 
Hr I MII sadeneddenescenecsntcnsiiicdacesersievssecsocoumenceme 892,100* 799,400* 
30. McGraw-Hill Publishing Co. .........cccccccccccsseeseeeseeees 850,000 800,000 
31. Libbey-Owens-Ford Glass Co. ooo.ccccccccccccsessseeseseeeee 830,100* 817,800 
Se MY II, EE RIED © ssnsicactcnocesnessnonaseatieeeiennsin 827,900* 815,700* 
33. talend Steel Ce.  ..cecccccsecsss. 809,000* 797,000* 
34. Borg-Warner Corp. 796,200* 784,400* 
is SNE: MED: acatncsnersoveesesedinannesn 792,400 704,900 
36. Goodyear Tire & Rubber Co. ... 786,600* 775,000* 
37. Joh 0 ee 777 ,500* 766,000 | 
nr SD (III, sticsitsichsicnsistrialeiianceicsneilieieebsebdinatiniiobankaians 775,000 567,000 
ST 770,000 746,000 
Ae Py SN GR csiterescabcintanciicentaxones 770,000 900,000 
41. American Chain & Cable Co. oo...ccccccccccccccsseeseeeeees 762,900* 751,600* 
ee I II SIO siccertincsstntscnnishunestuisnbiiventovsnendisessiis 756,900* 745,700* f 
43. Electric Storage Battery Co. ... 750,000* 225,000 
ey I IS GR, ceteecscdicerenctcctncouscccenectsrens 750,000* 87,000* 
i i 746,000 208,500* . 
ee 735,000 602,000 
47. Minnesota Mining & Mig. Co. coccccccccccsceseeeesseeeees 729,100* 718,300* 
TIED, SINTIIINIIND: “secinnnincnensenginsmnentcecicieidiabenbannitie 710,500* 700,000 
49. Kaiser Aluminum & Chem. Corp. oo...c.ccccccecceseeseeees 710,500* 700,000 
Se IEE ERIN TEDL. <istnicchatiipnnidalontdenidindnienntniwechitniunien 698,200* 687,900* 
I I Se 695,300* 685,000* 
52. Timken Roller Bearing Co. ....ccccccccccseeseeeeeee 661,000* 651,200* 
GR. PRTG DRRE GOP. cscccstssccicsesescsccsevsescesesessoscosccosees 660,000 285,000 
BG, PUT PURI GERD Ge cccccsscsccscccsccssssesnsssecsovssssoss 650,000 525,000 
Se I RS I  . ssssennseciibainaiabe 640,000 600,000 
56. Owens-lllinois Glass Co. 629,300* 620,000 
57. Baldwin-Lima-Hamilton Corp. ooccccccccccccccocsecseeccsnvene 600,000* 341,700 
58. Western Precipitation Corp. oocccccccccscccssseeeseeeees 600,000 113,700* 
59. Sinclair Refining Co. oo... 596,100" 587,300* 
es IIE FRIIS sserthaitiniiciieobinticndcekintcianecctanaieorsnnesiie 590,700* 582,200* 
61. Aluminum Co. of Americd ..........ccccccccccccscccseecseeeseenee 589,700* 581,000* 
62. Jones & Laughlin Steel Corp. ...........66c0000 586,400* 577,700 
Ge Ge CID GR. seteitcccenseditinincnsiicrecnensomreciarsonins 579,300* 570,700* 
a Te I AIRS iedsdeccsveciinsccenvniniiessincsinaninions 543,200* 535,200* 
i IED GODS: casncittbirscosecionecinssteciainssitivionanecntnoneces 533,400* 525,500* 
66. Celanese Corp. of America oo........cccccccesseeseeseersesene 526,900* 519,100* 
ee ITNT, SAINI cssnsienecivisnescincetansansieneitetentsessosens 517,500* 498,600* 
Se en: CUI GO I Gacitinciescssencccescncctcccstsinsnstosvesnes 515,600* 406,700* 
69. Standard Pressed Steel Co. ooo.....ccccccccscsserseecreneeseeee 514,000 393,000 
70. General American Transportation Corp. ................ 512,400* 493,600 
71. American Telephone & Telegraph Co. ..........cccc000 510,200* 492,500* 
Fa, CHOPTMRIOR GOI. crcccscccssscrccesvicsessenssserseresseeses mat 507,500* 500,000 
es EI EET IID TEU, comsnensscnsnsabasunnnicabinabenmnaaouns 502,800* 484,400* 
74. Standard Brands Inc. 501,100* 482,800* 
NN GE peccnenicrscivscnninsiimensiasesintipnmniapttien 500,000 611,000 
Fes TRIO Gi. ccrccectnnntncsnasnssssenscenstnsnceniovstncbenterscentevees 500,000 437,500 
yee 500,000* 75,000* 
. H. K. Porter Co. ............ 500,000 569,700 
Oe ES ec 500,000* 89,500* 
Se NI CID CRU, cccsicenaschisscscsnescrncisnrnonincicsnsses 500,000 477,000 
81. Yale & Towne Mfg. Co. ...... 500,000 400,000 i 
82. National Lead Company 490,900 415,400 
i GI III: ID ceaiticctonctessacnccscncsescanssonsceneosocensetisenen 489,600* 438,700* 
84. American Machine & Foundry Co. o.....cccccceeceeeeees 488,900* 471,000* 
85. W. R. Grace Co.-Davison Chemical Co. div. .............. 486,300* 468,500* 
OE, SERIE GOI secctcrtesrscntsenniststitiantinsatecetnnctanein 482,400* 464,700* 
Sy) IE SA, I, " scheitntneasstnnieginaeganinnesiiitinloinsttineniabey 482,400* 464,700* 
88. Warner-Hudnut Inc.—Warner-Chilcott Lab. div. .... 481,300* 463,700* 
89. American Brake Shoe Co. 468,000 340,000 
90. American-Standard 462,500* 445,600 
91. Texas Co. 457,000 461,500 
| 92. National Distillers Corp. 456,300* 439,600* 
GB. Undermational Pibaheed Ce. ccccccecsccccccescessccscsesccsecscrsees 451,000 415,900 
. Federal-Mogul—Bower Bearings Inc. ........cccss0 450,000 314,000 
. Rohm & Haas Co. ....... 450,000 500,000 
96. Carborundum Co. 448,600* 432,200 
CA 441,800 438,800 
98. Mallinckrodt Chemical Works ..........cccccccccseseeeeee 438,100* 422,100* 
99. Willcox & Gibbs Sewing Machine Co. ©... 435,000 32,000 
00. Halliburton Oil Well Cementing Co. 0.0... 428,800* 413,100* 


es marked with an asterisk (*) are estimates furnished by ABP to make the list 
presentative as possible. All investments by divisions and subsidiaries are included 


> 


a 


ra } 7 Pe 


Se Say Saad 


Pie 1 SER ee ae eee ESOT a Ne ca a? eee ae ae f 0S ees By gai — = Seeley eee no - (OES oe Se et i ae SS. et, ae eee | iS 
ove " ve eae res ‘ = Fasihets iy. ry sais) ; Saas sei a zi {ee : aie je ae A) ct fee : o- 
ue 2 Aes TERS, , ay x = as BS ree ee RR ene ne. 
2 ai ES si as er oe ; : ot od Estee Pe Ms Pas ae aie 

~ Spel a aeek ‘cai Wy ee a ee Be Sp ge re ae se " - ee er or oak 4 — TR ‘ eee 

say f Ke i ke MAM ak ee Pa fone ee Ne : Aree a Lesa ’ Ee cee ak ete 
ee ee eee ane | eee eee eae * a oe ee ee sg ee ee) le ag Yb) 
oe kee aK 6 Neue ae Any ee eee ee ea a a chal eee ee es ae ie cs: eee 

ae Je BS Nea het OEE eae ee se ir ee pee A eee (ae in Pee ee ee A on ee ay Bere = oe ae EEE a Se OO eee = gh es aes : ‘ae 

ge: ir a he =e , . e h * a *- ‘ > , ‘ s . 

+ 4 ‘ —— ” aemen aie - meee - wey — 

d, . ' 
4 
a 
b- 
E 
= 98 
A as . 
ay ¢ ‘ a ee i, gaa 8 Sale ae ES P 3 igen, es, an ‘ oS 
3 rh Pee sirk = bai 2h a i os, ee a: . : 2 ee “i 
; rs Bp aimee ae ‘ig: , ae Bin pee) Ue i te 8 : ‘ _ a ee ee 
is : E a ee. Wee ie ae) a ft ‘ a: 
: eee a ) a So a ees Oe 4 ig See (ae ¢ 
” , nese eo a i ae ae i. aa a : = 
. : re tia “an € ee ee | a ae - ‘ carts, 5 Salas . y ners 
. é Fe ae 0d cee oe i i : Po abe me a bec €: a 

P ; ae ‘ a ; ie a oi! x ; ” case 

2 wi i ee Lee art ae .. es. 

f oe ge - me a BORE oS : ar | r a pice (aa ie 4 

4 aaa ties e 2 ae orn gee ee he ae |, 
Se eee : - . Pa ated in yi ile es as ¥ < Oh ee 

- i iA ic : es em eee Z a gee 

Dae ” , eee ce 

: a ai see pee a cs. * Pie? ey fase reed 

‘t, * eee Beet : a en [en ton Z 
Be ie ee o> aria : ee ‘ 
. eee eae q Z - re { F be 
3 , iy ee a ae ees hee as i ed sure 2 
ee ee ea Re Sipe omnes bia ss a Snes os) gna 
N oe Dar a 2 F ee i 
E a MR ES Re cas gee fa, ‘ ha lal aan a 
ra ¥ oe Bi. st =. oe eh ie 
i ro ‘ RR ng ali ae rit oe — ee 

4 : Serres 3, eee fe  - ft oe es a 
i ' Bee fn oS Tae le ne bit ; eet ey | 
be —— 4a Mi Wee rs eye ee ey ia : \ Fee i <= * 

: - . pede, Pilg LS Mee! ieee eee, SO S) aie na 
= — Baer a tant} aa gi ee bya aS... hares a 
= “id a s ic an Rois - i Pogue oe | ah . Bee ane ten a 
: ee in ~ cae ee.” eo we en 
4 Paps RT ee 6S ee la alae EES . J - wal 
b. ya Behe. ae ee ees emt - wy 
: “i os Pa iS er al e Pie). ale a 

a ms , eae Ne Ty a eee A 3p eee ee ae pe a . te 

7 a aes ee, ee jc a cai, . be, ) 

oe cee") Fac erie pat Bags 0 see iret 

. ee Fe ee ad 

: : . a 
, es ‘a 

ie 

ay 

ee 
wu 
eS 
i: a — — 

a 
) ee 
i 

; 
aie 
ay 
wis 
ee 
Mi 
notes 
ve. 
ws 
a 
ys 
rey 
Ai be 
oa 
vy 
hae 

—— oo 
ie 

fe 
ee 
we 
ae: 
ine 
ss 
ae 
des: 

- 
- 
a ail 

os 
o 
ya 
=f i: 
oe 
i gyarte 
put 

i 

: ‘4 
en le 
f: he bem 
cee . ae 
orf ; we 3 = ni 
a : a Fi 
-_ % 
: ; : ' \ lis : 
c we oat oo » y 
: P & Ae 3 pat. = Co 7 
ae: oe : i “ey 
P sg ira 2 
Ho 
, e050 erat” Sf ee ee : / Sian ‘ Ss —— 
ae “ ite a : eee ie =e : a 
a <a i tee g ; Nag =f i * " ‘ vie 
F : a ag = Mae sf : ; Rees i Oe ee res Se : nabs : = 
: S ae aye ; i alana eee eu ae ae WAS ea) = Pe: me - —te" ee — 
: si as a ‘ Se ai oe + a ae 5, tae eo ae 48 : Aer AW ys tel oe 33 , a ae 5) 
4 ae 2p ; . - mee: eaye Ae Sates: ee pee et ee Re ery Eo re hes ig “ pe Ie 
C4 . ep ae 0 eh Rp z ya ye rey « ” + a Tt eee 0Ullllt~*«C x Ce re nk ah 


Advertising Age, April 7, 1958 


House Probe Finds 


Last Minute News Flashes 
FCC Conduct Shows 


8 Agencies in Running; Frigidaire Ends Initial Chats 


7 Dayton, April 4—Frigidaire officials completed preliminary talks | 
Questionable Pattern | with eight agencies this week. Agencies are to be assigned dates for | 
Wasuincton, April 4—House in-| presentations to Frigidaire here in a couple of weeks; surviving agen- | 
vestigators said today their probe) cies will be visited by a company team. Among the agencies being con- | 
of the Federal Communications| sidered are Tatham-Laird; Compton Advertising; MacManus, John & | 
Commission showed that “a pat-|Adams; Campbell-Ewald; Benton & Bowles; D’Arcy Advertising Co. | 
tern of questionable conduct” on|and Ted Bates Co. 


- e ’ s 
9 Er saee tae anes dees Carnegie Courses Is ‘Nut’ of New Davis Shop 
the years. New York, April 4—Guy Davis has resigned as an account executive | 
The committee called on FCC to|of Cunningham & Walsh, Chicago, and will form his own agency. Mr. | 
Davis is assured of at least one C&W account—Dale Carnegie Courses. 


adopt a code of ethics. In addition, | ’ . : . . 
it proposed legislation (1) repeal-| The account will bill some $250,000 this year. Carnegie said the switch | 
would be effective in “about a week.” 


ing existing laws which enable 
B. D. Adams, Durstine End West Coast Arrangement | 


commissioners to take money for 
1 P w ‘ | 
suite Wiiet o aateanee New York, April 4—Burke Dowling Adams Inc. and Roy S. Durstine | 
commissioners while they are con-| nc. have terminated “by mutual consent” their reciprocal agreement 
sidering cases, and (3) giving the|°" the West Coast. The Los Angeles office shared by both agencies 
President specific power to fire since last October will continue to be operated by the Adams agency, | 
commissioners for neglect of duty with the same accounts. William D. Sloan, who formerly operated the 
or malfeasance in office. office for Durstine, continues as manager. The office now has 11 em- 
ployes. Durstine said its future plans for Los Angeles will be announced 
by Niel Heard, who is vp in charge of western operations in San Fran- 


An interim report by the sub- 
ee, Sa ee ap Soe cisco, where the agency services the California Wine Advisory Board 
and Interstate Bakeries. 


Harris (D., Ark.), neither cleared 
Campbell-Mithun Cuts Minneapolis Staff 


nor condemned individual com- 
missioners. 
MINNEAPOLIs, April 4—Campbell-Mithun has laid off 24 employes in 
its Minneapolis office, with the explanation that personnel cost in- 
|creases have run too far ahead of billings increases. The agency said 
the cut has no relation to the recession and asserted the ratio of salaries 
to total agency income will still remain higher than in “comparable” 
be . > | agencies. C&M’s Chicago office has thus far dropped no employes. The 
wholesale attendance” at industry | . poncy predicted first quarter billings will be $1,000,000 ahead of 1957. 
meetings and promotions. 


The report also chided industry Owens-Illinois Promotes Beer in Bottles 


members for excessiv 2. entertain- New York, April 4—Owens-Illinois Glass Co. will break a new cam- 
ment of the rag ue egpenred and paign April 8 in 31 newspapers in 20 cities, to run until Labor Day, 
complained that “such entertain- aimed at boosting sales of beer in glass bottles. In addition, four-color 
ment does not lead to a proper pages will be used in the Memorial Day issue of Look, July 4 issue of 
relationship.” # The Saturday Evening Post and Labor Day issue of Life. Spreads an- 

a /nouncing the campaign are being used in April issues of brewery pub- 
Miller, Mackay lications and the May 12 issue of Food Topics. J. Walter Thompson Co. 
Wins Honors in 


is the agency. 
Dreyer Returns to JWT; Other Late News 
Seattle Competition 
SeaTTLe, April 1—For the sec- 


e Alvin Dreyer, former associate media director of J. Walter Thomp- 

son Co., New York, who resigned last March after 30 years with the 

: : 5©€~ | agency, has returned to JWT as manager of the media research de-| 

ond me ven three agg Sicks | partment. Mr. Dreyer, who purchased more than $300,000,000 worth | 

Rainier Brewing Co. and its agen- of space at JWT, rejoined the agency in October, but no announce- 
cy, Miller, Mackay, Hoeck & Har- 
tung, have won the Roy S. Marshall 

sweepstakes award in the annual! 


ment was made. 

advertising awards competition 
sponsored by the Advertising and 
Sales Club of Seattle. Announce- 
ment of the winners was made 
last week at the llth annual 

awards banquet. 
Rainier’s advertising won the 
sweepstakes in 1956. Last year an- 
other brewery, Olympia Brewing 


s The report said in view of FCC’s 
long lag in handling important 
cases, the public might benefit if 
the commissioners spend more 
time at their desks instead of in| 


e Donald R. McVay, for the past two years general manager of the 
Council of Printing Industries, Toronto, will succeed William Mapel 
June 1 as executive secretary of the Publishers Assn. of New York 
City. Mr. Mapel resigned last month. Before his connection with the 
Canadian council, Mr. McVay was on the staff of the American News- 
paper Publishers Assn. in Chicago for ten years. 


e Direct mail advertising volume from Jan. 1 through March 8 was 
$320,976,000, compared with $318,593,000 for the same period in 1957, 
according to figures compiled by Direct Mail Advertising Assn. based 
on reports from the Post Office Department. 


* 


~~ 


aa 
af 
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HEALTHFUL—Following introduction | 
of its Protein Plus hot cereal (AA, 
Jan. 27), General Mills will launch 
a high-protein dry cereal in late 
April in 14 eastern states. News- | 

papers and tv will be used. 


Clevelanders Expand 
‘Buy Now’ Drive to 
All Consumer Goods 


CLEVELAND, April 1—Sales and 
advertising forces are deploying 
here for a 13-week “buy it now” 
campaign, bigger and broader than 
the city’s recent famous effort to 
sell automobiles. 

The campaign will open May 1, 
with public officials and business 
leaders pledging citywide support. 
It will move on all consumer 
fronts, from home-buying to de- 
partment store sales. 

The two-month drive is geared 
to a tentative plan worked up by 
Fuller & Smith & Ross as a com- 
munity service. William Suitt, vp 
and creative director, plotted the 
operations, involving advertising 
and promotion in all media, tied 
in with the slogans “Values for 
Volume” and “Prosperity Begins at 


| 


| Ad ‘Barometer’ Shows It’s 


Advertising Is 
Key to Economic 
Trends: Nutting 


‘Adjustment,’ Not Slump, 
Says Boston Adclub Head 


Boston, April 2—One of the 
most sensitive barometers for 
measuring today’s changing eco- 
nomic climate is the advertising in- 
dustry, Philip E. Nutting, New 
England manager of Holiday and 
president of the Advertising Club 
of Boston, said here today. 

“Our sights, evaluations and 
current business reflect tomorrow, 
not yesterday,” he said in a report 
to the club’s board of directors. 
“What we see ahead is good.” 

Mr. Nutting pointed out that 
taking place today are “predicted 
changes and adjustments which are 
a normal and necessary part of the 
healthy evolution of a dynamic and 
complex economy. Such growth 
and changes are never smooth.” 


® Enlightened business is using 
this period of adjustment, wrong- 
fully termed a recession, to improve 
its competitive position, he said. 
Methods being used are (1) the 
strengthening of sales forces; (2) 
creation of new planning depart- 
ments for new products, new mar- 
kets, new demands and (3) com- 
mitting increased funds for adver- 
tising and promotion, he said. 
“Those of us in the advertising 
business are justified in feeling 
optimistic because we see ahead 
growth opportunities resulting 
from aggressive business plans be- 
ing put into action right now.” # 


Record Theater TV 
Fight Gate Proves 
Pay TV Future: Kahn 


Home.” 

Kirk Tuttle, F&S&R vp and 
Cleveland office manager, worked 
with Mr. Suitt on the plan. 


® A gathering of 200 civic and 
business representatives attended 


Co. and its agency, Botsford, Con- 
stantine & Gardner, won the top 
spot (AA, April 22, ’57). 


|today’s preliminary rally at the 
e Tetley Tea Co., New York, will break a spot radio campaign May Hotel Statler. Ata breakfast meet- 
1 in 50 markets, using one-minute announcements. Ogilvy, Benson &|ing they will plan specific tactics 


Lawrence R. McIntosh, manager 


of the domestic division, Grant), gaward J. DeGray’s appointment as head of ABC Radio (AA, 
Advertising, Detroit, chairman of| yarch 31) became official April 4, when Robert E. Eastman resigned 
the judging committee, and for-| ,. president of the network. About 20 others are leaving the com- 
merly with Pacific National Ad- pany, including Thomas C. Harrison, vp for sales; Dale Moudy, as- 
vertising Agency here, was pre-| sistant to the president; Irv Lichtenstein, director of promotion and 
sented a “distinguished citizen” | ¢xpJoitation, and several salesmen. One of the first problems facing 
award by Gov. Albert D. Rosellini| aRc’s new management: A seeming difference of opinion between af- 
at the banquet. | filiates favoring press association type of operation and those who 
want the network operated on traditional program and sales patterns. 


ee Se eee |e United Artists Associated, New York, a new company which has 
e National: More than $100,000— | been established by Associated Artists Productions Corp. (AAP) and 
Simpson Timber Co., Merchandis-| United Artists, has asked permission of the Securities & Exchange 
ing Factors. $50,000-$100,000—Pa-| Commission to issue $15,000,000 in debentures which will be used to 
cific Coast Canned Pear Service;| acquire stock and debentures of AAP. The new company was set up to 
Pacific National. Under $50,000—| put United Artists into the tv film business in a big way. AAP has ex- 


Day’s Tailor-d Clothing; Martin, | elusive rights to pre-1950 Warner Bros. feature films and cartoons, 
Gardner & Tuttle. 


Paramount’s library of “Popeye” cartoons and a group of pre-1948) 


d shorts. 
e Regional and local: More than features and s 


$100,000—Sicks’ Rainier Brewing) ¢ Hudson Pulp & Paper Corp. has launched a tv spot campaign on its 
Co.; Miller, Mackay, Hoeck & Har- | tojjet tissue in 25 eastern seaboard markets, using station identifica- 


tung. $50,000-$100,000—C harlotte|tions and 20-second spots. Norman, Craig & Kummel handles the 
Smith Advertising. Under $50,000) account. 


—Pacific National Bank; Honig-| : 
Cooper & Miner. /e C. W. Neagle, formerly vp and media director of Hall & Co., 

| Richmond, Va., agency, has joined the ad staff of the Houston Post. 
e Industrial: More than $50,000— | garlier he was ad manager of the Charlotte Observer and assistant | 


Douglas Fir Plywood Assn.; Con- national ad manager of the Richmond Times-Dispatch and News| 
don Co. $15,000-$50,000—St. Paul | reader. 


& Tacoma Lumber Co., Condon 

Co. Under $15,000—Tally Register e The Grant Advertising-Abbott Kimball Co. merger has been com- 

Corp.; Bozell & Jacobs. pleted with the Kimball San Francisco office being absorbed into} 
Grant’s office there. All other Kimball offices joined Grant March 1) 

e Retail: More than $25,000—| (aA, Feb. 17). Alfred Ducato, formerly president of Kimball, San| 

Frederick & Nelson. $5,000-$25,000 | Francisco, becomes vp and manager of the enlarged Grant San Fran- | 


—Ivar Haglund; Pacific National | ¢jseo operation. 
Advertising Agency. Under $5,000 
—Milk Barns Inc.; Martin, Gard-| e Norman Graham, formerly with Erwin Wasey, Ruthrauff & Ryan, | 
ner & Tuttle. + 


|has joined Cohen & Aleshire, New York, as a copy supervisor. 


Mather is the agency. \to “break the psychological back” 
of Cleveland’s share of the reces- 
sion. 

Upshur Evans, executive direc- 
tor, Cleveland Development Foun- 
dation, accepted the general chair- 
manship for the drive. Curtis Lee 
Smith, president of the chamber 
of commerce, who presided today, 
said Cleveland plans to blaze a 
path to better times. 


s A steering committee will work 
with Mr. Evans in guiding the 
campaign. The committee will re- 
present the Sales Executive Club, 
the Electrical League, the Cleve- 
land Advertising Club and Home 
Builders Assn., among other 
groups. + 


Guild Films Elects Cole 
President, Names Feld, Ahern 

John Joseph Cole, vp of sales of 
Guild Films, New York, has been 
elected president of the tv film 
producer and distributor. Reub 
Kaufman, founder of the company 
and president since 1952, will re- 
main chairman of the executive 
committee and a member of the 
board. 

Irving Feld, formerly national 
sales director, has been named 
general sales manager, succeeding 
Mr. Cole. Patrick T. Ahern, for- 
merly assistant sales manager of 
Imco Container Corp., has been 
named assistant sales manager of 
Guild Films, a new post. 


New York, April 3—The com- 
pany which handled the closed 
circuit telecast of the March 25 
Robinson-Basilio fight this week 
hailed that event as testimony 
that the public will pay to see 
what it wants to see on tv. 

Irving B. Kahn, president of 
TelePrompTer Corp., staged a 
press conference to report the box 
office score on theater attendance 
for the return bout between Sugar 
and Carmen. He said a record audi- 
ence of 364,876 persons in 174 thea- 
ters in the U. S. and Canada saw 
the telecast. The fight fans paid as 
high as $7.50 for a ticket in New 
York. 

Mr. Kahn indicated that he 
wanted to avoid comparison with 
other pay tv companies, but he 
made it clear that he felt Tele- 
PrompTer is demonstrating how 
“pay tv” can be introduced suc- 
cessfully. 

Mr. Kahn said the cash register 
totals are not in yet, but other 
sources estimated that the televised 
fight brought in $1,500,000, which 
was split 50-50 with the theaters. 
The IBC has been paid about $240,- 
000 as its share of the closed circuit 
returns. The fighters each received 
| about 30% of the IBC’s share. Ned 
| Irish, exec vp of IBC, termed this 
the best gate yet for a closed circuit 
tv fight. + 


Johnson Launches Pledge 

S. C. Johnson & Son, Racine, has 
| launched a new pressurized house- 
hold polish, Pledge, scheduling 
daytime and evening tv spots in 
over 60 major markets. Samples— 
3% oz. containers—will be dis- 
tributed in the markets. Pledge 
comes in a 6 oz. can with a sug- 
gested retail price of 89¢ and in a 
14 oz. can at $1.55. Benton & 
| Bowles, New York, handles Pledge, 
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‘St. Thomas Outlines Setup of ISIM 
to Be Presented to NIAA Membership 


(Continued from Page 3) 
ating plans, etc. 


e It also is proposed to retain a 
paid interim manager, from June 
3, 1958, to July 1, 1959, as the 
working arm of the steering com- 


mittee, and to provide the profes- | 


sional guidance which will be nec- 
essary. 


es A suggested scale of annual dues 
for manufacturing company mem- 
bers proposes that companies with 
gross sales of over $1 billion would 
pay an annual fee of $5,000. On the 
assumption that ten companies in 
this class were to become mem- 
bers, the society’s revenue would 
be $50,000. Those companies would 
be eligible to name 50 representa- 
tives each in the society. Of the 
$50,000 in dues paid by those com- 
panies to the society, it, in turn, 
would pay an individual chapter 
$15 a head for each company rep- 


resentative on its rolls, or a total of |Companies with billings over $25,-| ucational institutions will be avail- 
$7,500 for the 500 representatives | 000,000 would pay $2,500 and | able later. 


ADVERTISEMENT 


lof the ten companies on chapter 
rolls. 

A company with gross sales un- 
der $15,000,000 would pay dues of 
$300. Each would be entitled to 
three individual representatives. 
|The same rebate of $15 a head 
| would be paid by the society to the 
| chapters. If a member company 
|wanted to add more representa- 
|tives than the schedule permits, 
'these would be accepted, if they 
|meet membership requirements, at 
$75 a person, of which $15 would 
be returned to the chapter. 

For service organizations, such 
as publishers, advertising agen- 
cies, marketing consultants, etc., 
dues would be based on billings. 
A company with billings of less 
than $500,000 would pay an annual 
fee of $200. Each would be per- 
mitted two representatives. Chap- 
ters would receive $15 from the so- 
| ciety for each representative. 


Glenda the beautiful secretary 


Beard 
EASTERN ABP CONFEREES—William K. Beard Jr., pres- 
ident, Associated Business Publications; George W. 
Head, advertising and sales promotion manager, Na- 
tional Cash Register Co.; Frederic R. Gamble, pres- 


Head Gamble 


ident, American Assn. of Advertising Agencies; 


Brower Wintersteen 


Charles H. Brower, president, Batten, Barton, Dur- 
stine & Osborn; 
manager, busine 
nelley Corp., conference chairman, at recent annual 
eastern conference of ABP in New York. 


and E. B. Wintersteen, executive 
ss papers division, Reuben H. Don- 


NIAA members who favor the 
change will make trips to local 
chapters to explain the concept in 
detail and outline its advantages. 
Asked whether it was likely, in 
the event of membership disap- 
proval of the plan, that a group of 
a Mr. St. Thomas stressed that the| members might secede from NIAA 
proposed ISIM will be a horizon-| and organize ISIM independently, 
‘tal association, but, he indicated,|Mr. Sickler said, “There is no an- 
jit will be limited to corporate offi-|swer possible to that at this time. 
‘cers and officials having to do with | Certainly, nobody in NIAA insists 
| marketing at the policy and higher | that this has to be done. But many 
| operational levels. of us believe that an organization 
As an organization, he said, it;such as ISIM is needed and that, 
will be set up to do five things: | whether NIAA approves of it or 
|(1) Create greater understanding | not, such an organization eventu- 
of the marketing function in in-|ally will be established by people 
dustry; (2) communicate, more ef-| who are convinced there is a need 
fectively than is now possible,| for it.” 
marketing information; (3) train 
young people both in colleges and| ® On local chapters, Mr. St. Thom- 
at the management level; (4) in-| 45 said details will have to be 
fluence ethical standards and (5) | worked out as to where they will 
do research into fundamental mar-| be located. ; ‘ : 
keting problems. “ISIM,” he said, “is not in- 
|tended to become a meeting place 
for sellers and buyers. Individual 


would be permitted 25 represent- 
atives. 

A scale of dues for colleges, uni- 
versities and other accredited ed- 


® Asked about the opposition to 
the proposed society expressed by 
NIAA members in Milwaukee, 
{Houston and Rockford, Ill. (AA, 
|March 31), Mr. St. Thomas said 
i\that he was convinced that such 
|so-called opposition was the result 
| of apparent misunderstanding. 
“Let’s not expect that any group, 
at this early point,” he said, “is 
going to have each and every de- 


{members of publishing companies, 
|for example, will be limited only 
o those few persons who evolve 
management policy. 

“As a matter of general under- 
standing,” he said, “it should be 
| recognized that it is practically 
|impossible in a society such as this 


|to write entirely definitive mem- 


bership regulations. Marketing has 


Secretaries get lots of ideas 


“I’ve got an idea so good —I’ll have to let the boss think he 
thought of it.” 


if they improve office efficiency. These young women will 
suggest your office product to the boss, if you make your brand 
name known through their magazine. 145,000 secretarial career 
women will keep your product in mind if you advertise in... 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 * LO 4-3000 


the boss welcomes. Especially 


no clear prerequisites—such as an 
- ‘ academic degree, as an engineer- 
about a job of real importance. It! iet ieht hav - nari 
|is a big concept. We are attacking |p ¢rship criteria =T me 
> eng oe to| «Intelligent interpretation at the 

. ~ typ . = dw priority of orcer,/ national and local level will be 
| SO ~~ — woe i — ‘aed oni, necessary. It is felt that such 
| mending, » wil be founded ON | intelligent interpretation is en- 


|as substantial a base of knowledge | tirely possible under the guidance 


as is possible.” ee the membership portion of the 


total proposal as it has been writ- 
. R. C. Sickler, product group | ten. 
‘manager, advertising department, “This adherence to strict man- 
E. I. du Pont de Nemours & Co.,/agement qualifications has been 
NIAA chairman, also emphasized | studied carefully,” Mr. St. Thomas 
that the proposal for converting | said, “and is considered necessary 
|NIAA into ISIM has not been/jin order to have a homogeneous 
| thoroughly understood. |membership—to avoid having the 
Between now and the June con- | society attempting ‘to be all things 
vention, he said, flying squads of | to all men.’” + 


tail nailed down. We are talking 


Fans who listen equally to C-O and Independent stations‘ recently testified 
to the greater believability of C-O commercials. A study by Motivation 
Analysis, Inc. showed C-O stations are more authoritative and more credible. 


WEET, Boston 
WBBM, Chicago 
KNX, Los Angeles 
WCBS, New York 
KMOX, St. Louis 
KCBS, San Francisco 


CBS-OWNED RADIO STATIONS 


ISIM Plan Not for 
Smaller Cities, Says 
Buffalo NIAA Unit 


(Continued from Page 3) 
chapters in many cities of Buffalo’s 
size would have the same experi- 
ence. Only chapters in a few cities 
like New York and San Francisco 
would have enough advertising 
managers to build a strong mcm 
bership, he feels. ‘ 


® He said it is expected that the 
board of directors of his group will 
take formal action against the plan 
at a meeting April 15, sending a 
strongly worded resolution to the 
national association. 

Mr. Stahlka feels that setting up 
the national association on this 
basis also would weaken function- 
ing of local chapters, depriving 
them of much assistance, support, 
education and exchange of ideas 
now provided by suppliers and 
agency members. 

He noted that some of the local 
chapter’s most productive meet- 
ings have been built around mate- 
rial and ideas coming from others 
than advertising managers. The 
exchange of ideas between adver- 
tising managers and other mem- 
bers has been closely tied to suc- 
cess of the group, he said. 

Mr. Stahlka recalled that some 
years ago an attempt was made to 
organize a group limited strictly to 
advertising managers here, but that 
it petered out after a short period. 


|@ If the national association goes 
ahead with its program, chances 
are that the Buffalo group as it 
now stands will be disbanded and 
a new association organized which 
will embrace all phases of the ad- 
vertising business, including non- 
industrial advertisers, said Mr. 
Stahlka. 


= 
— 


Bausch & Lomb, Applied 
Research Labs Consolidate 
Bausch & Lomb Optical Co., 
Rochester, N. Y., and Applied Re- 
search Laboratories, Glendale, Cal., 
| will consolidate April 8, subject to 
the approval of ARL stockholders. 
ARL will become a B&L subsid- 
iary. ARL is known for its devel- 
|}Opments in the industrial ana- 
lytical control field, employing 
radiation measurements over the 
|full spectrum from the visible 
through the x-ray, B&L says. These 
areas, heretofore unexplored by 
B&L, will serve to broaden its par- 
| ticipation in the field of analytical 
|control instrumentation, according 
to Bausch & Lomb. 


Reach, McClinton Names Two 

Reach, McClinton & Co., New 
York, has elevated Alfred Gold- 
man from copy chief to copy su- 
pervisor, vp and a director. Reach, 
McClinton also has named Ethel 
Cordner, formerly with Ogilvy, 
Benson & Mather, a copy super- 
visor, 
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“i read no trade 
publication more 
thoroughly than 
Ad Age ...”’ 


says VICTOR ELTING, JR. 
Vice-President / Advertising 
The Quaker Oats Company 


VICTOR ELTING, JR. “There is no trade publication | read more 


A Princeton graduate, Mr. Elting has been with as 

s 
The Quaker Oats Company since 1931, when he thoroughly than Advertising Age, both with 
started working in the package department of 
the Cedar Rapids plant. In 1934, he moved on . ; 
vo tht gibieetets Giiesennns @ Giimes: eet respect to current news and certainly for its 
in subsequent years broadened his experience 
with retail selling and working with Quaker’s 


su wend > tote tk Mine welts contributor columns. It is the best paper anyone 


of the product development department. Before 


succeeding to his present position as vice-presi- 
dent in charge of advertising (in 1953), he had 
been first a product manager, and then director 
of advertising. 


in advertising — client or agency— can read.” 


In connection with his leisure-time activities, 
Mr. Elting describes himself as “a small-boat 
man,” explaining that he enjoys piloting racing 
shells, canoes and sailboats. Among his other 
interests outside the field of advertising is the 


Lake Forest (Ill.) Public School System, which “ 
he serves as a board member. importouil to 
importouit people 
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